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Foremost Returns 
to GB&B After 
5 Years at BBDO 


Third Biggest Dairy 
Gives $5,000,000 Nod 
to Shop It Dropped 


SAN FRANCIsco, Oct. 10—Sort of 
figuratively speaking, an office in 
Greece has just been opened by 


Walter Guild, the often outspoken | 


agency president who in August, 
1956, refused to gloss over the fact 
that he’d been fired by a whop- 
ping big account. 

Today, Guild, Bascom & Bon- 
figli’s location in San Francisco 
paid off as Foremost Dairies Inc., 
headquartered here, switched its 
$5,000,000 a year account from 
Batten, Barton, Durstine & Osborn 
back to the agency it had from 
March 20, 1951, to Aug. 13, 1956. 

On the latter date, Guild sent a 
memo to all the GB&B staff, stat- 
ing, “Well, folks, today Foremost 
fired us. It is the first time we’ve 
been fired, and I don’t expect any | 
of you to like it. I don’t myself. | 
If pressed for a reason why we 
were fired, just say, ‘the best ad-| 
vertising is no substitute when | 
you don’t have an office in 

(Continued on Page 10) 
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WSAAA Unit Asks 
Initials to Show 
Professional Status 


Los ANGELES, Oct. 
Western States Advertising Agen- 
cies Assn. and the San Diego Ad- 
vertising Agencies Assn. recently 
joined forces to study methods 
aimed at the “professionalization 
of advertising practitioners.” 

This week, in a joint report, the 
| on professionalization 
| recommended that “definite steps 
be taken to certify qualified indi- 
vidual advertising people as ‘certi- 
fied advertising practitioners’.”’ 

Moreover, the committee sug- 
gested that “technical arrange- 
ments” be made to authorize ad- 
men to use either “certified adver- 
tising practitioner” or the initials 
CAP—or both—“in connection 
with their personal names.” 

In making its recommendations 
to the WSAAA, the joint commit- 
tee took pains to disassociate itself 
from supporters of state licensing 
of admen. “Professionalization of 
advertising agencies generally has 
been confused with licensing,” the 
report said. “It is the unanimous, 
considered and urgent recommen- 
dation of both committees that the 
entire subject of licensing be de- 
ferred for the time being. In fact, 
the threat of compulsory licensing 
is one of the strongest recommen- 
dations for professionalization or 
some other form of self-disci- 
pline.” + 


FTC Commissioners Flay Colgate, 
Bates for ‘Sandpaper’ TV Mockup 


‘Don’t Care What Former 
Chairmen Have Said on © 
Props,’ Paul Dixon Says | 


WASHINGTON, Oct. 11—The use| 
of mockups for tv demonstrations | 
came in for close critical exami-| 
nation today as the Federal Trade 
Commission heard final arguments 
in a case involving “sandpaper 
shaving” commercials for Colgate- 
Palmolive’s Rapid Shave. 

Attorneys for C-P and Ted 
Bates & Co. argued that sand- 
coated Plexiglas had been substi- 
tuted for’ sandpaper solely for 
technical reasons. But several of 
the commissioners suggested the 
mockup made Rapid Shave look a 
lot more effective than it would 


| have looked if real sandpaper had 
| been used. 
Today’s argument and the de- 
cision that will follow constitute a 
(Continued on Page 2) 


Ads for Colgate's 
Liquid Ajax Set 


New YorKk, Oct. 13—Colgate- 
Palmolive Co. has started selling 
its newest product, a liquid Ajax 
with ammonia, and will break na- 
tional advertising the week of 
Nov. 12. 

One of the company’s two stan- 
nous fluoride toothpastes, Colgate 

(Continued on Page 10) 


Things are popping in the 


dustry; tips on launching a 1! 
cosmetics advertisers and thei 
files of ten leading ethical 


wholesaler and of rack jobber: 
and beauty aid sales in food stc 


Fireworks in Drugs, Cosmetics Field 


Skyrocketing sales light up the cosmetics field, while Sen. Ke- 
fauver is making things hot with his investigation of ethical 
drug marketing, after a profitable 20 years in which ethicals 
have far surpassed proprieta:y drugs in volume and earnings. 
Just what’s happening and what's likely to in the future are 
analyzed by ADVERTISING AGE ‘n a special section on drugs and 
cosmetics marketing, starting on Page 57. 

In the section, first of its hnd ever produced by AA, are a 
rundown on the transformation of the booming cosmetics in- 
‘w product; a list of 71 leading 


cornpanies; 
where drug store sales per capita are highest; charts on sales 
trends; and reports on operations of the world’s largest drug 


drugs and cosmetics industry: 


ad expenditures; marketing pro- 
U.S. maps showing 


handling 58% of soaring health 
Tes. 


11—The | 


Hill & Knowlton Report 
Sparks Discussion at 
Central Region Meeting 


(For more details on the Four 
A’s report see Page 137.) 
Cuicaco, Oct. 12—Thought lead- 
ers think advertising should give 
the facts—only the facts. 
e About 80% of America’s thought 
leaders “would be likely to adjust 
their views” about advertising if 


CITRUS AD—This is one of 50 ads 
Campbell-Ewald showed the Flor- 
ida Citrus Commission (see story 
on this page). This is part of a 
magazine ad showing two grape- 
fruit halves in a scale, with copy 
reading “Grapefruit, the Heavy- 
weight Champion.” 


they were “enlightened by facts 
and argument.” 

e About 75% of the country’s 
thought leaders “are unaware of 
efforts currently being made to 
improve the quality of advertis- 
ing.” 


s These were among the findings 


At DMAA Convention .. 


Mail's for Specific Markets: Hesse; 
No, for Scatter Campaigns: Robinson 


B&B, JWT Execs Joust 
as to Aptest Use of 
Medium at 44th Session 


New York, Oct. 13—‘‘Mass”’ ver- 
sus “specialized” direct mail ad- 


| Florida Citrus account, Mr. Hesse 
| described a phenomenon which he 
|ealled “people segmentation,” a 
fact of 20th century life which, he 
contended, “no one with a product 
| to sell, or a message to convey, can 
| afford to overlook.” 


vertising was a top topic this week | 

as more than 1,400 direct mailers)" Mr. Hesse said national adver- 
and their wives invaded New York tising is becoming less and less 
for the 44th annual Direct Mail | feasible for advertisers who want 


Advertising Assn. convention. 


Advocating direct mail that, 


makes a “special” appeal to a “spe- 
cific’ taste was William R. Hesse, 
president of Benton & Bowles. But 
Edward Robinson, vp and group 


head of J. Walter Thompson Co.,| 


maintained that direct mail’s big 


|to get an accurate “fix” on these 
|segmented prospects. “Regional 
editions are a partial answer to the 
problem, local publications often 
do a better job of zeroing in on 
the exact market and, potentially, 
direct mail is still better.” 

To illustrate the “splintering” of 


opportunity is in large national population, Mr. Hesse said the 
or regional mailings going to non-|number of persons 18 to 24 will 
specialized lists. increase 52% in 10 years to con- 

Just before taking off for Flor-|stitute almost one-eighth of the 
ida, where he was to make Ben-|total. The number of those 65 and 


ton & Bowles’ bid to recapture the (Continued on Page 12) 


Last Minute News Flashes 
Aitkin-Kynett Resigns $4,000,000 Fels Account 


PHILADELPHIA, Oct. 13—Aitkin-Kynett Co. has resigned the $4,000,000 
Fels & Co. account after five years, as a result of differences with Fels 
regarding new marketing philosophies of the company. The move is 
effective Dec. 31. In 1961 Fels will enjoy the highest sales volume in 
its history, at the lowest advertising cost per case since 1957, the 
agency said. Fels has been interviewing agencies to succeed Aitkin- 
Kynett. 


International Minerals Drops KVPD 


SKOKIE, ILL., Oct. 13—International Minerals & Chemical Corp. is 
seeking a new agency for its agricultural and industrial products 
succeeding Klau-Van PieterSom-Dunlap, Milwaukee, effective Nov. 
30. The company reportedly wants a Chicago agency for the account, 
which has billing estimated at under $500,000. Needham, Louis & 


|Brorby (Ac’cent) end Lawrence O. Holmberg Co. (corporate), both 
| of Chicago, are IMC’s other agencies. 


October 16, 1961 

Volume 32 + Number 42 
25 Cents a Copy + $3 a Year 
CHICAGO 11 + Published Weekly at 
200 E. Illinois St. * DE 7-5200 

NEW YORK 17 

630 Third Ave, * YU 6-5050 


Thought Leaders Are 
Wary of Ads, 4A’s Told 


of a study completed by Group 
Attitudes Corp., a subsidiary of 
Hill & Knowlton, for the American 
Assn. of Advertising Agencies. An 
analysis of the findings was given 
here today to the annual meeting 
of the Four A’s central region by 
John G. Mapes, executive commit- 
tee chairman of Hill & Knowlton. 


® Television is singled out as the 
chief target of criticism by those 
interviewed, while print media— 
particularly magazines—fared con- 
siderably better (AA, Oct. 9). 

Tv ads for proprietary drugs, 
cosmetics and cigaret ads come in 
for some heavy criticism. Unfavor- 
able reaction to radio tended to be 
towards the saturation of advertis- 
ing messages, rather than particu- 
lar ads. Print ads were considered 
less intrusive than tv, with a high- 
er degree of factual content. 


® According to the analysis pre- 
sented to the agency meeting, 
“criticism of advertising by thought 
leaders stems primarily from the 
absence of readily available infor- 
mation on the functions, achieve- 
ments and limitations of adver- 
tising.”” It added that, “to a lesser 
extent, it is based on personal re- 
actions to particular advertise- 
ments.” 

Based on interviews with 180 
“outstanding college professors, re- 
ligious leaders, top business ex- 
ecutives, editors and writers, and 
government leaders,” the study 

(Continued on Page 145) 


Florida Citrus 
Cuts Field to B&B, 
L&N, Bates, C-E 


LAKELAND, Fta., Oct. 13—The 
Florida Citrus Commission today 
narrowed its agency search to 
Benton & Bowles, the incumbent; 
Ted Bates & Co.; Campbell-Ewald; 
and Lennen & Newell. A final de- 
cision will be made “within two 
weeks” to give the four agencies 
time for “additional study.” 

The announcement, made at 
2:05 this afternoon before some 
200 anxious admen and citrus peo- 
ple in the commission’s auditorium 
here came on the heels of seven 
presentations of about two hours 


each. It trimmed Kastor, Hilton, 
Chesley, Clifford & Atherton; 
Grant Advertising; and Keyes, 


Madden & Jones from the list of 
hopefuls on the $3,128,000 account; 
and was the latest step for an in- 
dustry seeking “new strategy.” 


s The names of Benton & Bowles, 
Bates and Lennen & Newell were 
served up by John T. Lesley, 
chairman of the fresh fruit advis- 


Seaboard Firance Moves to Foote, Cone 


Los ANGELES, ( +. 18—Seaboard Finance Co. has appointed Foote, | 
Cone & Belding, Los Angeles, as its agency, effective Jan 1. Seaboard, 
which has been billing about $1,500,000, reportedly is the third largest 
finance company in the U.S. Frank Bull & Co. is the previous agency. 

(Additional:News Flashes on Page 137) 


ory committee, also speaking on 
behalf of Florida Citrus Mutual and 
Florida Canners Assn. Commission 
member Vernon Conner interrupt- 
ed a seconding motion and recom- 
mended that Campbell-Ewald be 
added; so it went with the 12-man 
(Continued on Page 138) 
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Sleeping Giant Awakes.. 
Coke Declares 


War on Rival at 
Bottlers Meeting 


Sales Head Admits Coke 
Has Faced Competition 
‘Defensively’ in the Past 


Mriamr1 Beacu, Oct. 10—Coca- 
Cola Co—which is enjoying its 
“biggest year”—yesterday declared 
war on Pepsi-Cola. 

In the keynote speech to the 
1961 bottlers’ convention here, Pat 
O’Malley, vp and general sales 
manager, said Coke’s policy was 
“to wage war by men, money and 
spirited, aggressive sales action ... 


to wage war against a monstrous | 


competitor . . . to tighten the grip 
of the leadership of Coca-Cola un- 
til he cries out for mercy, and 
then tighten it some more.” 

Mr. O’Malley never identified 
the competition as Pepsi-Cola, but 
he characterized the opposition as 
the company designating its prod- 
uct as “the drink for the “active, 
vital, young and young-thinking 
people who buy more soft drinks.” | 
® Coke’s sales boss conceded that | 
his company had, in the past, | 
“found it easier to fight from a 
defensive position.” He added, | 
“Too often, we—both the company | 
and the bottler—have resisted| 
change until it was forced upon | 
us.” | 
That day has gone, he said. “The | 
Slumbering giant slumbers no} 
more. He is wide awake and wiser, | 
and what is more significant, he) 
is sore, fighting mad.” 

Mr. O'Malley said Coca-Cola is | 
now determined to plan and act) 
for the days ahead. “We are 
ready as never before to transmit | 
this determination to the consumer | 
through strong national advertis- | 
ing, profit-building promotions, 
and new packages.” 

| 


@ No specific advertising plans | 


were announced to the press, but | 


Ridgway-Hirsch, 
French Advertising 


| 
| 


Merge in St. Louis 
| Sr. Louis, Oct. 12—Two agencies 


| here have merged effective Oct. 21. 
|They are French Advertising and 
Ridgway-Hirsch Advertising Co., 


|both of which began business in | 


ithe early °30s. 
| Name of the merged agency will 
| be Ridgway, Hirsch & French. The 
jagency will move to larger quar- 
|ters at 8012 Carondelet in Clayton. 
| The president of the combined 
|agency is Casper S. Yost, formerly 
|Ridgway-Hirsch president. George | 
Johnson, the French agency’s vp, | 
will continue as vp of the new) 
agency. Kenneth J. Bayer, former | 
president of French, will be exec 
vp of the new company. Maurice L. 
Hirsch, the present chairman of 
Ridgway-Hirsch, retains that title 
in the merged agency. Max Wilten | 
and Ed Schulenburg, both formerly | 
vps of Ridgway-Hirsch, have been | 
elected vps of the new organiza-| 
tion. 

“There will be no change in ac- 
count management,” Mr. Yost said. 


s The merged agency will serve | 


about 40 clients and this makes it | 
one of the larger agencies in St. 
Louis. 

The French agency was founded 
in 1931 by Oakleigh R. French, 
who will be associated with the 
new agency in a consulting ca- 
pacity. = 


Time Inc., RKO General 
Start Radio News Series 


Time Inc. and RKO General will 
launch on Nov. 1 a joint broadcast 
news service called “Time-Life 
Broadcast News.” The = series, 
which will break initially on Time 
Inc.’s four stations and RKO’s sev- | 
en stations, will consist of four | 
series of five-minute programs, 
Monday-Friday, to be placed at 
each station’s discretion. The se- 
ries will cover four areas: The 
news story of the day, Hollywood, 
business, and sports. Other series 
will be added later. A news service 
for tv stations also is planned. 

The service will be made avail- 
able, after Nov. 1, to other stations 
in markets which do not compete 


i 


it was evident Coke planned to | with the Time-RKO lineup. RKO 
| 


emphasize a “selling” type of ad- 
vertising and concentrate.less on 
“reminder” advertising. 

Mr. O'Malley said Coca-Cola 
was ready to “change, improve or 


throw out anything—whatever the | 


cost or effort—as soon as we find 
something sharper, better and 
more effective to do.” 


Coca-Cola’s appraisal of its cur-| 


stations are in New York, Boston, 
| Washington, Windsor, Detroit, Los 
Angeles, San Francisco and Mem- 
phis. Time stations are in Denver, 
Grand Rapids, Indianapolis and 
Minneapolis. 


| ice provides: 


ie 


(Continued from Page 1) 
bellwether case in at least two re- 
spects. As the first major adver- 
tising case handled by FTC under 
the chairmanship of Paul Rand 
Dixon it will indicate the temper 
that the commission will display 
in advertising cases. 


eae. 


® For tv advertisers, the case has 
more specific meaning. So far, 
most tv demonstration cases have 
ended in consent settlements, with 


er a 


aieatiaes : the advertiser giving in before 
MEET MILADY—New Yorkers will find | FTC had a chance to render a ver- 
themselves confronted by grinning, | dict. Since this is only the second | 
giddy Milady blintzes this month | disputed tv demonstration case in- | 


in the Oct. 22 Mirror and the Oct.| volving a full scale decision (the 

29 Times. Smith/Greenland is the | first, in March, involved Colgate 

|tisers are likely to get some addi- 

\tional “rules of the road” so far 

In an initial decision on May 29, 

to Aid Marketers FTC Hearing Examiner William L. 

Entering New Fields _ Bates in their contention that the 

|demonstration involved nothing 

Co. has initiated a new service for| today, attorneys for the two com- 

its food and drug index subscribers | panies encountered such a pepper- 

a product field which they don’t) ward F. Downs, FTC attorney in 

presently serve. |charge of “prosecuting” the case, 

minded company which wants to tal time available so that the attor- 

investigate other product areas.|ney appealing an adverse inittial 
products. 

The Nielsen New Product Serv- 


epency. /toothpaste with Gardol) adver- 
New Nielsen Service 2s props are concerned. 
|Pack backed Colgate and Ted 
Cuicaco, Oct. 12—A. C. Nielsen| more than harmless puffery. But 
who want to get a fast rundown on|jng from the commission that Ed- 
It is designed for the expansion- | decided he did not need the rebut- 
Special emphasis is placed on new | decision can get in the last word. 


s Attorneys for C-P and Bates ar- 
gued repeatedly that advertisers 
1. New products located and| need flexibility because of tech- 


samples supplied. |nical problems involved in using 
2. Product preferences of 500,000|t, wr. Downs and the commis- 


consumers, measured through 4) <ioners, in turn, contended that 
special check of 100 stores through- perhaps a stricter standard of 


out the country. truthfulness is required because of 
® Nielsen said the service has been | the vast audience that is available 
tested for a year. One of its chief jon television. 

advantages, especially where new| “The mere fact that there are 
products are concerned, is speed. technical difficulties does not give 
The company said it can often de- the advertiser a license to lie, or to 
liver data two weeks after an ini-| deceive,” Mr. Downs said. “There 
tial request. |is a moral obligation to be more 

Subscribers to the regular index | truthful on tv.” 

services cannot make use of the 
service in their own field, since 


® Commissioner Philip Elman, whe 


they get this information on the 
regular reports. + 


WENB Appoints Kramer 

WKNB, New Britain-Hartford, 
Conn., has appointed Irving Kra- 
mer, formerly a sales representa- 
tive, an account executive. 


spearheaded much of the ques- 
|tioning, pondered, “Perhaps the 
| nature of this medium is such that 
for some purposes it is not com- 
mercially feasible to use it without 
departing from the truth.” Earlier, 
‘Commissioner Sigurd Anderson 
had asked: “Shouldn’t there be a 


. . . . | 
rent situation, he said, came in/|Tey manufacturers estimate they will 


three parts: (1) “We must reckon 
with an aggressive and hungry 
competitor who’s shrewd, tough 
and seems better equipped for 
growth in today’s market than ever 
before”; (2) “we have a vast and 
vital cold-bottle market that is 
caught squarely in the middle of 
a rash of other products and me- 
chanical obsolescence”; and (3) 
“costs on routes are skyrocketing 
and forcing retail prices to levels 
that endanger the economic base 
of this business.” 


s Mr. O’Maliey said his company 
today is, for the first time, “en- 
gaging in enterprises other than 
those directly concerned with the 
Coca-Cola business.” He added, 
however, that Coca-Cola “will al- 
ways be the heart” of the com- 
pany’s business. 

In 1960, Coca-Cola sales were 
an estimated $360,000,000 while 
earnings were estimated at $35,- 
000,000. The company spent an es- 
timated $25,000,000 on all adver- 
tising last year. Pepsi-Cola sales 
amounted to $157,672,258 in 1960, 
and earnings were $14,180,705. 
Pepsi advertising expenditures to- 
taled $16,422,000. = 


spend more than $25,000,000 on adver- 
tising this year ................ — FF 


Menley & James Laboratories uses an ex- 
tensive television and print campaign 
in its initial advertising push for Con- 
tac, a capsule cold remedy Page 6 


Richard D. Crisp, marketing consultant, 
says the amount of marketing help an 
advertiser should expect from his agen- 
cy depends upon how much the ad- 
vertiser is willing to pay his agen- 
OP ~ siccttinlagnibteruntnnmmmenicenin sicasclinnigpeniocinesedti Page & 


Federal Trade Commissioner William C. 
Kern says that the commission needs 
additional power to prevent “the un- 
scrupulous advertiser from continuing 
to reap profits while the commission is 
trying to curb him” — 


j 

Post Office Department notifies congress- 
men that effective Oct. 16 they will 
be able to send franked mail addressed 
only to “postal patron,” without street 
= —l 


Chrysler sets up a cooperative advertis- 
ing program aimed at increasing local 
level promotion by Simca deslers in 
the U. S. 2 Page 36 


Harvey Queen, president of Queen Ap- 
plied Psychology Co., advocates an ad- 
vertising research framework which 
would measure a consumer's “over-all 
buying attitude,” instead of treating him 
as a “copy expert” Page 42 


Arthur H. MeCoy, exec vp of John Biair 
& Co., says successful advertisers don't 
tailor their radio programming to suit 
their own musical tastes Page 


WMAL-TYV adopts a new system of ro- 


Highlights of This Week's Issue 


tating spot announcements patterned on 
the recommendations of the American 
Assn. of Advertising Agencies’ commit- 
tee on broadcast media ............ Page 120 


Lippincott & Margulies study reveals that 
products are being guaranteed two and 


three times as long as ever these days, 
and extra bonuses, such as service, are 
being tossed in as part of the of- 
GUD. Saletinensruinistiain iithatintandiateediginnninnesiietl Page 133 


Toro Mfg. Corp. maps a high-powered 
advertising campaign for next spring, 
designed to cash in on the industry's 


Advertising Age, October 16, 1961 


ga) FTC Commissioners Flay Colgate, 
Bates for ‘Sandpaper TV Mockup 


greater amount of truth in these 
demonstrations, since they obvi- 
ously are designed to break down 
sales resistance?” . 

At one point, Chairman Dixon, 
who participated freely in the 
discussion, broke into an explana- 
tion of the need for props, declar- 
ing: “You subject the public to a 
shill game. It is like pulling rabbits 
out of a hat.” 

The scope of the remedy which 
Mr. Downs has suggested is a mat- 
ter of particular interest in the 
case. He noted that this is the 
second time in seven months that 
a C-P tv demonstration has been 
up for attention. “How long do we 
have to go on with this?” he de- 
manded. 

Mr. Downs said Colgate has 
more than 500 products and Bates 
has many clients. “An order lim- 
ited to Rapid Shave would be like 
patching the screen door and leav- 
ing the window open.” 


s He suggested that FTC draft an 
order prohibiting the use of de- 
ceptive demonstrations for any 
product advertised by either com- 
pany. “Otherwise,” he said, “we 
may be burdened with issuing an 
order against C-P on every one 
of 500 products.” 
The commercial, which was 
screened at the beginning of the 
argument, sought to demonstrate 
the “super moistening” qualities 
of Rapid Shave by shaving what 
was purported to be sandpaper. 
As the sound track said, “Apply, 
soak and off with a stroke,” Rap- 
id Shave was squirted onto the pa- 
per and promptly shaved off with 
a single stroke of the razor. 
Matthias Correa, attorney for 
C-P, reported that sandpaper was 
actually shaved after soaking for 
60 to 120 seconds, and that the 
Plexiglas was substituted in order 
to “compress” the demonstration to 
tv limitations, and for better pho- 
tographic results. 


# Later, Chairman Dixon brushed 
aside a discussion of the need for 
props, demanding: “Is there some- 
thing so special about television 
that we experts should amend the 
facts of life so that we accept 
mockups, and false demonstrations 
to prove points?” 

Time and again attorneys for 
C-P and Bates insisted there was 
no material deception in the dem- 
onstration. But Commissioner El- 
man countered: “Nobody on any 
stage could take sandpaper, apply 
it and shave as on that screen.” 
Commissioner Anderson thought 
that, at the very least, the public 
was entitled to notice that it was 
witnessing a “mockup.” Commis- 
sioner Elman came back with the 
statement that an obvious conclu- 
sion which any viewer would make 
from that demonstration was: “If 
it does that for sandpaper, it 
ought to do it for me.” 

Mr. Correa noted that former 
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FTC Chairman Ear] Kintner has 
said that props are permissible for 
|photographic purposes, so long as 
|there is no deception. Chairman 
| Dixon said, “I don’t care what any- 
}one has said in a speech, including 
| former chairmen. That doesn’t 
| bind us.” 


|}@ In his opening statement, Mr. 
|Downs said the hearing examiner 
erred in classifying the ad as “puff- 
ery.” Puffing, he said, is an ex- 
pression of opinion. Here, he said, 
the claim is presented as fact. 
“It is almost unbelievable,” Mr. 
Downs said, “that two big corpo- 
rations such as Colgate-Palmolive 
and Ted Bates would deliberately 
lie. They won’t deny it. They will 
say, ‘It is only a little white lie,’ 
because of tv technicalities.” + 
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Would Fight FCC Coercion Threat, © 


but Threat's Not Real: Collins to NAB 


Now on Better Terms 
With All Federal 
Agencies, He Feels 


Da.Lias, Oct. 10—The National 
Assn. of Broadcasters would fight 
any coercion threatened by the 
Federal Communications Com- 
mission—though LeRoy Collins, 
NAB president, doesn’t think the 
FCC has any such tactics in mind. 

But there has been justification 
for Chairman Newton Minow’s 
criticism—and broadcasters should 
welcome critics, the former Flori- 
da governor told some 200 broad- 
cast executives at an NAB fall 
conference luncheon here yester- 
day. 

After Mr. Minow had “over- 
stated his case” by characterizing 
tv programming as a “vast waste- 
land,” many broadcasters wanted 


Mr. Collins to “declare war on 
Mr. Minow for his criticism,” the 
NAB head said. 


then will our desires be fully re- 
spected beyond our own halls... 
our voice be recognized as broad- 
casting’s will.” 

The NAB aims at “improvement 
of our own profession and prod- 
uct,” he said, “by assuming the 
rightful command of our own ship 
and keeping that ship in good or- 
der through our own efforts, rath- 
er than the government’s.” 


® NAB officials announced a bat- 
tery of new services at the meet- 
ing. These include a new 30-min- 
ute public service series, “Meet 
the Man,” in which Mr. Collins 
interviews public figures; a sys- 


tem for automatic remote control | 


of tv transmitters; an ‘“‘Announcer’s 
Training Manual’; two booklets on 
careers in radio and television; and 
a Washington clinic on public serv- 
ice time, for national non-profit 
organizations. 

If there was any misgivings 
about the leadership which NAB 


“I would not do so,” he said, | has been getting from LeRoy Col- 


“because, in the first place, there | 
was justification for much of his 
criticism. And besides, to do so 
would have made it appear that 
broadcasters were arraying them- 
selves against the public interest. 


s “Broadcasters would have there- 
by taken on the image of being 
either blind to [their own] short- 
comings or being dragged, kicking 
and screaming, by a ‘big stick’ 
government to meet obvious public 
needs. 

“Neither image would have been 
helpful nor truthful.” 

The broadcasters should have 
become the people’s champion for 
program improvement, he said, 
but “a vacuum developed, and 
Mr. Minow moved in.” 

Mr. Collins reiterated the three- 
fold “positive program for broad- 
casting” which he presented to 
the broadcasters Feb. 10 at their 
Palm Springs, Cal., meeting (AA, 
Feb. 13): (1) Improve broadcast- 
ing’s relationship with the federal 
government; (2) improve broad- 
casting’s relationship with the 
American people; and (3) improve 
broadcasting itself. 


® Evaluating the association’s ef- 


forts to implement that program, 
Mr. Collins said, “NAB is now on 
better terms with government rep- 


| 
| 


lins, it had disappeared by the end 
of the session. After a free swing- 
ing panel report on NAB’s position 
on FCC’s new programming and 


NOW! EAT THE FOODS YOU LOVE 
— HAVE THE FIGURE YOU WANT! 


CALORIE LAUNCHER—This four-color 
ad will run in newspapers and 
Sunday supplements early next 
month to introduce Duffy-Mott’s 
58-item low calorie food line. 


Duffy-Mott Has 
58-Item Low-Cal 


Food Line Ready — 


| New York, Oct. 11—Newest con- 


|vert to the cut-down-on-calories 


Post, Sports Illustrated, Time and | 
U.S. News & World Report. + 


McCann's Tutching © 
Bound for N. Y. | 
After Australian Stint 


MELEOURNE, Oct. 12—Vincent 
Tutching, who came here two years | 
ago to organize McCann-Erickson’s | 
new office, will return to his New| 
York headquar- 
ters Dec. 1 for 
reassignment. A 
decision on his 
new responsi- 
bility is not ex- 
pected for sev- 
eral weeks. 

Formerly in 
charge of Mc- 
Cann’s inter- 
national de- 
partment in 
New York, Mr. 
Tutching left to 
become a director of Hansen 
Rubensohn-McCann-Erickson and 
general manager of the Melbourne 
office. Since his arrival, the staff 
has grown to nearly 40 people. + 


IAA to Meet in 
Chicago in 62 for 


| 


Vincent Tutching 


| cast Advertisers 


TV Already on 
Path to Magazine 
Plan, Cone Says 


Programming Aimed at 
Majority of Viewers, 
Not of People, He Says 


Cuicaco, Oct. 10—Fairfax M. 
Cone, an advocate of the “maga- 
zine concept” for television adver- 
tising, says the medium is now 
only two steps removed from com- 
pletely adopting that system. 
With network advertising now 
“almost entire- 
ly on a purely 
spot basis,” he 
told the Broad- 


Club today, “the 
Magazine con- 
cept of tv is now 
in effect, with 
only two steps 
to be taken to 
make it what it 
should be. 

| “The first of 
| these is to pro- 


| gram as a responsible magazine 


Fairfax M. Cone 


should—to balance weekly fare be- 


logging proposals—supposedly a | crusade is Dufty-Mott Co., which | lst Non-N.Y. Session tween regular and special enter- 


focal point of anti-Collins senti- | 2¢Xt month will launch a 58-item | : 

ment—the broadcasters at the Dal- line of “figure control foods” in| New Yorx, Oct. 12—The 14th | tainment features and regular and 
las meeting gave Mr. Collins and |5°v®" markets. International Advertising Assn.| special features in the fields of 
the NAB a a unanimous wate of Included in the Duffy-Mott low | World Congress will take place in | controversy and ideas, even in the 
confidence calorie menu will be such mouth- Chicago, April 17-19, 1962. | arts. 

Mr. Collins came under fire sev- | W2terers as chicken Cacciatore,| This marks the first time that a| “Not only is such programming 
eral weeks ago when many NAB tuna Newburg and meat balls and | congress will be held in a city in| possible,” Mr. Cone said, “it is also 
members contended that he was | Spaghetti sauce. By using low-fat | the U.S. other than New York. This | the means—and the only means— 
not taking a sufficiently strong | meats, non-fat milk solids, non-| year’s congress was in Madrid and | to experimentation. For implicit in 
stand against new FCC records-|C#loric sweeteners and other low-| in 1963 the site will be Sweden. _| it—and the second step in this plan 
keeping proposals which involve | C2orie substitutes, they are said Elmo C. Wilson, IAA president, |—is to revolve advertisers through 
detailed logging of everything that to average from a third to a half|said the move to Chicago is a/|the total week’s programming—to 
goes over ‘the air including actual the calories of conventional foods. |“reflection of the fact that IAA is cut out, as it were, preferred posi- 
seconds devoted to each commer-| Dressings, gravies and desserts also|no longer the Export Advertising tions in the weekly schedule, and 
cial are on the list. Assn. of New York, which is how it | to open this up to experimentation, 

. Advertising breaks the week of| started out 30 years ago. We also| with every advertiser paying his 


Nov. 6 in Hartford, Cleveland, De- | recognize that this is a big country, | Share. 
= Subsequently, NAB arranged a troit, Boston, Philadelphia and ‘Mi- | and Chicago is the No. 2 market.” + 


ep atingg Ay ie Pst |ami, and in this market later next | 
eid here last Friday—with a team | month. The campaign, placed by | 
of broadcasters providing the FCC| syjjivan Seauttar caigen x Cole Named Ad Director 
with reports on the difficulties |p, H s 
i eal | Bayles, will run through January, | ‘through two weekly shows; only 
rajoed by the commission proposals. ysing ‘spot television, four-color | Pi 0", S006 Girectay of advertising |the network would rotate all ad- 
er a panel composed of Mr. Colli Jone rn gee ads, Sunday supple-| o¢ the National Bank & Trust Co. Vertisers through all except special 
Wensent Wactheneenes N typ 'DS:| ments in New York and regional | |» Fiala County, Bridgeport, |Shows.” 
and George Hatch of Intermoun. | °ditions of Look. |sueceeding Herbert Flint, who is. Mr. Cone, chairman of the ex- 
tain Network, chairman of the) F nat ‘retiring. At the same time, Frank ecutive committee of Foote, Cone & 
NAB radio board, outlined the ma-|® The basic advertising appeal| 7 Sheehan, who has been serving | Belding, told the group that “there 
terial that was submitted at the | Wil be “to the 88% of the adult) .. associate director of bank ad- are people who oppose this plan— 
meeting with FCC last week, # | Population known to be concerned | vertising and public relations, has including almost all network offi- 
: | about losing weight or holding been named director of public re- cials I have talked to—but I be- 
their own,” rather than to people | jations. (Continued on Page 140) 
| who are sick or on restricted diets. 


. “This method is as simple as the 
|rotation of commercials by a sin- 
George W. Cole, formerly head |8le advertiser for six products 


- 
resentatives in all branches of >. Naegele Acquires 


federal government than ever be- 
fore.” 

He cited the previous week’s 
conference with the FCC, and the 
industrywide logging tests of pro- 
posed forms made by selected 
NAB members. The FCC would 
never have worked with the broad- 
casters in an understanding and 
helpful spirit, he reminded mem- 
bers, if the NAB had kicked up a 
storm. 

“Government problems do not 
go away if you scream at them,” 
he pointed out. “Screams may 
sound good and look good in print, 
but often this is a way to magnify 
the difficulty, rather than mini- 
mize it.” 


s Mr. Collins had warned the 
broadcasters in May (AA, May 15), 
that “if you want someone to 
gently paddle NAB’s boat 
stagnant pockets of still water, 
then you do not want me—nor I, 
you.” Yesterday he called for 
greater unity among broadcasters. 
“Sink or swim, we are in this 
business together,” he said. 

“We cannot mount a maximum 
effort in any field unless we pool 
our labor and resources in some 
central authority—an association 
whose voice will be respected first 
throughout the broadcasting in- 
dustry,” he said. “Then and only, 


into | 


| 


| 


Walker; Predicts 
Further Growth 


MINNEAPOLIS, Oct. 11—Naegele 
Advertising Co. has acquired Walk- 
er & Co., Michigan’s largest and 
oldest outdoor advertising com- 
pany, from Gamble-Skogmo. The 
purchase price was believed to be 
$8,000,000, as compared with 


the $5,000,000 figure reportedly | 
|}paid by Gamble-Skogmo 


in ac- 
quiring controlling 
Walker last December. 

Naegele had been running Walk- 
er under a five-year management 
contract awarded by Gamble- 


Skogmo when it took over Walker | 


last year. 


® Robert O. Naegele, in a tele- 
phone interview, said Walker’s an- 
nual volume is over $6,000,000. He 
estimated this volume could be 
doubled “within three years.” 
Combined sales for Naegele and 
Walker will be about $14,500,000 
this year, he said, predicting “sales 
of $18,000,000 for this organization 
in 1962.’ Mr. Naegele also foresaw 
total sales of $50,000,000 within 
five years “through a continuing 
(Continued on Page 12) 


interest in| 


| One of the headlines is: “For peo- 
|ple who love good food but hate 
| to diet! No! Eat the foods you love 
|; —have the figure you want!” 

| Duffy-Mott also markets apple 
|products, Sunsweet prune juice 
and Clapp’s baby foods. + 


‘Rescheduled Drive 
for ‘62 Imperial 
Set to Open Oct. 30 


DETROIT, Oct. 11—Chrysler- 
Plymouth division has set Oct’ 30 
as the new introduction date for 
the 1962 Imperial, and newspaper 
|and magazine ads have been re- 
scheduled to begin running that 
week. 

The division ran its initial mag- 
azine announcement ads the final 
week of September, but held back 
actual introduction of the car be- 
cause of insufficient field stocks. 
A slow start in the assembly plant 
hampered early shipments (AA, 
Oct. 2). 

Releases to some 1,000 newspa- 
pers were held until division man- 
agement was ready with a new 
date. Magazine followup ads also 
were rescheduled by the agency, 
Young & Rubicam, to run in later 
issues of Fortune, Holiday, Nation- 
al Geographic, Newsweek, The 
New Yorker, Saturday Evening 


Admen Dislike Trend 


to Magazine Concept 


FCC Hearing Showed 
Opposition Aplenty, but 
New Plans Bring It Closer 


By Maurine Christopher 


New York, Oct. 12—If a maga- 
zine plan for television has to win 
on the basis of a popularity vote 
from admen, it will never make it. 

This prediction is based on the 
unscientific but sizable sample of 
sponsor opinion put into the record 
at the Federal Communications 
Commission’s network tv program 
hearings. 


e Not all of the more than 40 
advertisers who testified at the 
commission’s hearings in this 
lengthy study were asked to cast a 
pro or con vote for a switch to a tv 
operation patterned after that of 
print. But those who were queried 
on the issue cast a unanimous vote 
against any setup that would put a 
hands-off sign on programming 
and would limit the advertiser’s 
production concern and credit to 
his commercials, which would be 


dropped into the schedule in a 
print-like fashion. 

This question was not raised 
when top ad agency executives ap- 
peared before the FCC chief hear- 
ing examiner in mid-1959. How- 
ever, one agency executive—Peter 
Levathes, then radio-tv boss of 
Young & Rubicam and now presi- 
dent of 20th Century Fox Televi- 
sion—brought the issue into the 
disussion while talking about the 
trend toward network controlled 
hour shows. He said he did not 
want to see television evolve into 
a kind of run-of-schedule system, 
with an advertiser buying a piece 
of time much as he now buys a 
magazine unit. 

The country’s leading sponsors, 
who put their tv thoughts into the 
FCC study record here during the 
past two weeks, were against “any 
kind” of television magazine con- 
cept for such reasons as: 


e The term is a misnomer. To 
drop commercials into a random 
rotating tv schedule, offering no 
guaranteed circulation, would not 
(Continued on Page 140) 
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a considered the nation’s No. 1 toy| dusisy sources. | tries, commented that “a ry} 
Toy Makers Ad maker. Most toy advertisers said they toy has a third dimension, and PLEASE, DAD 
In the first eight months of 1961,| were willingly abiding by the | 'that is imagination. The imagina- | DON’T BELIEVE THOSE RUMORS! 
of Broadcasters’ | | tion that goes along with the toy | iit yde'it ‘and Pes oll tence tiiten tee innios 


= ” 
Spending to Hit ‘retail orders were ahead 13.8%, | television code, but several pointed | is really the important part of the eae % = mice e things and dom ym et" thee 
‘despite a slight decline in the total | out that “imagination” is im-| toy.” Sate lok laste ak cod ak aa ee oer ea 


toy shipments were up 12%, and! National Assn. 


Th sales picture. 


at its first spring and summer toy | tising. Among the criticisms were | talking to children, who are “so- |! to zet the most for my money, and I did! 
Effort Continues to Shift market week. The group says it| (1) over-dramatization of what a phisticated” connoisseurs of toys. 
|represents about 85% of the $800, | toy can do, (2) appeals to social| Benjamin Michtom, of Ideal SOFT SHOE SELL—The “ 1 ad” 

- ; hi personal a 
Seasonal Pattern; Ads |stats, and’ (3) use of words like |Toy Corp., said his company sub- 
‘Go Along with TV Code’ With retail Christmas business| “only” in connection with high-| mitted all its action toys to the tv 


' 000,000 toy business. 


about to move into high gear, | price toys. 


New York, Oct. 10—Toy man- some 100 manufacturers this week| Edward P. Parker, president of | their action capabilities, “but there of the Kitty Kelly shoe chain with 
ufacturers estimate they will|displayed spring and summer | | the association and head of Parker |8re some things that have to be euch success that the compaton Ass 
| Bros. t expressed the belief that left to legitimate imagination.” been expanded to 12 cities with ads 
| this year “you will find very little | 

A group of 68 manufacturers,|# This is part of the continuing|opportunity for criticism along Ideal has a rocket toy which will | agency for the chain. 
whose combined sales account for | effort by the business to take the | this line. Everybody is trying to go |Shoot into the air, but, he said, a| 
about one-fourth of the industry’s sales load off the overburdened |along with the code.” But he em- | ‘commercial which shows the rock-_ — 
wholesale volume ($257,000,000 shoulders of Santa Claus—an ef- | phasized that toys still have to be |¢t knocking down an airplane is | P@ck@sing. 
out of about $1 billion), reported fort in which progress has been /|sold hard, and that there are cer- 
tain “gray areas” about what con- 
last year. This group probably in-| Twenty years ago, 80% of all|stitutes an acceptable commercial MATTEL SETS 
cludes most of the major toy toy sales occurred in the six weeks | for an action toy. 


spend more than $25,000,000 on Playthings. 
advertising this year. 


they spent 5.87% for advertising | slow. 


advertisers. It does not include ad- | preceding Christmas; today the 


vertising by Louis Marx & Co., figure is 60%, according to in- s Sal Robbins of Remco Indus- 


e | portant in selling toys. Last year, | and all the its ust swooned! “Who's your su daddy?” 
$25 000 000 In ‘bl These figures were released by | toys were one of the favorite tar- & Toy Corp., said that adults have comeone yelled ‘Gokinay ot. course). They’ thought loons 
‘Toy Manufacturers of the U.S.A. | gets of critics of television adver- critized commercials without] thars true Bur T'bought them at the new Michele Magic 


Your 


for more Drug and Cosmetic Sales 


Tulsa and the 
MAGIC EMPIRE 


Where people spend 58 million dollars* a year 
on drugs alone, and drug and cosmetic adver- 
tisers in 1960, used more than a million and a 
half lines** of advertising in the Tulsa World 
and The Tulsa Tribune, SELLING their wares 
to a million and a half people!* 


These people can be reached through the news- 
papers they read and believe in. . . the Tulsa 
World and The Tulsa Tribune. 


Represented Nationally by The Branham Company 
*1961 Sales Management Survey of Buying 
Power 

**1960 Media Records 


The TULSA WORLD and THE TULSA TRIBUNE 


MORNING @ SUNDAY @ EVENING 


Advertising Age, October 16, 1961 


et because you send me my check every month. 


I t nors s' when I bi ht thi 
Herbert A. Brock, American Dol] |] palrsot the stunningest shces I've ever owned into the dorm 


7 Shoe Salon at 100 Cheatnme St. You always taught me 


(Signed) “Still-Your-Same-Sweet-Girl” 


format was used to promote the 


'eode board and demonstrated opening of a Philadelphia branch 


For example, Mr. Michtom said, | like this. Leon Friedman Inc. is the 


Carson/Roberts, Los Angeles, is 


“legitimate imagination.” 
e e es Mattel agency. + 


$4,500,000 PUSH FOR ‘62 Archibald Crossley, Pioneer 

HAWTHORNE, CAL., Oct. __| Market Researcher, Retires 
Mattel Inc. has scheduled a 4. Archibald M. Crossley, pioneer 
500,000 advertising and sales pro- | Marketing researcher, has retired 
motion campaign next year. after 43 years in the field. He will 

Clifford W. Jacobs, vp-market- | continue as a consultant to Stew- 
‘ing, said this is a 30% increase art, Dougall & Associates and Cros- 
over Mattel’s 1961 budget; he|sley, S-D Surveys. Arthur B. Dou- 
added that it is the largest budget! gall succeeds him as president of 
in the history of the toy industry. | Crossley, S-D Surveys. Franklin B. 

About $1,500,000 will go into! Leonard, senior research associate 
| network television, where Mattel | becomes secretary of Crossley, S-D 
| continues its year ’round activities | Surveys and Robert C. Montgom- 
with the Jan. 7 premier of “Matty’s| ery, exec vp and treasurer, be- 
Funnies with Beany & Cecil,” a|comes a director. Mr. Crossley 
| half-hour ABC network program. merged his company, Archibald 
| Stan Taylor, Mattel ad manager,| Crossley Inc., with S-D Surveys 
|said 90% of the budget will go for | and Stewart, Dougall & Associates 
|commissionable advertising, with|in 1954, at which time it was de- 
|40% of the total expenditure ear- scribed as the largest comprehen- 
marked for the ABC-TV show in| sive consumer marketing service. 
155 markets. | Mr. Crossley formed his com- 
Rest of the budget will go to| pany in 1926, when he resigned as 
|increased spot tv, consumer and | director of research for Literary 
|business paper advertising, point| Digest. He pioneered radio audi- 
lof sale displays and self-display ence measurement starting in 1929. 


ee 


In The ge " 
Top 20 In 
Total Retail Sales 


Hustling Greensboro is a market on the go—a must on any 
Gasoline advertising schedule pointed toward the NEW South. 
Last year Greensboro burned about the same gasoline as 
Baton Rouge and Mobile; with a gain of almost 50% over a 
5 year period. A major sales factor: the Greensboro News & 
Record—the only medium with dominant coverage in the 
Greensboro Market and selling influence in over half of North 
Carolina. Over 100,000 circulation; over 400,000 readers. 


Write on company letterhead for “1961 Major U. S. Markets 
Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation. 


Greensboro News and Record 
GREENSBORO, NORTH CAROLINA iy 


| Represented Nationally by Jann & Kelley, Inc. 
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Is your advertising 
“setting through”? 


Here's how advertising gets through in This Week Magazine 


famous undersea explorer... 


This Week 43 GREAT NEWSPAPERS 


MAGAZINE 


What We'll Find In The Fabulous World 
q 4,000 Feet Down... by Jacques Piccard, 


PAGE 6 


# 


How good a gambler 
are you?... Page 26 


Do you know how to 
take a bath?... Page 33 


What is the secret of 
good reading?... Page 4 


For hair too casual for hairspray...yet too soft to stay 


ee ; me, 
bare 


gives your hair the body it needs to behave itself 
...does away with dryness, dullness and droop! 
Calend le Pcned bo 0tw tend tale erate Oat eth een a th 
behave without ther lacquered look bven dull, dry har becomes hostrow and 


manageable And ‘Persuade’ has a hght touch ht thoughtfully dmappears leaving 
nothing sa your hair bot shon-menng haghhght: and perfect con 


SEES SES Ge PERSUADE’ 


ot ty Hon et @ 


705 7,000 ‘women noted this ad 5A% 


* more than twice the number produced by the same ad 
in a leading women’s magazine 


of all the women in 
THIS WEEK’s audience 


Source: 


Daniel Starch & Staff. 


CIRCULATION MORE THAN 14,1 00,000 


Your advertising will be read by more people in This Week 
than in any other magazine 


_This Week 


MAGAZINE 
+ ba me ee 
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TIME PILLS—This tv commercial marks the. initial advertising for Contac, a cold capsule 
available only by prescription until two years ago. Tv copy promotes the product’s 


Contac, New Co'd 
Capsule, Bows in 
50 Major Markets 


New York, Oct. 10—Contac, a 
capsule cold remedy said to offer | 
“continuous action” medication, 
wil] get its initial advertising push | 


in an extensive television and print | 


campaign this fall. Advertising for 
the product, available only as an 
ethical drug until two years ago, is 
being handled by Foote, Cone & 
Belding. 


Menley & James Laboratories,|be promoted in tv spots in more|and research involved in the de- 
recently formed proprietary drug) than 50 major markets, with some | velopment of pills. 
subsidiary of Smith, Kline &/jcities involving multiple-station| Contac derives its name from its 
French, last week began a schedule buys. A fairly heavy volume of|‘“cont-inuous ac-tion” principle in 
of participations in several CBS- minute spots will be run from the|the relief of cold and hay fever 
TV shows for Contac. The night- | ‘third week of October through the | discomforts. The capsule is said to 
timers include “CBS _ Reports,” /end of March. “decongest nasal passages, dry 
“What’s My Line?,” “Pete &| runny noses and relieve sneezing.” 
'Gladys, ” “ve Got a Secret” and|s Starting simultaneously with Tv commercials say, “With or- 
“Checkmate.” Also scheduled are|spot tv will be ads in 93 daily dinary remedies, unless you take 
participations in CBS’ morning ro- | newspapers. About five or six in- pill after pill your symptoms re- 
tation plan, on such shows as “I sertions per newspaper are set,|/turn every few hours. But new 
Love Lucy,” “Video Village” and including some two-color 1,000|)Contac gives all-day or all-night 
“Calendar.” and 1,500-line ads. A four-pagejrelief. Each capsule contains over 

Said to offer 12 hours’ relief | color spread in November Reader’s | 600 tiny ‘time pills. Some go to 
| with each capsule, Contac also will | Digest will emphasize the history | work right away for fast relief. 


of the 


Barron’s 
Subscriber 


...@ big man in every way 


He has long-ago completed his corporate apprenticeship. m He has made his stake in America’s 
economy. M He is alert to the passing scene but his mind is focused chiefly on the long-range busi- 


ness and industrial 


trends. m He is well able to exercise his own judgment . . . and seeks counsel 


from those of like ability. @ He is in a position to buy just about any personal product or service 
you may have to offer. m His income is way above average ($20,889 per year) and his net worth is 
similarly outstanding: $199,325. m He may be an executive—and likely a director—not only of his 
own company but of one or more others . . . and he may very well have the deciding word in the 
purchase of millions of dollars worth of business products or services. m His influence is strong and 
wide—by virtue of his welcome counsel, the size of his personal investments and his valued ex- 
perience. m He has a liking for conservative, low-pressure, reflective business information. m He 
subscribes to Barron’s, and renews regularly, for the express purpose of keeping abreast of the 
important trends on the corporate front. m His interest in your company is second only to your 
own. @ Can you think of a better way for advertising responsiveness to begin? 


BARRON ’S swoon ws so mist 9 sm 


NEW YORK 
50 Broadway 


> ¢ ye OY 


CHICOPEE FALLS, MASS. 
200 Burnett Rd. 


LOS ANGELES 


2999 W. 6th St. conibeans lakeside Ave. poy aan 4 


Have you seen Barron’s new format? 


continuous action due to its 600 “time pills” which dissolve at difjerent speeds. Print 
also will get major emphasis in the drive handled by Foote, Cone & Belding. 


The rest dissolve slowly in your 
digestive system. They release 
medication drop by drop into your 
bloodstream for up to 12 hours’ re- 
lief.” # 


Soviets Using 
Advertising, 
Profs Report 


Boston, Oct. 13—The Russians 
may soon have to have invented 
advertising. For the Reds are in- 
creasingly employing the capital- 
istic device, two Northeastern Uni- 
versity professors disclosed in a 
study released last week. 

Dr. Barkev Kibarian, associate 
marketing professor, and Quentin 
L. Coons, associate advertising 
professor of Northeastern, indicat- 
ed that Russia’s dialectic grows 
increasingly materialistic. 

“As consumer production in- 
creases, Soviet planners are find- 
ing themselves in a quandary,” 
they said. “Goods must be sold, 
consumers are more critical of 
goods available, and thus the plan- 
ners are forced to advertise and 
promote, lest the merchandise re- 
main on the shelves.” 


s The Soviets don’t stop at radio 
and tv promotion, they said. ‘“‘At- 
tractive window displays are em- 
phasized, three-minute advertising 
films in theaters are used, news- 
stand magazines have advertise- 
ments, and better and gayer pack- 
| aging is stressed.” 

They conclude that advertising is 
a necessity whatever the economic 
system—as witness the Russian ca- 
pitulation—but that free enter- 
prise’s competition offers greater 
assurance of truth in advertising. 

“In a free society,” they said, 
“competitive influences and self 
interest in terms of repeat and ex- 
panding sales are powerful forces 
for truth.” 

Mr. Coons, a veteran of 17 years 
in advertising and sales promotion 
with Lever Bros., joined the North- 
eastern faculty in 1950. Mr. Kibar- 
ian is contributing author of two 
textbooks on advertising and mar- 
keting. + 


Warne Named ‘Industrial 
Advertising Man of Year’ 

Keith Warne, merchandising 
manager of Honeywell Controls 
Ltd., Toronto, 
has been chosen 
“Industrial Ad- 
vertising Man 
of the Year” by 
| Canadian busi- 
ness magazine 
advertising rep- 
resentatives. 

The award 
was presented 
to him at a 
meeting of the 
| Assn. of Indus- 
trial Advertis- 
ers, Toronto. Mr. Warne has been 
with Honeywell Controls since 
| 1956. 


Keith Warne 


| Chambers, Wiswell Adds One 

| Chambers, Wiswell & Moore, 
| Stamford, Conn., has been named 
to handle advertising for Wej-it 


Expansion Products, Stamford, 


maker of expansion bolts and fas- 
teners. 
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Down goes the gauntlet! And with pyrotechnic rhetoric 
and artful argument, author and art lover Roger Bur- 
lingame tackles the spacklers and drubs the dribblers. 
His forum:*“Speaking Out: the Voice of Dissent’?..a free- 
wheeling new department in the new Saturday Evening 
Post. Burlingame accepts that what may be one man’s 
Matisse may be another man’s Poussin (de gustibus non 
disputandum est and all that). But what really offends 
his esthetic palate is that abstract art 
has lost contact with reality and life. 
That it is meaningful only to a small, 
inner circle of abstract artists and their 
admirers. Another charge: abstract, 


A CURTIS MAGAZINE 


. ee : 


art has reached its lofty position because it has been 
foisted off by art dealers on parvenu snobs in their 
never-ending quest for status symbols. @ This piece in 
the current Post may turn you TT with rage or 
pink with oe But you will be richer for reading: 
it...and all the other features in this issue, from John 
Bartlow Martin’s major article on the scene behind 
the TV screen to Stewart Alsop’s revealing report on 
Washington in the Berlin crisis to 


» Y Ge Ny gem Marquis Childs’ exciting new novel, 
Qe Ta 


The Peacemakers.’ Get a copy of the 
new Saturday Evening Post and see... 
suddenly reading becomes a new adventure! 
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Seek Agency's Marketing Aid Only 
If Ready to Pay for It, Crisp Says 


San Francisco, Oct. 10—How | the agency to re-enter the consult- 
much marketing help an advertiser | ing field (AA, May 16, ’60). 
should expect from his agency de-| “I do not believe,” he said, “that 
pends upon how much the adver- | 'an advertising agency can afford 
tiser is willing to offer its clients very much in the | 
to pay his agen- way of top-flight marketing coun- | 
cy for the serv- sel, unless there is a fee for such | 
ice, Richard D. |a service which is above and be-| 
Crisp, market-, |yond the usual 15%. 
ing consultant, | “A fully effective creative and 
told a joint ‘/media program is likely to leave) 
meeting of the little room for marketing plus prof- 
San Francisco it within the limits of agency com- | 
Advertising missions.’ 
Club and the 
Northern Cali- 
fornia chapter 
of American 


= New product development espe- 


picture—and the agency-client re- 

Marketing Assn. lationship, he said. 

here last week. “The costs for the agency are in 
Mr. Crisp, former vp and mar-| my experience always far greater 

keting director of Guild, Bascom & than the directly associated reve- 

Bonfigli, last year resigned from nue can support,” he said. “This 


Richard D. Crisp 


cially strains the agency’s profit | 


|has a tendency to restrict agency 
service, just at the time when the 
highest level of service is most es- 
sential and desirable. 

“It is in this new-product area 
in particular, I feel, that provi- 
sion for marketing counsel should 
/be set up by the client as a sepa- 
rate element in the budget.” 


|@ Marketing has broadened and 
deepened its scope and responsi- 
| bilities, with a strong trend toward |a 
“careful integration and coordina- 
| tion of the increasing number of 
|parts of the marketing task into a 
planned and balanced whole,” he 
‘said. This has been accompanied 
| by integration of most marketing 
|elements into a single division of 
| the company, with complete re- 
| sponsibility vested in one person. 

This has in turn created radical 
changes in the ad manager’s and 
jagency’s functions... “Advertising,” 
jhe said, “is being forced to dis-| 
card its role as an individual area 
of specialization, and to fit into} 
carefully defined objectives of a to- 


tal marketing program.” Thus the 
ad manager must become “a mar- 
keting man with strength in ad- 
vertising, rather than an advertis- 
ing expert operating as an ap- 
pendage on a marketing program.” 


# Similarly, the agency must 
broaden its services—but with 
adequate compensation, Mr. Crisp 
said. 

“It used to be that an advertising 
agency could prepare advertising. 
Period. But no more,” he declared. 

“The acceptance of the integrat- 
ed approach to marketing is ex- 
| panding the importance of adver- 
tising by tailoring it carefully to fit 
as a vital element in a planned 
program,” he said. “Increasingly 
effective advertising is almost cer- 
tain to follow.” 


s Many manufacturers pay lip 
service to the principle that re- 
| sponsibility for the marketing pro- 
| gram rests “completely and un- 
questionably” within the market- 


| UNDERCOVER STORY—Deering Milli- 


ing team, but in practice far too | ken Co. plays down the shirt and 


14,413 MO 


OF NEW YORK’S BEST! 


The steady, healthy climb of World-Telegram circula- 
tion continues. Our average Monday-through-Friday 
sale totaled 463,241 for the six months’ period ended 
September 30, 1961—a gain of 14,413 copies compared 
with the same period in 1960. It is a select and growing 
audience—successful New York families attracted by a 
dynamic product. And it is this team-up of a quality 
newspaper and an audience of responsive men and 
women that keeps producing greater profits for adver- 


tisers. It is the big reason why the World-Telegram is 
singled out year after year for advertising leadership 
among New York evening newspapers! 


New York World-lelegram 


The Sun 


New York’s QUALITY Evening Newspaper 


Scripps-Howard General Advertising Offices: 230 Park Avenue, New York City 
Chicago* San Francisco+ Detroit + Cincinnati + Philadelphia* Dallas + Los Angeles 


| plays up its Belfast cotton process 
|in this ad in the Chicago Tribune, 
|New York Times, New York Times 
Magazine, New York World Tele- 
gram, and This Week Magazine 
|during November. Douglas D. Si- 
| mon Advertising is the agency. 


many companies tend to “pass the 
| buck” to their agencies—and then 
| fail to “give them the horses” to 
| get the job done. 

| And too often the agency gets 
|fired for the unsatisfactory mar- 
keting performance, in spite of the 
'fact that the advertiser usually 
| loses far more in comprehension 
| of the advertiser’s marketing prob- 
|lem than he gains in “plus skill 
|and/or experience from the new 
| agency. 

| “Far too many advertisers 
| change advertising agencies far too 
| often,” he said. 


s A major difference in marketing 
|} outlook has been the shift from 
|the production man’s to the con- 
sumer’s point of view, Mr. Crisp 
said. 

| “Instead of the traditional—and 
| still widespread—orientation to- 
| ward production and factories, or 
|toward raw material sources,” he 
|said, “management thinking and 
| planning are geared to the market 
|/and the marketplace. 

| “It is the desires of customers, 
| and not the capacity of a manufac- 
| turing plant, that determines prod- 
jucts, distribution channels and 
other aspects of marketing policy.” 
| The company doing a better 
| marketing job than its competitors 
|is at, or heading for, the top, he 
| said, but even the leader can’t af- 
| ford to relax. He cited the case of 
'the California organization that 
| dropped in three years from en- 
| joying 50% of its market to “fight- 
|ing to hold onto third place,” be- 
_ cause two major corporations with 
jactive diversification programs 
moved in. + 


Tax Set by List Price, 
|Kentucky Official Rules 

_ Kentucky’s assistant attorney 
'general, William Riley, said the 
state’s 3% usage tax should be 
levied on 90% of the total amount 
of the manufacturer’s suggested 
| retail price, rather than the actual 
| selling price of an item. 

| His opinion came after a coun- 
|ty attorney asked which price of a 
new car should be used as basis 
for tax computation. He also said 
\that the price of equipment and 
accessories and the destination 
charges should be added to the list 
price. 


‘Robert David Joins Papert 

Robert David, formerly a vp and 
account supervisor of Erwin Wa- 
sey, Ruthrauff & Ryan, has joined 
Papert, Koenig & Lois as a vp and 
account supervisor. 
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Global Van Lines found that Newsweek, among the newsweeklies, 
reaches its customers and prospects most efficiently! 


Global Van Lines, Inc., of Los Angeles, made % coverage | cost per 


Base: 4,367 | mention* 


i 


37.3 


its own marketing and readership study among emia 


U.8.News & 
World Report 


customers and prospects. The figures shown 


here confirm the advantages that Newsweek 


offers in reaching the most important buying 


‘ . * Based on “Readers within the last two weeks” 
segments of business, industry and government. and 1962 Black & White page rates 


Ga, f, 


by industry’s own measurements ... the most efficient newsweekly 
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Foremost Returns 
to GB&B After 
5 Years at BBDO | 


(Continued from Page 1) 
Greece’.” 
Today, in plush new offices in| 
the once dilapidated Galileo Hotel | 
(AA, Oct. 9), with four floors and | 


some 100 employes linked by in-| LIGHTER, BRIGHTER—Bell & Howell is using this two-color page-and- 


tercom, Guild was able to proudly | spread ads in school magazines, plus its “first commercials for an 
audio-visual product” on its public affairs tv series, “Bell & How- 
ell Close-Up” (ABC). McCann-Erickson is the agency. 


take microphone in hand and bel- 
low to his staff: “Now hear this. | 
Today we have been given back | 


Ads for Colgate’s 
Liquid Ajax Set 


(Continued from Page 1) 
Fluoride, is expected to be in na- 
tional distribution by the end of 
the year, while a second fluoride, 
Cue, is expanding its test area and 
may also go national. These prod- 
ucts differ primarily in their 
packaging and promotion. Ted 
Bates & Co. handles Colgate Fluor- 
ide and D’Arcy is the Cue agency. 

The new cleanser, called Ajax 
all-purpose cleaner with ammo- 
nia, will finally put C-P into this 


all of Foremost’s advertising na-| 


tionally. Let’s all’ go to work.” | Four A s Wester n 
e John L. Bricker, Foremost vp| #egion ElectsDavis | 


and head of all the company’s do-| Coronapo, CAL., Oct. 13—The 
mestic dairy operations, said the | western region of the American 
switch back to GB&B from BBDO | Assn. of Advertising Agencies has 
will be effective immediately. lelected the following officers for 
“Although BBDO’s handling of| 1961-’62: John 
Foremost advertising has been ex-|W. Davis, of 
cellent,” Bricker declared, “the! Honig - Cooper 
convenience of GB&B’s headquar-|& Harrington, 
ters being in the same city where|San Francisco, 
Foremost has its main office, as| president; Don- 
well as the agency’s nationwide! ald B. Kraft, of 
reputation for imaginative food ad-| Kraft, Smith & 
vertising, were the deciding fac-|Ehrig, Seattle, 
tors in the change.” | vice - chairman; 
| and David Bots- 
® Mr. Bricker joined Foremost in|ford Jr., of 
May of this year as marketing di-| Botsford, Con- 
rector, after having been corporate|stantine & 
vp for marketing with Colgate.|Gardner, San 
Since then he has become a Fore- | Francisco, secretary-treasurer. 
most vp and member of the board.| Named to the western regiun 
“It is very important to us,” Mr. | board of governors were Robert O. 
Bricker told ADVERTISING AGE, “to | Heintz, Heintz & Co., Los Angeles; 
be able to deal directly with the|Gaybert B. Little, Little & Co., 
head of an agency. This we will|Los Angeles; Alvin Kabaker, 
be able to do with Walter Guild, |Compton Advertising, Los Angeles; 
whose staff..has helped GB&B |and Raymond B. Milici, Milici Ad- 
build_up a tremendous reputation | vertising, Honolulu. 
| Appointed ex-officio governors 
“I hope they have some out- | for various local councils of the 
standing ideas in this area,” Mr.| western region were Duncan Jen- 
Bricker continued. “As a matter of | nings, Jennings & Thompson Ad- | 
fact, I’m sure they will, and I sus- | Vertising, Phoenix; Harry A. Lee, 
pect there may be some major|J. Walter Thompson, San Francis- | 
changes made in the over-all pat- C0; Jess Shinn, Montgomery & As- | 
tern of our advertising in the fu-|Sociates, Portland; Irving Stimp- 
ture.” |son, Baker & Stimpson Advertising, 
| Seattle; and John Geraghty, War- 
® GB&B now has 14 clients. With | Ten Advertising, Spokane. # 
the new Foremost account it will | 
probably bill somewhere in the Group Buys Control of 
neighborhood of $25,000,000 in John Pearson Rep Company 
1962. When Walter Guild started| Controlling interest in John E. 
the agency in 1949, it had gross Pearson Co., radio-tv station rep, 
billings of $200,000. has been bought by three broad- 
Foremost is now a much more | casters—Ralph N. Weil and Arnold 
elaborate account to handle than | Hartley, operators of KATZ, St.| 
in 1951 when GB&B got the ac-|Louis; KCOR, San Antonio; and 
count of Golden Gate Creamery,| WMMW, Meriden, Conn.; and Jo- 
which later was purchased by |seph Savalli, formerly sales man-| 
Foremost. jager, WADO, New York—and a} 
In the intervening years, during | financial analyst, Edward B. Con-| 
which BBDO’s San Francisco and | nolly, a partner in Edward L. Law- | 
New York offices shared responsi- /son & Co., a CPA company. Mr. | 
bility for Foremost advertising, | Pearson will remain with the com- | 
the company reorganized into a/|pany as a consultant. 
series of seven regions, including | 
Alaska and Hawaii. |}dent of the station rep, which has | 


In 1956 when the account | offices in six cities, and Mr. Savalli | 


John W. Davis 


switched from GB&B to BBDO,|has been named managing direc-| 


Foremost was the third largest|tor. Ray Henze, assistant to Mr. | 
milk company in the world. Much | Pearson and a salesman with the | 
of its advertising was split among | rep company, has been named New | 
14 different agencies. In succeed-| York manager. Branch managers 
ing years, this situation changed, | in other cities will continue in their 
and BBDO ended up handling the | present positions, as will the mem- 
entire account across the country. | bers of the sales staff. 


* Rumor has it that GB&B got |Rozene Names Hurley VP | 
fired because a member of Fore- Rozene Advertising Agency, 
most’s board of directors, an east- | Bridgeport, has elected Jack J. 
erner in New York at the time, had | Hurley a vp. He joined the agency 
never heard of “that little pip- | two years ago as director of public 
squeak local outfit in the West.”|relations and later became copy 
The account supposedly was first|chief of national advertising ac- | 
offered to J. Walter Thompson, | counts, in the consumer and indus- | 
which refused it because of a con- trial field. 
flict with its National Dairy Prod- 
ucts account. = 


‘Muralo to Delehanty, Kurnit 
Muralo Co., New York, maker of | 
Fortune Agency Alters Name water-based paints, has named 
Fortune Advertising, New York,| Delehanty, Kurnit & Geller Adver- 
has changed its name to Howard tising Corp., New York, to handle 
Markoff & Associates, to reflect the |its account. The former agency 
name of its president. was Friedan & Co. 


|in 28 home furnishings industry 


December. This will be le- : Ad 
pesesarcee ‘with ~willng po Me Pi ane Magazines 


Mr. Weil has been named presi- | 


segment of the market on a na- 
tional scale. Procter & Gamble’s 
Mr. Clean is a solid No. 1, fol- 
lowed by Lestoil on a regional 
basis and Lever Bros.’ Handy Andy, | 
a slow third. Several years ago, | 
C-P tested a liquid called Jeenie 
on the West Coast. Legal compli- 
cations over the use of the trade- 
name contributed to its demise. 


American Furniture, 
Merchandise Marts 
Join in Ad Campaign 


Cuicaco, Oct. 11—The American 
Furniture Mart and the Merchan- 
dise Mart—rivals on the furni- 
ture scene for more than 30 years | 
—will bury the ax this year long | 
enough to run a joint $100,000 
campaign to promote the Interna- 
tional Home Furnishings Market 
Jan. 8-17 in Chicago. 

The two marketing buildings— 
with 6,000,000 sq. ft. of display 
space between them—will run ads 


e Advertising will include day | 
and nighttime television, network | 
and spot. One ad theme is, “Cleans | 
everything from the floor up with- | 
out rinsing.” Norman, Craig &| 
Kummel is the Ajax agency. 
Elsewhere in its soap business, 
Colgate has expanded distribution 


publications during November and 


mail brochures to 60,000 buyers 
across the country. 


Revenue Off 2% 


® The advertising will include a 
basic two-color layout showing the | » 
two buildings, with the headline: l t & M th 

“Attend the Market That Has In S on ) 
Everything.” Following this two- 
color ad will be a series of multi- 
page insertions in b&w. These 
pages, running consecutively, will 
include a complete alphabetical 


Despite Gains in 
Some Groups, Pages 


| 
| 


Dropped 10% Over-all 
listing of every line shown in the ’ 
two buildings. In some publica-| New YorxK, Oct. 11—This year’s 
tions, this will require eight pages. | first nine months were a disap- 
Clark B. Kelsey Advertising, | Pointment to magazine publishers, 
Chicago, is the agency for the cam- | What with advertising revenue 
paign. + | slipping from a 1960 mark of $608,- 
| 066,015 to $594,082,160, and pages 
declining from 55,936 to 50,382. 
Groove Label Is The dollar dip amounted to 2%; 
. the page drop to 10%. 
New 49¢ Offering of The figures were reported by | 
: Publishers Information Bureau | 
RCA Victor Records through the Magazine Publishers | 
New York, Oct. 12—RCA Victor |488"- MPA said, “Despite the) 
plans to pep up the “singles” rec- drop-off from 1960 (the biggest | 
ord business by introducing a new | Ye@" in magazine advertising his-| 
49¢ label, Groove records, early in tory), totals of magazine dollars | 
November. in the first nine months of this| 
RCA will swing into the groove | Y°@" still exceeded the total for | 
with two releases, still unde- the same period in all other years.” 
cided. George R. Marke vp and Monthly and women’s magazines | 
general manager, RCA Victor rec- | Scored dollar gains of 7% and 4%, | 
ord division, said Groove will be | respectively, MPA reported. Week- 
an all-purpose label covering pop, | lies were down 3% in revenue; 
country-western, rhythm and blues home publications were off 13%; 
music. fashion books were down 1%; mov- 
Grey Advertising is the agency. ie-romance-radio dropped 25%; 
i ad —s business magazines fell 7%; youth 
Ogilvy Names Stowell to books 10%; outdoor and sports 4%; 
Succeed Ogilvy as President mechanics and science 11%; and| 
ay Staneee, SREY Gees Up, yg te aie sevens gain | 
h be s : : om ~~ s 
as been named president of Ogil ers included Playboy, up 63%; The | 
| Reporter, ahead 61%; TV Guide, 
ahead 58%; and McCall’s and Red- | 
book, each advancing 25%. # 


Nine-Month Magazine 
By Ca 


Pages 

Weeklies, bi-weeklies .......... 17,576.57 
» P ID, | cctsscscentttescovesinstorioss 6,565.95 
a a RATE 5,350.86 
vy, Benson & Mather, New York. | Home 3,993.58 
He succeeds David Ogilvy, who be- | Fashion 3,606.23 
comes chairman. Mr. Stowell) Movie-Romance-Radio .......... 922.20 
joined the agency five years ago.| Business .....cccceccvessescseesseee: 6,202.96 
> (kts 709.73 
Hugin Cash Register to Steen | Outdoor & Sports cece 1,605.29 
Hugin Cash Register, New York, | Mechanics, Science ................ 2,073.42 
has named Norman Steen Adver- | Farm .......ccccccsssessecneeneeneesees 1,776.05 
tising as its first agency. DE weceacivhetsnccenililincenienceee 50,382.84 


| Source: Publishers Information Bureau 
January-September, 1961 


Advertising Age, October 16, 1961 


of Dynamo heavy duty liquid 
laundry detergent throughout New 
England. It is now available in 
about 10% of the nation and may 
well be Colgate’s next national 
product if the trend to liquid de+ 
tergents continues to accelerate. 

In Choice soap, a_ three-type 
product, the stakes are high be- 
cause if the product is successful 
it can mean three times the nor- 
mal supermarket shelf space for 
Colgate. 


s The company is also in the pre- 
pack detergent derby with Quik- 
Solv blue detergent tablets, and 
Swerl, a pre-measured powder in 
dissolvable film packets. Colgate’s 
prepared to tool up should either 
show promise. 

A new Fab package, introduced 
recently without much fanfare, is 
doing “surprisingly” well in a 
market where it commands less 


| than a 10% share. 


Of all these products, possibly 
the greatest stakes lie with Col- 
gate Fluoride and Cue. Since Proc- 
ter & Gamble’s Crest was recog- 
nized by the American Dental Assn. 
as a decay preventive, in August, 
1960, its share of market has more 
than doubled and is now close to 
eclipsing Colgate’s Gardol as the 
No. 1 toothpaste. And so far Crest 


| shows no sign of becoming one of 


those passing fads that have punc- 
tuated toothpaste marketing in the 
last ten years. + 


Needham, Louis Appoints 
Hall, Belknap Senior VPs 
Needham, Louis & Brorby, Chi- 
cago, has appointed Vinton H. Hall 
and Paul E. Belknap senior vps. 
Mr. Hall, who has been a member 
of NL&B’s board of directors since 
1958, will become directar of client 
services. He has headed the ac- 


Ae 


Vinton H. Hall 


Paul E. Belknap 


count executive department for 
the past three years, prior to 
which he served as a vp and ac- 
count supervisor. Mr. Belknap has 
been serving as an account super- 
visor in charge of a group of ac- 
counts since joining the agency in 
1954 as a vp. 


Hutchings Joins Cole Fischer 

Cole Fischer Rogow Inc., Bever- 
ly Hills, has appointed Charles Lee 
Hutchings creative director. Mr. 
Hutchings was formerly copy chief 
of Donahue & Coe, Los Angeles, 
and creative director of McCafn- 
Erickson, Los Angeles. 


'Tim Boxer Joins ‘SBI’ 


Tim Boxer, former publicist for 
Dick Gregory, Negro comic, has 
been named eastern promotion 
manager of Show Business Illus- 
trated. 


Pages, Dollar Volume 
tegory 


January-September, 1960 


Dollars Pages Dollars 
$312,144,525 19,279.75 $320,816,072 
66,102,995 7,000.51 62,025,648 
90,769,601 5,755.47 87,481,094 
37,999,981 4,675.41 43,728,317 
18,669,831 3,882.00 18,939,564 
6,417,218 1,246.54 8,506,717 
28,443,802 7,258.90 30,611,863 
3,640,185 817.11 4,041,908 
6,726,644 1,711.91 6,996,795 
6,242,730 2,354.84 7,020,871 
16,924,648 1,954.19 17,897,166 
$594,082,160 55,936.63 $608,066,015 
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He’s the one with the answers—top of the class. 
And when he grows up, it will be the same. 
For the Johnny who devotes time to reading 
will always know more, do more and have more 
than the Johnny who doesn’t. 

Today, millions upon millions of Ameri- 
cans like to read and do a lot of it. They are 
the audiences of the nation’s great magazines, 
and they are by far the richest, most profitable 
and fastest-growing market for the goods and 
services of American industry. 

Recently, several major research organi- 
zations conducted independent studies of the 
U.S. consumer. It was found that families who 
are frequent readers of magazines have higher 
incomes and buy more of just about every- 
thing than families who prefer television. 

One survey—by the Market Research Cor- 
poration of America—revealed that the median 
income of households heavily exposed to mag- 
azines is $6,125 a year, as compared with $3,972 
for homes that watch TV most often. Pur- 
chases in magazine homes—of products rang- 
ing from cars to cake mixes—exceeded those 
in TV homes, sometimes by more than 50%. 

Behind this evidence of prime-market 
domination by magazines is the intellectual 
revolution sweeping America. More and more 
people are turning from the pursuit of trivia 
to a search for knowledge. The hunger to know 
—to understand the problems of our complex 
world—grows daily. And with it grow maga- 
zines, for it is in magazines that people find 
the ideas that lead to understanding. 
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Mail's for Specific Markets: Hesse; | 
No, for Scatter Campaigns: Robinson 


(Continued from Page 1) | vertisers, new to mass mail; (2) | 
over will jump 24% by 1970 to/ further integration of mass mail | 
account for one-tenth of our pop-| with space and broadcast adver- 
ulation. | tising; (3) improved mechanics | 

He also cited the increasing lev- for a greater variety of specialized 
el of education and sophistication approaches within the framework | 
of consumers. Between 1940 and | of even larger mass mailings; (4) 
1960 the number of college gradu- a renewed interest in basic copy 
ates shot up 200%, Mr. Hesse said, | propositions and a recognition of 
and 1,000,000 paperback books | this value as opposed to “gim- | 
—ineluding textbooks on every|micks”; (5) increased postage 
conceivable subject—are sold in| forcing a new interest in co-op 
the U.S. every day. He said 55,000,- | mailings, which have been “fan- 
000 newspapers hit the newsstands | tastically successful’; and (6) in- 


each day. | 


® A consequence of “people seg- | 
mentation,” Mr. Hesse said, has 
been the emergence of entirely 
new businesses within businesses. 
He said consumers have started 
favoring products that make a spe- 
cial appeal, or cater to a more spe- 
cific taste, rather than the one 
“all-purpose” product of a few 
years back. 

In 1946 the detergent industry 
was dominated by “all-purpose” 
products with sales totaling $367,- 
300,000. But in 1960, detergent sales 
reached $919,700,000. Much of the 
increase can be attributed to the 
creation of more and specialized 
products, Mr. Hesse said. “The in- 
crease alone, of $552,400,000 from 
1946 to 1960,” he said, “was great- 
er than the entire business had 
been in 1946!” 


8 This situation puts direct mail 
in an “especially good position,” 
he said. “Anybody in business is 
extremely interested—or should be 
—in identifying the prospects he 
would like to sell. And if he could 
sell them directly, without having 
to pay charges for sales, advertis- 
ing, merchandising, distribution 
and the like, he would do so.” 
Mr. Hesse said one “exciting” 
possibility for direct mail would 


creased growth of both specialized 
direct mail and mass mail. 

A. H. Kaplan of Mogul Wil- 
liams & Saylor provided some in- 
teresting case histories of 
mass medium with the class se- 
lection,” as he termed direct mail. 
He said his agency 
mailing for Hillman autos which 


went to every house within a five- | 


block radius of a new Hillman 


dealer. In the same way, Mr. Kap- | 
lan pointed out, Sinclair was able | 
to send out 10,000,000 direct mail | 
pieces in a single mailing to auto | 
owners in the immediate vicinity | 


| of Sinclair service stations. 
|@ Leonard J. Raymond, president 
of Dickie-Raymond Inc., Boston, 
|made an appeal to DMAA “for 
| balanced judgment and good sense 
|}in designing direct mail, lest we 
| price ourselves out of the adver- 
_ tising picture and lose the respect 
|of management and the public.” 
| Mr. Raymond said the 3D variety 
|}of direct mail is a “lazy sub- 
| stitute for real creative thinking.” 
He conceded, however, that there 
is a place for 3D direct mail in 
| moderation and where it fits. After 
his talk, Robert DeLay, president 
| of DMAA, presented Mr. Raymond 
| with the association’s seventh life 
| membership. 


| Shirley Katzander, director of 


“the | 


prepared a) 


| Burnet 


Van Dyke 


Swails 

BEST AD CAMPAIGN—Merrit A. Swails, vp of Securities Acceptance 
Corp., Omaha, accepts Ad of Distinction award from the National 
Consumer Finance Assn. for the best all-around campaign by a con- 
sumer finance company during the year. Offering congratulations at 
NCFA convention in New York are Thornton Burnet, State Loan & 


tee. Buchanan-Thomas, Omaha, prepared the winning campaign. 
Scott Paper Tells 
per Co. today outlined the market- 
New York, Oct. 13—Aluminum| william Wing, of Scott Paper, 
for an institutional mail program | qustry of heavy brand promo- 
Monday and ran through today. | or exceptional improvements.” 


be as a test marketing vehicle. He | promotion for The Reporter, sur- 
said at an early stage it would be| veyed the European direct mail 
“priceless” to know: (1) The de-| scene. She said direct mail in Ger- 
gree of consumer acceptance; (2) | many accounts for 40% of all ad- 
the repeat rate of purchase; (3) /|vertising. “The up-and-coming 
where the new business comes | agencies, like Troost of Dusseldorf 
from in terms of brand switching;| and Carl Gabler of Munich, are 
(4) the appeal that sells the prod-| using direct mail with vigor, imag- 
uct or service best, and (5) the! ination and charm,” Miss Katz- 
profile of the consumers who buy | ander said. 

—and buy again. 

Mr. Robinson saw the biggest|# John Crichton, editor of Ap- 
use of direct mail in “mass” mail- | VERTISING AGE, moderated a panel 
ings, using non-specialized lists.|composed of Suren Ermoyen of 
He said the volume of the half-| Batten, Barton, Durstine & Osborn; 


dozen or more “mass mailers” | 
probably runs to about three bil- | 
lion pieces a year or around 15% | 
of the total. 


| Dorfsman, CBS; and Alice Mose- 


® To prove his point that the | 
swing is to high quantity mailings 
of 10,000,000 or more, the JWT 
executive ticked off a list of 38 
advertisers who he said spend over 
$1,000,000 for direct mail. They in- 
cluded major magazines, big soap 
companies, publishers, insurance 
companies and such other compa- 
nies as Armour, Chevrolet, Ford, 
Corn Products, General Foods, 
General Mills, S. C. Johnson, Kraft, 
Lestoil, Minute Maid, Nestle, Per- 
sonal Products Corp. and Standard 
Brands. Ford trucks has gone from 
28% of its ad budget in direct 
mail to 20.6% in 1959, and now it is 
the dominant medium, Mr. Robin- 
son said. 

He said almost all these com- 
panies place advertising through 
agencies, with “a number” of ar- 
rangements based on the standard 
commission. He said today there 
are perhaps 10 general ad agen- 
cies conducting “mass mailings” 
for their clients, almost all work- 
ing on the standard commission. 


s For the next two years he pre- 
dicted: (1) Test mailings by 
about a half dozen national ad- 


Herbert Lubalin of Sudler, Hen- 
nessey & Lubalin; Robert Pliskin 
of Benton & Bowles; Patric Row- 
ley of McCormick Armstrong; Lou 


ley, McCann-Erickson. + 


NBC-TV Affiliates Approve 
New ‘Bonus Sale Plan’ 

NBC-TV, New York, has had a 
favorable response from its affili- 
ates following the network’s re- 
cent request that the stations ac- 
cept a 20% reduction in compen- 
sation on the six daytime shows 
sold under NBC’s “bonus sale 
plan” (AA, Oct. 9), Donald Mer- 
cer, NBC-TV’s director of station 
relations, has told ADVERTISING AGE. 
Bonus programs are sold on the 
basis of five quarter-hours for the 
price of four. 

More than half of the affiliates 
responded to the NBC letter; all 
expressed a willingness to go along 
with the cutback in remuneration 
and the network expects to have 
the plan in effect by its scheduled 
Nov. 1 date, Mr. Mercer said. 
NBC had cautioned affiliates that 
if they resisted the plan the net- 
work would be forced to reduce 
daytime rates across the board, cut 
back in daytime programming or 
“adopt a CBS-type of rotating 
minute operation with substantial 
rate and compensation cuts.” 


The Silver Mailbox, second prize, | 


went to American Girl for a cam- 
paign directed to potential apparel 
advertisers. 

Professional Photographers of 


America won the third award, the} 


Bronze Mailbox, with the only 
consumer campaign among the top 
three. The photographers’ cam- 
paign was designed for the average 
portrait studio, but with mailings 
handled by the association’s cen- 
tral office in Milwaukee. 


s Bill Taylor’s Chevron Service, 
Rochester, N. Y., was winner of 
the Henry Hoke Award. + 


Fixler Elected 


DMAA Chairman 


New York, Oct. 12—Bernard 
Fixler, president of Creative Mail- 
ing Services, Freeport, N. Y., was 
elected chairman of the Direct 
Mail Advertis- 
ing Assn. for 
the coming 
year. He suc- 
ceeds Earle A. 
Buckley, presi- 
dent of the 
Buckley Organ- 
ization, Phila- 
delphia. 

Other officers 
elected were 
J. W. Cassidy, 
advertising di- 
rector of Dou- 


Bernard Fixler 


bleday & Co., New York, American | 


Finance Corp., Washington, and William Van Dyke, Seaboard Fi- 
nance Co., Los Angeles, chairman of the NCFA advertising commit- 
| 
Alcoa Wins 
| Marketing Strategy 
/ 
DMAA s Gold | New Yor«k, Oct. 11—The mer- 
chandising manager of Scott Pa- 
M ilb A a a ing strategy of his company at the 
al 0x WwW r Direct Mail Advertising Assn. con- 
| vention here. 
Co. of America was awarded the | told a consumer products session 
Direct Mail Advertising Assn.’s | that Scott had “ecided to junk “the 
highest award, the Gold Mailbox, very prevalent practice in our in- 
detailing Alcoa aluminum’s avail-| tion activity, such as coupon mail- 
ability for defense. The associa-| ings and-cents-off deals, except in 
tion’s annual meeting opened here| the case of product introductions 
He said the trade and the con- 
|sumer were “falling out of love 
| with the dollar bill of the IBM 


boomy coupon. The coupon itself is 


no longer unique. Direct mail to 
induce a customer purchase has 
got to measure up to a new eval- 
uation challenge.” 

Scott studies have “proved be- 
yond the shadow of a doubt” that 
only when the product is new or 
improved can the company expect 
bigger sales through promotion, 
said Mr. Wing. 


follow: (1) Promotion dollars 
should go for specific marketing 
objectives, with the individual ele- 
ments of the program interre- 
lated; (2) new products or brands 
with significant product or pack- 
aging improvements or advertising 
innovations. represent the great- 
est opportunity for special pro- 
motions, and such brands should 
be exploited to achieve quick con- 
sumer sampling and distribution; 
(3) established brands with 
growth opportunity should be sup- 
ported in carefully selected divi- 
sions or district markets; (4) es- 
tablished brands, which offer the 
least growth opportunity, should 
be supported only with promotions 
to minimize loss of repeat buyers 
and brand distribution; (5) major 
effort should be directed at de- 
signing promotions with maxi- 
mum originality and consumer and 


® He listed six “promotion prin- | 
ciples” his company has chosen to} 


vp; V. G. Baker, advertising man-| trade appeal; and (6) wherever 
ager of Howard Smith Paper Mills | Possible, promotions should be pre- 
Ltd., Toronto, Canadian vp; Wil-| tested and post-evaluated. 

liam B. McGrew, circulation direc- | 


| 


tor of Lane Publishing Co., Menlo| ® Mr. Wing said the company has | 


Park, Cal., western U. S. vp; Clif- 
ford R. Schaible, director of adver- 
tising of Mead Papers Inc., Dayton, 
O., secretary; and Angelo Venezi- 
an, vp of McGraw-Hill Publishing 
Co., New York, treasurer. # 


studied over 
product and sales area. He admit- 
ted that 22 paid out and 64 didn’t. 
But the company has decided to 
live with the six principles, he 
said. # 


100 promotions by | 


Naegele Acquires 
Walker; Predicts 
Further Growth 


(Continued from Page 3) 
acquisition program.” 


= Walker will be known as Nae- 
gele Outdoor Advertising Co. of 
Michigan. Arthur A. Cerre will 
remain as exec vp and general 
manager, while Warren F. Olson 
will be vp in charge of operations. 
|Mr. Cerre joined the company 
/ about six months ago, after nine 
years as president of Cerre Co., 
Detroit sales promotion and mer- 
chandising company. 

While Naegele is not a member 
of Outdoor Advertising Inc., na- 
tional sales arm of the industry, 
Walker has a contract with OAI 
which continues until December, 
1962. 

The acquisition was Naegele’s 
tenth in the past five years. It 
made it the third largest outdoor 
company in the U.S., trailing Gen- 
eral Outdoor Advertising and Fos- 
ter & Kleiser. 


=e Mr. Naegele said he had no 
plans to enter the New York mar- 
ket, although he maintains a sales 
office here under J. Burr Jenkins, 
vp and eastern sales director. He 
said he would look for growth in 
the Midwest, South and West. 

When Naegele took over man- 
agement of Walker last year, it 
launched a $1,500,000 expansion 
program. 

Naegele now offers outdoor fa- 
cilities in 20 major markets and 
400 outlying areas in nine states, 
from Michigan to California. + 


Scherman, Head of 
Book-of-Month Club, 
Gets Kimball Award 


New York, Oct. 10—Harry 
Scherman, chairman of the Book- 
of-the-Month Club, yesterday re- 
ceived the Miles Kimball Gold 
Medal award at 
the 40th annual 
convention of 
the Mail Adver- 
tising Service 
Assn. _ Interna- 
tional. 

In making the 
presentation, 
Leonard J. Ray- 
mond, Kimball 
award chair- 
man, traced Mr. 
Scherman’s ca- 
reer from free- 
lance writer, to first mail order 
copywriter for the J. Walter 
Thompson Co., to founder of the 
Book-of-the-Month Club. In its 
35 years under Mr. Scherman, the 
club has distributed through the 
mails more than 157,000,000 books 
to American homes—more books 
than are in all the libraries of the 
nation, Mr. Raymond said. 


Harry Scherman 


s Earlier, Sen. Frank Carlson (R., 
Kan.) told the convention that 
postal policy “will continue to be 
nebulous, obscured by cobwebs and 
uselessly debated until a formula 
for the dollar amount of public 
service is met realistically.” He 
said he believed the amount of 
such public service should be about 
$350,000,000. 

Sen. Carlson, ranking Republican 
on the Senate post office and civil 
service committee, said he and Sen. 
|Olin Johnston (D., S.C.), chairman 


|of the committee, will both support 
a House amendment calling for a 
minimum of 7.5% of the to- 
tal postal budget to be charged off 
to the general treasury. This would 
work out to approximately $327,- 
000,000, he said. # 
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*"DRUMMER’, PAINTED IN INDIA INK AND WATER COLOR BY MURRAY TINKELMAN 


The impact of your product picture must be powerful can never meet. Showing your product in faithful color is 


enough to generate the urge to buy. the next best thing to calling in person with a sample. 
People who use our kind of color printing soon learn The quality of our work stems from the skills of our 

that color can say and do things which help sell their men, the versatility of our equipment and a unique sense 

products — in fact, any product. of color. The bulk of our work comes from companies 


Fine color printing reaches out and presents your who have become regular customers. Let us show you how 
product story before people whom you do not know and we can help you to specifically increase your impact. 


Leading advertisers and publishers depend on printing produced by four companies under one management 


J. W. CLEMENT COMPANY PACIFIC PRESS INC. 
Buffalo, New York Los Angeles, California 


CLEMENT COLORTYPE INC. PHILLIPS & VAN ORDEN CO. 
Chicago, Illinois San Francisco, California 


SALES OFFICES: GRAYBAR BUILDING, NEW YORK e FISHER BUILDING, DETROIT 
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This is no mere windy boast. This is a fact 
based upon Century’s deliberate and deter- 
mined aim: to provide a service to agencies 
and advertisers that always delivers more 
quality than absolutely necessary ! 


You can be certain with 


ELECTROTYPE COMPANY, INc. 


Electrotypes « Travis R.O.P. Glass Mats 
Plastic Plates « B &W and Color Proofing 
Duplicate Photoengravings 


& = <2! 160 East Iilinois St., Chicago 11 « DElaware 7-1541 
Uae 
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Norman, Craig Finds Sales Session 


happens to be! 


Agency Establishes 
Twin Creative Units for 
Strategy, Implementation 


| New York, Oct. 10—Norman, /0SoPhy. 

|Craig & Kummel believes it may ss 

have started writing a new chapter | .: by _ a bye we _ 
‘in agency management history | U¢V€ ‘0 e lrst step in the 


flittle bit better Productive, Puts It on Annual Basis 


than any other service 


| strategy and then to... develop 
the method for implementing 
| that strategy,” Norman B. Nor- 
/man, president, said in present- 
ing the agency’s creative phi- 


| with its first annual sales meeting creative area. We have estab- 


| weekend. 


count group present its plans for 
1962 and beyond, and were briefed | 
on the agency’s novel two-stage 


creative setup. 


The marketing-advertising world 
is too complex “for one creative 
group to keep in their minds the 
total information necessary to es- 
tablish and maintain a proper 
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WHO Radio Farm Director Herb 

Plambeck (right) receives first broad- 

: cast-industry “Oscar in Agriculture” 

a i award from Thomas H. Roberts, 
ke Sr., President, DeKalb Agricultural 
Association, for “outstanding serv- 

ice to American agriculture.” 


WHO 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 


Central Broadcasting Company, 
which also owns and operates 


| WHO Radio is part of 


WHO.-TV. Des Moines; 
WOC and WOC-TV, Davenport 


dino Griffin, Woodward, Inc. 
National Representatives 


ax) Now Herb 
= gets the “Oscar”! 
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WHO's Herb Plambeck Wins Second 
Major 1961 Farm Service Award-“Oscar 
in Agriculture”’. For the second time this year, 
WHO is proud to announce that Farm Director 
Herb Plambeck has received another of America’s 
top farm service awards. And again, the award is 
from an organization that sponsors one of Herb’s 
farm programs! 

This time it is the first annual “Oscars in Agri- 
culture” award for the one broadcast personality 
judged to be most helpful to the farming industry. 
The award will be presented annually by the DeKalb 
Agricultural Association, Inc., through a panel of 
independent agricultural experts. 

Earlier in the year Herb received the coveted 
American Feed Manufacturers Association “Animal 
Agricultural Award” for outstanding service to live- 
stock and poultry farmers. Now both these top 
awards are added to the tremendous string of 45 
other state, national, and international citations 
Herb has received in the past 25 years. 

Herb Plambeck is known as “Mr. Agriculture” 
throughout the large WHO coverage area — Amer- 
ica’s 14th largest radio market. He and his expert 
WHO staff are on the air sixty times per week with 
farm programs. 

Ask your PGW Colonel for availabilities. 


‘for top personnel, held over the lished two separate creative de- 


partments. One deals with 
| strategy and the analysis of all 
jinformation necessary to de- 
velop the definition of the mar- 
| keting problem, the statement 
of the sales proposition and cre- 
ation of the copy platform. 

“The second creative group 
then deals with the implementa- 
tion and execution of the story, 
developing the best techniques 
for making the proposition mo- 
tivate people.” 

The agency has hitherto held 
such meetings informally, Mr. 
Norman said, “but the success 
of this has been such that for- 
mal annual meetings are 
planned from now on.” + 


‘Mogen David Pours 
Ad Funds into TV, 


Radio, Newspapers 


| CuHicaco, Oct. 10—Wines “like 
grandma used to make” will be 
the theme as Mogen David, 
first wine to advertise on net- 
work television, this fall be- 
comes Jack Paar’s first wine 
sponsor. The vintner will use a 
, total of three network tv pro- 
grams, radio spots on two net- 
works, and heavy local adver- 
tising with increased empha- 
sis on its “grandma” theme. 

Besides the Paar show, Mo- 
|gen David will participate in 
NBC-TV’s new “Saturday Night 
at the Movies,” and will again 
use the “Jan Murray Show.” In 
|addition, filmed commercials 
| will be used in a tv spot cam- 
|/paign in 65 selected markets. 
| Fifty-five spots a week on two 
radio networks and 1,000-line, 
two-color newspaper ads in 15 
!top Mogen David markets will 
reinforce the emphasis on 
grandma. 


|s “We expect to achieve more 
'than one billion consumer im- 
| pressions during the peak sell- 
|ing season,” Byron A. Bonn- 
| heim, vp, Edward H. Weiss & 
|Co., Chicago, said. Weiss has 
| been Mogen David's agency 
| since 1950. 

The campaign will be backed 
| up with an increased distributor 
| sales meeting effort. Last year, 
|distributor meetings in 25 
states were conducted by Mr. 
| Bonnheim and Bernard J. Wier- 
| nik, Mogen David's vp in charge 
| of sales and advertising. + 


| 


'RKO Denies That Hartford 
|Pay-TV Has Been Canceled 
| RKO General, New York, has 
| emphatically denied film indus- 
| try rumors to the effect that the 
| projected $10,000,000 Hartford 
pay-tv experiment has _ been 
canceled. John Pinto, of the 
| RKO General special projects 
| unit, said: “As a matter of fact, 
we are confidently looking for- 
ward to the actual start of sub- 
scription television in Hartford 
| by June, 1962.” 


| 

'MacDonald, Homes Set Push 
E. F. MacDonald Travel Co., 
| Chicago, and Homes Lines have 
| scheduled a 25-market newspa- 
| per campaign for winter cruises 
|}of the S.S. Hanseatic to the 
West Indies. 
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Let FTC Issue 
Temporary Stop 


Orders: Kern 


Member Says Plan 
Would Enable FTC to 
Halt Current Campaigns 


ALBANY, Oct. 10—Federal 
Trade Commissioner William C. 
Kern said last week that the 
commission needs additional | 
power to prevent “the unscru- 
pulous advertiser from continu- 
ing to reap profits while the 
commission is trying to curb 
him.” 

In a strong appeal for legis- 
lation to give FTC authority to 
issue temporary cease and de- 
sist orders while cases are still 
being decided, Commissioner 
Kern listed an array of adver- 
tising problems which FTC has 
faced in recent years. 

He denied that the plan would 
deprive advertisers of “due 
process” by stopping the ads 
too soon. “‘I assure you,” he told 
the Tri-City Area Advertising 
Club, “it contains adequate 
provision for court review.” 

As a measure of the scope of 
advertising problems, Mr. Kern 
reported that 904 cases were un- 
der investigation on June 30, 
and that past experience indi- 
cates 60% to 70% will require | 
issuance of formal complaints | 
or some form of corrective ac- 
tion. 


® He said the investigations in- 
volve many of the biggest com- 
panies in the country in such 
fields as foods, drugs, therapeu- 
tic devices, cosmetics, shoes, 
hats, watches, books, corres- 
pondence courses, sewing ma- 
chines, electrical appliances, 
floor coverings, mattresses, fur- 
niture, cameras, paints, nursery 
products and burial vaults. 

Itemizing some of the “more 
significant” past cases which 
convince him of the need for the 
temporary cease and _ desist 
power, Mr. Kern started with 
complaints against vendors of 
vitamins, hair restorers, alco- 
holism remedies and remedies 
for the common cold. 

His list included complaints 
against two vendors of seda- 
tives, accused of representing 
potentially dangerous drugs as 
safe. In addition, he specifically 
listed pending charges contest- 
ing claims for speedy relief for 
Anacin, Bufferin, St. Joseph as- 
pirin and Bayer aspirin. 


8 Other “significant” cases list- 
ed as indicative of the need for 
“temporary” cease and desist 
power were 10 involving em- 
ployment opportunity promises 
by correspondence schools; a 
series of complaints against 
ads for automobile replacement | 
parts and accessories; fictitious | 
tire price advertising by one of | 
the nation’s largest mail order 
houses; deceptive price ads for 
encyclopedias; tv ads involving 
allegedly deceptive demonstra- 
tions for “a well known dental 
cream, a safety razor, and a 
shaving cream”; and a number 
of cases involving concealment 
of foreign origin. + 


Q-Tips Promotes Davey 

Neill Davey, Kansas City ter- 
ritorial manager of Q-Tips Inc., 
Long Island City, has been ap- 
pointed sales promotion man- 
ager. 


Hansen Gloves to Charney 

Hansen Glove Corp., Milwau- 
kee, has appointed Charles J 
Charney Co., New York, to han- | 
dle its advertising. 


‘HB’ Adds Sections 

House Beautiful will add ad- 
vertising and editorial mail order 
sections to the next issues of two 
of its supplements. “Building 
Shopper” will be added to the 
spring-summer edition of House 
Beautiful’s Building Manual; rates 
are $200 for one-sixth of a page 
and $100 for one-twelfth of a page. 


“Outdoor Shopping” will be in the | 


1962 edition of House Beautiful’s 
Gardens & Outdoor Living; one- 
sixth of a page costs $180 and one- 
twelfth of a page is $90. 


S.S. Street Adds One 


Standard Thermoplastic Corp., 
Camden, N. J., manufacturer of 
urethane panels for insulation and 
storage, has named S. S. Street 
Inc., Philadelphia, to handle its 
advertising. There was no former 
agency. 


Obermeyer Joins Rumrill 

Earl J. Obermeyer, formerly 
with Sullivan, Stauffer, Colwell 
& Bayles, has joined the creative | 
staff of the Rumrill Co., Roches- | 
|ter, N. Y. 


ON THE 
GREAT 
SOUTH 
PLAINS 


OF 
_ TEXAS 


LUBBOCK AVALANCHE JOURNAL 


LUBBOCK, TEXAS 
ROP COLOR AVAILABLE EVERY ISSUE 


the AVALANCHE-JOURNAL 
IS THE ONE MEDIUM FOR 


COMPLETE COVERAGE 
in a vast isolated market of 
415,900 


’ 


Morning — Evening — Sunday 


15 


OUR 


culture, people. People best of all: their likes, dislikes, habits, greatnesses, and strengths. A knowledge 
growing out of nearly 30 years of operating broadcasting facilities in the capital city. 1 This is why 
we’re credited with a 78.7% share of viewing (by Nielsen) in the Columbia Metropolitan Area. 
Over a quarter million people in the 1960 Census, largest in the state and second only to Charlotte 
in both Carolinas. And our 1526-foot tower makes more of all South Carolina ours than any other 
station can claim. () This is another good reason why South Carolina’s major selling force is 


W IS television NBC/ABC—Columbia, South Carolina = ,/ 


Charles A. Batson, Managing Director 


A STATION OF THE BROADCASTING COMPANY OF THE SOUTH y 


G. Richard Shafto, Executive Vice President 


e We don’t exactly own South Carolina, but we claim it as our beat. Our oyster, 
e ina real sense. It opens up for us because we know its business, government, 


WIS -television, Channel 10, Columbia, S.C. « WIS Radio, 560, Columbia, S.C.» WSFA-TV, Channel 12, Montgomery, Ala. / All represented by Peters, Griffin, Woodward, Inc. 
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followed by The 
Untouchables, 


took 5 out of 
the top 10. 


Continuing its new-season 
trend, ABC-TV trended into 

the top ten with My Three Sons, 
The Real McCoys, 77 Sunset 
Strip, The Flintstones and The 
Untouchables. (The first 3 
named made it in the top 5.) 


This happy record, as recorded 
by Nielsen,* has the added 
virtue of being scored where 
the program popularity race is 
roughest. Namely, those 
competitive markets where 
viewers can view all 3 network 
offerings. And viewed as herein 
reported. 


ABC Television 


*Source: Nielsen 24 Market TV Report, 
week ending Sept. 24, 1961. ry” 
Audience, Mon. thru Sat. 7:30-11 PM; 
Sun., 6:30-11 PM 
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The Editorial Viewpoint . . . 


Kickbacks Equal Poor Supervision 


Last week we reported that Elliott Plowe, president of Grant Ad- 
vertising, intended to file a libel and slander suit against Marlen Pew 
Jr., who won his case in tax court when his defense was that he 
had paid kickbacks to Mr. Plowe when the latter was advertising 
manager of Peter Paul Inc. This case will presumably be litigated, 
and we will report its outcome. 

Without reference to that case, however, we think that kickbacks 
ought to be of more concern to careful advertiser and agency man- 
agements than they apparently are. Kickbacks are nearly always the 
result of sloppy supervision—of management that doesn’t ask too 
many questions, or indeed any questions at all. 

It is usually said that kickbacks represent no more of a problem 
in the advertising business than in any other business, and this seems 
logical enough. But the fact remains that the advertising business, op- 
erating as it does in a glare of publicity, ought to be particularly 
careful to see that its people observe scrupulously the letter and spirit 
of proper business conduct. 

The idea of surveillance is repugnant to many management peo- 
ple, and it might well be. No one likes to snoop in other people’s af- 
fairs. Yet when something ugly happens, and the unhappy evidence 
of kickbacks appears, the recurrent question to management is, “Don’t 
you know what’s going on?” The answer can only be that the man- 
agement was sloppy or sleepy, or that it took for granted integrity 
about which, in many cases, it was remarkably ill-informed. 


Under Congressional Frank 


The irony of the decision of Congress and the Post Office Depart- 
ment to permit mail addressed to postal patrons on city carrier routes 
and through postal lock boxes under congressional frank (story on 
Page 26) can hardly escape the advertising business. 

After all, the windswept halls of Congress have heard a good deal 
about junk mail in recent years, and it’s astonishing that the con- 
gressmen have now decided that it would be nice to be able to blan- 
ket the voters without incurring the addressing costs which temper 
the ambition of commercial mailers. 

Last year the Post Office was reimbursed some $3,828,000 for con- 
gressional mail. This is a tidy sum, although small by comparison 
with the $18,000,000 the Post Office gets from the Internal Revenue 
Service, which is the largest user of the mail among government de- 
partments. Of course, Internal Revenue gets a phenomenal return on 
its mailings. 

The Post Office Department expressed the view that the new serv- 
ice is actually cheaper to handle than address mail, and it considers 
its action commensurate with the “intent of Congress.” 

All of which would serve to remind serious students of government 
and its departments that the postal service is all things to all peo- 
pie. Other big mail users had the service twice, from October, 1934, 
to July, 1936, and later from August, 1953, to March, 1955. Both times 
protests of “junk mail” filled the air. 

House members have long yearned for an extension of their frank- 
ing privilege; they have argued that it would save their staffs time 
and spare the Post Office the trouble and expense now involved in 
the return of misdirected letters. Postal officials evidently think there 


will be fewer protests resulting from congressional mail than there 
were from commercial use. 


Toward Simpler Statistics 


Sprinkled liberally through the pages of this issue are various sta- 
tistics gleaned from the drug business and media measurement 
sources. They aren’t quite as meaningful as they ought to be, and as 
we would like them to be, because the measurement services don’t 
standardize on the way they report classifications. 

If the object of statistical collection is to make the statistics more 
useful to the user, it seems fairly clear that an agreement between 
the measuring services as to which products would be classified 
where ought to be a first order of business. 

Major media are measured by different services, and on the whole 
the job performed by these services is unique, and the level of re- 
porting is remarkably high—something domestic admen take for 


‘granted, and are only occasionally reminded by visiting admen from 


abroad how rapid, accurate and unusual these services are. But 
after having recognized the value of the services, the stubborn fact 
remains that the non-standard classifications make comparative 
analysis difficult and hazardous. 

So one measuring service has separate classifications for “hair 
tonics and shampoos” and “home permanents and coloring,” a second 
lumps them all under “hair dressings and accessories,” while a third 
considers shampoos and tonics as “toilet soaps,” home permanents as 
“miscellaneous toilet requisites,” and hair colorings as “perfumes 
and cosmetics.” 

The point is not that any service is right or wrong, just that the 
figures ought to be classified in a comparable way: It need embarrass 
no medium competitively, and it will certainly be of immeasurable 
help to advertisers and agencies to get a better fix on the facts. 


Gladys the beautiful receptionist— 


—Burt Kaufman, Béston. 
“He was going to take the negative side of the ad club debate until 
they told him he’d be billed as the ‘Hidden Dissuader’.” 


What They're Saying... 


A Lesson from the Oriental (many or few, depending on where 
If the commercial television sta- | YOU sit). 


tions were to program exactly like | 
the educational stations, they 
would draw audiences no larger 
than those of the non-commercial 
stations. 

In justice to advertisers, the sta- 
tions have an obligation to draw 
audiences—and they discharge it 
mightily. 

At the same time, as the record 
shows, they discharge in varying 
degree their obligation to nourish 
tne minds and the tastes of men. 


One of our agency men who 
spent some time in Japan said that 
one thing he had learned to admire 
was the patience of the Oriental. 
The Japanese doesn’t insist upon 
everything being done tomorrow. 
Maybe this is one area where we 
ean afford to let nature take its 
course and do by indirection what 
might be ruinous to do directly. 

All history supports the belief 
that, as people’s education and 
taste improve, their wants increase 


There are people who would | and they create constantly expand- 
hasten this whole process. They | ing markets. 
would do it by government edict| That truth alone will do more 


(as if any one man or any small 


‘than all the government regulation 


group of men could ever know iv self-regulation codes in the 


what is best for everyone). They 
would run the risk of damaging the 


world to upgrade television pro- 
gramming. 


Ketchum, MacLeod & Grove, Pitts- 


whole structure of broadcasting «4 —From “Dividends,” published by 


get rid of abuses (which may be 


burgh. 
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Rough Proofs 


“Fresh mistletoe for Christmas 
promotion” is being offered in ad- 
vertising, and girls of good will 
toward men ought to be able to 
place it to excellent advantage. 


Mayflower Studio of London of- 
fers “over 3,000 cracking good ad- 
vertising photographs for $25.” 

If you’re short of dollars, just 
send ’em nine pounds. 


Opening a coffee can before 
breakfast, especially in winter, is a 
highly hazardous procedure, Doug 
| Smith says, and so perhaps this 
| dangerous chore should be at- 
| tempted only in the alert evening 
hours, rather than the drowsy 
dawn. 


“We want a superb writer, not 
just a fine copywriter,” specifies 
an advertising agency, which no 
doubt regrets the fact that Somer- 
set Maugham is no longer avail- 
able. 

* 


The American Medical Assn. has 
gone to bat against cosmetics 
which contain drugs such as anti- 
biotics, feeling as it does that ex- 
perts in the skin game, like der- 
matologists, should handle this del- 
icate procedure. 

o 


White House coffee is being in- 
troduced to the Washington mar- 
ket, and the most important ob- 
jective is no doubt to introduce it 
to the occupants of a certain well- 
known residence on Pennsylvania 
Ave. 

e 


Some people who admit they 
don’t get enough exercise now are 
wondering if they should give up 
manual operation of their tooth- 
brushes in favor of General Elec- 
tric’s new power-driven gadget. 


Donald McRobie thinks price 
wars among agencies might follow 
the elimination of the commission 
system, but some of them have 
found ways to compete on that 
basis even now. 

. 


Royalty in the cigaret field is 
claimed by the king size and its 
new brother, the imperial, which is 
being offered as all of three- 
eighths of an inch longer. 


“A million here, and a million 
there, pretty soon you’ve got a bil- 
lion everywhere!” exclaims Chem- 
ical Week. 

Just like old McDonald on his 
farm. 

+ 


“Advertising,” says David B. 
McCall, “is so much more fun 
when you don’t know what you’re 
doing.” 

Always assuming, of course, that 
you’re spending somebody else’s 
money. 


| Admirers of Babe Ruth might 
|have resented those regular sea- 
lson and World Series attacks on 
|his records by Roger Maris and 
| Whitey Ford if they hadn’t re- 
membered that it’s all in the Yan- 
| kee family. 

Copy Cus. 
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29 PERCENT 
OF DELAWARE VALLEY’S 
FURNITURE AND APPLIANCE 
SALES ARE MADE 


IN THE SUBURBS 


The Philadelphia Anquirer delivers your advertising to 27% more 


suburban women readers than does any other Philadelphia newspaper. 


Sources: Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based on over 70,000 interviews, 1957-60. (Summary of 1960 study available on request.) 
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Casper Newspapers Sold sold by Natrona County Tribune| Syjtzer Sets 4-Page 


represents the largest use of Day- 
The. Tribune-Herald and Morn-|C°- to Wyoming Publishers Inc. 


Glo letterpress ink in commercial 


. | Robert S. Howard, president of the . printing,” said Gordon D. Russell, | 
ia Op Ser Ses. Wee. eve been purchasing company, is also presi- Day-Glo Insert in vp of sales. 
£ dent of the Courier, Glasgow, 


e s f Prominent in the ad is a Tide 

Mont. Business Week soap carton. Switzer made a break- 
CLEVELAND, Oct. 10—Business|through in the mass packaging 
Zeilinger Promoted to A.M. Week readers will get an eyeful of | field in 1959, when its gravure ink 
Sid Zeilinger has been promoted |Day-Glo fluorescent inks in the | was adopted for the Tide carton. 
‘from assistant manager to adver-| Oct. 21 issue, when Switzer Bros. | Since then, in the struggle for shelf 

mesure, FREE SAMPLE! 7m 'tising manager of Hollister Pub-|launches its biggest promotion of |recognition, Day-Glo has been 
MARVIC ADV. corp. “O lications, Wilmette, Ill., publisher | the product. adopted by Ad, Oxydol and Fab. 
861 FG MANHATTAN AVE. BROOKLYN 22,N.Y. of five community newspapers. | The four-page insert “probably| The ad will also demonstrate 


i#$HOTE*, 


ALL ELIVWIWN 
YEAR-ROUND 


THE MAILING PIECE 
tuar WEVER Fans!!! ANNOUNCE 


| 
| 
} 


TV traffic control is a new idea that 
may help take a lot of the trouble 
out of highway travel. 

And it’s not in the future, either 
—it’s here—already speeding traffic 
along the John C. Lodge Freeway 
in Detroit. 

Here’s how it works: a new type 
of General Electric TV camera, 
transistorized to keep its size down 
to one foot and weight to just 9 
pounds, is mounted on the freeway 
overpasses. Back at the traffic con- 
trol center an operator monitors all 
cameras, watching for trouble 
spots to develop. When they do, he 
goes to work immediately —closing 
off the lane where a car is stalled, or 
calling for a service truck, or cut- 
ting down speed limits behind the 
trouble spots. 


Experts at the center can also 
watch the effects of bad weather 
and lighting on driving methods 
and speeds, 

TV traffic control is another big 
step towards making your driving 
safer and more enjoyable. To see it 
in action, watch Don Herbert’s 
Progress Report on the General 
Electric Theater, Sunday, Decem- 
ber 31. 


To see TV traffic control in 
operation, watch Don Her- 
bert’s Progress Report on 
The General Electric Theater 
this Sunday, October 8. 


Progress /s Our Most /mportant Product 
GENERAL @@ ELECTRIC 


THAT'S A SWITCH—This is one of the 
ads General Electric is running in 
TV Guide to plug its commercials 
—not the shows—on “General 
Electric Theater” (CBS-TV). Pro- 
gram content, cast and air time 
don’t get mentioned. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


other uses of Day-Glo—in plastic 
products, hunting clothes and in 
painting aircraft, to improve mid- 
air visibility. 


|= Mr. Russell said the ad was 
+ | | \placed because “we feel the use 
Buns loo unnier: | of our colors has nowhere reached 
: | its potential. “The first page of the 
ad is a virtually unbroken sheet of 
“fire orange.” The final page car- 
ries a coupon inviting readers to 
send for color cards and informa- 
tion about 16 uses of the product. 
Switzer will use the ad in a se- 
ries of 50,000 mailings in the next 


four months. 
\ * ivi Th d rinted by A. L. 
On Videotape* the tantalizing flavor PR Ne Bp may og Mg Boe 
of a hot biscuit, the sparkle of a soft aished <0 Gn ieee, $aCenn- ther. 
shampoo-product appeal-comes into y.# 

the home as it never can on film. Waste King Uses Print 
You’re invited to come to Videotape Waste King Corp, Los Angeles, 
Center to see why! This is where to latreduce the new Weste King 
j j Uni 1 I ial Hush h - 
the most appealing commercials ned gastage dispense. A cles 
on television are being created. page is scheduled for Sunset Mag- 
azine; color ha ages W run in 
Videotape Productions of New York Inc. Amores Nene waa Bem & 
101 West 67 Street, New York-TR 3-5800 orm amex cone. Home;-end a baw page will run 


in Good Housekeeping. Point of 
purchase material is available, in- 
cluding a “money tree” display. 
Hixson & Jorgensen, Los Angeles, 
is the agency. 
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Publications are funny birds. Almost anybody can claw his way up “to the poorhouse.” 
It’s a little more difficult to manage a down-to-earth boom with a solid base. TV GUIDE 
manages just that. A special interest magazine, its subject matter (television) generally 
interests everyone. The unforced circulation shows it. The steady advertising gains reflect 
it. With a prime grip on America’s young marrieds and massive food and drug store 
strength (more than 3 million copies per week), TV GuIDE has a wing span you can use. 


Best-selling weekly magazine in America 
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HALF MILLION COLOR TV SETS Information for Advertisers 


IN 50 MAJOR MARKETS ALONE 


A Television Age Color-set count through distributors, 
wholesalers, and colorcasting stations shows 547,320 


“Directory of Contract Packagers | its members are. Copies, priced at 
& Their Facilities,”. listing types of |25¢ each—with a minimum order 
packaging, facilities available, ac-| of six—are available from Adin L. 
ceptable products, machinery in| Davis, president, Business Publica- 
stock and quality control features, ‘tions Audit of Circulation, 420 Lex- 
Color receivers in 50 major markets alone. The big nen nae ag geal Peng bt Ave., New York 17. senate ds cambaiiah one 
breakthrough in Color TV is here. Are you with it? Get York 17. Copies are priced at $5|e “Sales Promotion Almanac for|  Introdwins THE BLUE CROSS 

i : i each. | 1962,” a guide to events in 1962, in- | “SENIOR HEALTH PLAN” 

the full Color picture today from: W. E. Boss, Director, cali apeciel Gps, wands onal . 
Color Television Coordination, RCA, 30 Rockefeller e Business Publications Audit of months, conventions in advertising | 
Plaza, New York 20, N. Y., Tel: CO 5-5900 Circulation has published a book- and sales promotion and competi- 
sz let, “A Quick View of BPA,” tell- tions in advertising, sales promo- 

jing what it is, what it does, who tion and public relations, has been 
|controls and manages it and who published by Advertising & Sales 
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INTRODUCTION—Blue Cross will use 
big space newspaper ads like this 
in 22 California newspapers to in- 
troduce its senior health insurance 
plan to the state’s aged. Supporting 
the newspaper campaign will be 
limited tv and radio advertising. 
J. Walter Thompson Co., Los An- 
geles, is the agency. 


Promotion, 200 E. Illinois St., Chi- 
cago 11. Copies are priced at $1 
each. 


e A revised edition of ‘Fabric 
Facts,” defining in non-technical 
language the fibers, weaves, pat- 
terns, colors and finishes most fre- 
quently used in the field of textile 
and apparel designing, buying, ad- 
vertising and selling, is available 
from Fairchild Publications, 7 E. 
12th St., New York 3. Copies are 
priced at $1 each. 


e “The Fabulous Young Families 
with Children Market,” covering 
school enrollments, birth rates, 
population distribution by family 
type, and birth projections by re- 
gion and state, has been published 
by Parents’ Magazine, Research 
Dept., 52 Vanderbilt Ave., New 
York 17. 


e “Buying Patterns in the Pro- 
curement of Machine Tools & Re- 
lated Equipment,” a study of 56 
different types of machine tools 
and their related attachments and 
accessories, is available from the 
Marketing Research Dept., Sweet’s 
Catalog Service, 119 W. 40th St., 
New York 18. + 


Ad Review Counsel Adds Four 

The Advertising Review Counsel, 
New York, a group staffed by vet- 
erans of advertising who are now 
active as consultants, has added 
four new members: R. E. Thomp- 
son, 26-year veteran of McCann- 
Erickson, who recently retired as 
vp and associate creative director; 
Allyn McIntire, for 32 years until 
retirement in 1959, a vp and di- 
rector of sales development of the 
Pepperell Mfg. Co.; Loren Stone, 
30 years with Compton Advertis- 
ing until his recent retirement as 
vp and director of the art depart- 
ment; and Gerald Tasker, who was 
with Cunningham & Walsh for 30 
years and at his retirement was 
vp and director of the agency’s 
research department. 


22 YEARS AGO ON WBNS RADIO 


The busiest boxer of 1939 was Joe Louis. He has grown to incorporate five large footwear salons, 


defended his title four times that year, each time 
winning by a knockout. The news of each heavy- 
weight championship bout was flashed to Central 
Ohio by WBNS Radio. 

While the boxing world was concerned with 
fancy footwork, proper footwear was the main con- 
cern of Evans & Schwartz, Inc. here in Columbus, 
Ohio. From one small shoe shop, Evans & Schwartz 


Downtown store and general 

offices of Evans & Schwartz, Inc. 
Today, WBNS Radio continues 
to heip Evans & Schwartz gain 
a whopping portion of the 
$94,557,000 apparel sales volume 
made possible by our fashion- 
conscious Central Ohio families 


and since 1939 WBNS Radio has helped increase 
sales every year. WBNS has carried spot schedules 
for this sponsor for 264 consecutive months. 

Like other local advertisers who have their feet 
on the ground, Evans & Schwartz knows the profit 
of having spots on the air, specifically on WBNS 
Radio. A profitable practice for advertisers every- 
where — ask John Blair. 


WBNS 
COLUMBUS, OHIO 


Represented by John Blair & Company 


_Gabow Joins Thompson Medical 


Samuel Gabow, formerly adver- 
tising manager of Exquisite Form 
products, has been named market- 
ing and advertising director of 


'Thompson Medical Corp., New 


York, manufacturer of Tranquil- 
Aid, Slim-Mint gum and Ban- 
Smoke gum. 


Advertising Associates Adds 1 

Advertising Associaltes, Rich- 
mond, Va., has been named to han- 
dle advertising for Southern 
Wholesalers Assn., comprising 
more than 170 wholesalers in 
plumbing, heating and cooling 
equipment. 
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Despite all the nays, there is a magazine race and what it can stand is a little horse sense. It 
seems to us “hobby horse” publications are expensive standstills. This is a time for workhorses. 
And this is a workhorse magazine. Editorially, TV GuIDE travels a single track. Its one concern is 
television. As a result, the front-running weekly (7,250,000) is strong with readers (who will spend 
$50 million for it this year) and flexible for advertisers (62 regional editions covering major TV 
markets). And it delivers what it promises: the most efficient ride your advertisement can buy. 


Best-selling weekly magazine in America 
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BUSINESS MAGAZINE FOR AMERICAN AGRICULTURE 


@ 50,000 circulation 
@ National distribution . . . split runs available 
@ Published by Doane Agricultural Service, Inc. . . . recognized 


leader in farm management, appraising, research, and agri- 
cultural writing. 


For rate card and full data, call nearest representative 
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NOTHING SELLS MAKE-UP 
..-OR DIET FORMULAS... 


LIKE A MIRROR! 


Big D’s women, with a ‘‘best-looking in the nation’’ reputation 
to uphold, closely watch face and figure. Caring for so much 
pulchritude makes Dallas a favorable climate for cosmetics, 
diets, vitamins. (Dallas’ drugstore sales are 46% above 
national average per household.) And The Dallas News, favored 
among families who can better afford to indulge their women, 


is climate.right for selling! SM, May 10, 1961 


NOTHING SELLS BIG D 
y LIKE THE NEWS! 


Women want to think you can make them more 
beautiful. Put bounce in their hair . . . add appeal to 
their lips . . . trim their figures. Say so in The News 
— they believe it! The News’ favorable climate sells. 
Because they believe The News like a good friend's 
recommendation. It reflects confidence, adds convic- 
tion to advertising. That's why The News carries 74% 
more national cosmetics advertising than Dallas’ 
other paper. The climate's the thing. . . even more 
important than The News’ larger circulation! 

Media Records, 1960 


| Ghe Dallas Morning News 


CRESMER & WOODWARD, INC., National Representative / THE LEONARD CO., Florida Travel Representative 


Advertising Age, October 16, 1961 
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| OMAR UPDATED—Four-color spreads like this will feature the “Drink 


| ” . . 
ST. Louls CHICAGO NEW YORK LOS ANGELES MINNEAPOLIS Wonderful theme for E. & J. Gallo Winery, with each spread ex- 
R. T. Berry Philip C. Miller bo py moe Nip Ghartes & Moleter Co. ag Em ay Sage tolling a different wine. Series will run this fall in Ebony, Life, 
le ° ve 5 jationa e . - 

P made — J Weitington 5-3910 icxineten 2-366) DUnkirk e7115. FEderal 3-2229 Look, The Saturday Evening Post and Sunset Magazine. The cam- 
. ; ign is the vintner’s first in magazines; Gallo has been the largest 

Issued at mid-month. Closing date is 10th of ing month. oes ’ 
- ~~ wren advertiser in the industry, but primartly in broadcast media. BBDO, 


San Francisco, is the agency. 
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Alltime Sales High 
Forecast for ‘62 at 


Management Forum 


New York, Oct. 10—Key industry 
groups called the shots for 1962 at 
the annual sales forecasting forum 

| of American Management Assn. 
that ended Oct. 4. All agreed that 
business in the U.S. will be at an 
| alltime high. 

Typical of the sober assessments 
| was the forecast for consumer non- 
durables by Lee S. Bickmore, pres- 
| ident, Nationab Biscuit Co., which 
| expects personal income to be up 
| about 6%, consumer prices about 
|2%, and real income 1.9% next 

year. 

“Those of us in the food business 
are not bothered much with vio- 
lent fluctuations in either sales or 
profits. At a time when the general 

| economy, as measured by GNP, is 
moving by 8% or 9%, and indus- 
trial production by 13% or 14%, 
the biscuit industry index is likely 
to move by only 3%. In a year 
like 1961, this is an enviable posi- 
tion to be in. In a year such as 
1962 promises to be, we look long- 
ingly at the reports of industrial 
suppliers and the manufacturers 
of consumer durables.” 


s William F. Butler, vp, Chase 
Manhattan Bank, said, “Consumers 
are behaving about the way they 
always do.” He believed “the po- 
tential exists for a very good, 
though not ebullient, advance in 
consumer purchases of durable 
goods—autos, appliances, furni- 
ture and the like.” 

Gloom—and not boom—was 
predicted for “the average inhib- 
ited company” in 1962 by Edward 
J. Green, vp, planning and market- 
ing, Westinghouse Air Brake Co. 
He said that many capital equip- 
ment companies which thought 
they had reached a permanent peak 
of guaranteed prosperity were see- 
ing the chickens come home to 
roost. 

While the accountants rode high 
| in the saddle, research, advertis- 
|ing, and manpower development 
|budgets were cut when such 
| “frills” could no longer be charged 
| against excess profits tax. ~ 
| While predicting record-break- 
|ing growth and prosperity for the 
economy as a whole. he believed 
the most important factors affect- 
ing the outlook for capital goods 
equipment companies in 1962 “are 
not economic but managerial.” + 


Adler Heads Sales 

Morton. Adler, formerly presi- 
dent of Cassidy-Richlar, Philadel- 
phia, a direct mail company, has 
been named to-head the newly-es- 
tablished West Coast sales office of 
O. E. McIntyre Inc., New York. 
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Most magazines (including us) like to trumpet circulation gains. Now an elephantine head 
count may be important, but how you get your figures counts, too. This year people will 
spend more money for TV GUIDE than for any other magazine in America. Almost two- 
thirds of this $50,000,000 sale will come from copies sold at full cover price. This evidence 
of positive interest helps explain why TV GulDe’s boom has a solid base. It pays to 
remember that—when you're trying to make sense out of your magazine dollars. 


Best-selling weekly magazine in America 
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Bristol-Myers Buys News; jurday Night Report,” NBC-TV’s|Busch for participating sponsor- | ties as general manager of WNTA- 

NBC Sells Basketball Games “new 15-minute weekly news pro- | ship of the 23-game schedule of the TV. He succeeds Henry S. White, 
Bristol-Myers Co., New York, |gram, featuring Sander Vanocur, | National Basketball Assn., which | who resigned as vp and general 

will sponsor “Bristol-Myers Sat- starting Oct. 21 at 6 pm. (EDT).'started Oct. 14. Mennen’s order | manager of the tv station to join 

Bristol-Myers also has purchased was placed by Grey Advertising, | Filmex, tv film producer, as vp in 

sponsorship of “NBC News After- |Sunbeam’s by Foote, Cone & Beld- | charge of programming. 

HOUSE ORGANS | noon Report,” a five-minute Mon- ing and Anheuser-Busch’s by | 


This form of advertising can make sweet [J day-through-Friday series, pre- Gardner Advertising Co. Svehla Joins Petry 


re tenaive Have publiohed see (sented at 4:55 p.m. (EDT). Young 


James W. Svehla Jr., former! 
on a blotter for 28 years). Pree copy! | & Rubicam made the Bristol-Myers | Gratf Named WNTA-TV Head ‘with KTVI, St. Louis, has joined 


is yy Om Bott a | buys. E. Jonny Graff, president and ‘the radio sales staff in the Chicago 
Leo P. Bott, Jr., 64 E. Jackson, Chicago 


NBC-TV has signed Mennen Co., general manager of WNTA, New- | office of Edward Petry & Co., ra- 
| Sunbeam Corp. and Anheuser- ark, has been given additional du- dio-tv station representative. 


BIG DADDY—Ronson Corp. will pro- 

mote its new Big Daddy electric 

shaver—the CFL 300—in 35 news- 

papers in key markets with b&w 

ads like this. Papert, Koenig, Lois 
is the agency. 


P.O. Starts Solons’ 
‘Postal Patron’ 
Mailings Oct. 16 


WASHINGTON, Oct. 10—Congress 
was Officially notified that begin- 
ning Oct. 16 the Post Office De- 
partment will let congressmen 
send franked mail addressed only 
'to “postal patron,” without street 
address. 

This new privilege for mem- 
bers of Congress was approved af- 
ter the House amended an appro- 
priations bill to specify that the 
department was authorized to ex- 
tend the household delivery privi- 
lege to members of Congress (AA, 
Oct. 9). 

The new “householder” privilege 
which congressmen voted for 
themselves is similar to the unad- 
dressed “householder” mail ser- 
vice which was handled for all 
bulk third class patrons for a brief 
period in 1957, and abandoned in 
the face of protests from house- 
wives, newspapers and mailing list 
brokers. 

The department said its deci- 
sion to handle unaddressed con- 
gressional mail for delivery to pa- 
trons on city carrier routes “is in 
conformance with the intent of the 
new law.” The department said 
“the per piece handling cost for 
congressional mail, addressed to 
‘postal patron’ without street ad- 
dress on city carrier routes and 
post offices, will be less than the 
same mail fully addressed to each 
householder.” 


THIS* PICTURE REVEALS WHAT A GREAT CHALLENGER CAN DO! patrcn'ma without stret address 


on city routes applies only to mem- 
bers of Congress.” + 


*Now a New York restaurateur, this 
former world heavy-weight champion 
won the greatest challenge of his 
career by successfully turning boxing 
into a million dollar sport 

Who is he? 


Columbia Records Names 2 


Here is a market that warrants your intensive When you buy the Herald-Express, you buy John Kurland, formerly with 
' ‘ " the press information department 
cultivation. Herald-Express households have reader confidence, reader responsiveness, the at RCA Victor Records, has been 
x rn N . F . named to the new post of director 
an Effective Buying Income of $2,936,160,000. largest evening newspaper circulation in Western of public relations and informa- 
oe . : . 4 tion services of Columbia Records, 
This is a market larger than Boston and Mil- America and the No. 2 daily newspaper in New York. Granville White, pre- 
A . eer : viously a salesman with the Chi- 
waukee combined. Are you getting your share? America’s dynamic No. 2 Market. cago office of Columbia Record 
Distributors, has been appointed 
SOURCES: Herald-Ex Readership Survey. oiales manager of national field promo- 
Management Survey of Buying Power, Copr. tion of Columbia Records Sales 
hasdweg y2e/, | Corp. 
Los Angeles Evening Bob Zak Joins WJBK-TV 


Bob Zak has been named as- 
sistant promotion manager of 
WJBK-TV, Storer Broadcasting 
Co.’s station in Detroit. He re- 
places Dona Shelton, who has. 
been appointed promotion mana- 
ger of WITI-TV, Storer’s Mil- 
waukee station. Mr. Zak formerly 
was a copywriter with Otto Abbs 
Advertising and Karl G. Behr 
Advertising Agency in Detroit. 


HERALD-EXPRESS 


Lar gest Evenin gN ews paper in the West 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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i Competition has a cutting edge that separates the front runner from the also-rans, 

fe clearly, emphatically. And few sites provide so public an arena as the super- 

he market. Here is a battleground for more than 5000 products— including editorial 
products. And here TV GUIDE is in a bull market. People will buy more copies 
(about 125 million) of TV GUIDE in food outlets this year than any other 
magazine in the store. Our customers should be your customers. 


Best-selling weekly magazine in America 
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H&M 


HUTCHINGS & MELVILLE, Inc. 
custom photoengravers 
4043 N. Ravenswood Avenue 
Chicago 13 


— -YouR) 
| PHOTOENGRAVER 


Member of Photoengravers 
Research, Inc. 


Bates Names Angelus; 
Switches Robert Schurlock 

Ted Bates & Co., New York, has 
named Robert Angelus, formerly 
with Colgate-Palmolive Co., to suc- 
ceed George Norris as vp and ac- 
count supervisor on Brown & Wil- 
liamson Tobacco Corp.’s Viceroy 
brand. Mr. Norris resigned recent- 
ly. 
At the same time, Robert Schur- 
/lock, vp, has been named account 
|supervisor on DuMaurier, Ken- 
tucky Kings and John Rose snuff, 
succeeding Bruce Crawford, who 
recently joined Chesebrough- 
| Pond’s. 
| 


|Perma-Chem to Friend-Reiss 

| Perma-Chem Home Products, 
New York, has appointed Friend- 
Reiss Advertising, to handle adver- 
tising for its new Perma-Chem 
household spray. The company 
claims that the new product de- 
\stroys 99% of household bacteria 
|and remains active until removed 
jor covered over. 


SELL THE VITAL TEXAS MARKET! 


5 GREAT TEXAS NEWSPAPERS 
IN TEXAS’ 5 DOMINANT CITIES 


TO INFLUENCE AN AREA CONTAINING: 

Food @ 
Liquor @ 
more of the Texas Group cities. 


Automotive J 


of total Texas volume. 
69% of the volume. 


volume. 


Drugs 


total Texas sales force. 


GIVE YOU THE FINEST, FASTEST OPPORTUNITY 


156 or 74% of the 210 food brokers in Texas. 

63% (1,004) of the 1,600 chain operated food stores 

31 of the 49 wholesale establishments. 10 of the 
remaining 18 are branches with headquarters in one or 


12 of the 16 chain liquor retailers operating 162 stores 
38% of the wholesale motor vehicle dealers doing 86% 


45% of the wholesale equipment outlets representing 
56% of the wholesale tire dealers doing 82% of the 


25 of the 58 wholesale outlets representing 60% of the 


All 12 agents of brokers employing 60 salesmen 
17 of the 26 retail chain drug firms operating 85% 


of Texas stores 


Trade Shows J 
Transportation fj 


attendance 


88% of all Texas Trade Shows with 98% of total state 


93% of the airline flights into, out of, or within 


Texas originate, serve or terminate at one of the Texas 


Group cities 


service to a Texas Group city. 


7 of the 8 major bus lines serve Texas Group cities, 
and the remaining line has co-operative thru-bus 


87% of the passenger trains originate in, or have major 
make-up stops or connections in the Texas Group cities 


Banking [J 993 of the 1,009 Texas banks with total deposits of 


$12 Billion 


880,000 DAILY CIRCULATION INFLUENCES 6,400,000 PEOPLE IN 152 COUNTIES 


One Order- One Rate- One Representative / Up to 23% in Discounts 


The 
TEXAS 
GROUP” 


nationally represented by 
The Branham Company 


@ BEAUMONT ENTERPRISE AND JOURNAL 
@ DALLAS TIMES HERALD 

@ FORT WORTH STAR-TELEGRAM 

@ HOUSTON CHRONICLE 

@ SAN ANTONIO EXPRESS AND NEWS 


Advertising Age, October 16, 1961 


Coming 
Conventions 


(Listed Alphabetically) 

Advertising Federation of America, 3rd 
district, Jack Tar Hotel, Durham, N. C., 
Oct. 19-21; 2nd district, Hotel Hershey, 
Hershey, Pa., Nov. 10-12; 8th district, 
Hotel St. Paul, St. Paul, Minn., Nov. 24-25. 

Agency Management Seminar, spon- 
sored by Advertising Age, La Salle Ho- 
tel, Chicago, Oct. 30-31. 

Agricultural Publishers Assn., annual 
~ rea Chicago Athletic Assn., Oct. 16- 
17. 

American Assn. of Advertising Agencies, 
western region meeting, Hotel del Coro- 
nado, California, Oct. 15-18, eastern re- 
gion meeting, Biltmore Hotel, New York, 
Nov. 15-16. 

American Women in Radio and Televi- 
sion, national convention, Sheraton-Chi- 
cago Hotel, May 3-6, 1962. 

A aad Mitel 


hii ‘Ti 4 fall 
conference, Drake Hotel, Chicago, Oct. 18. 
Assn. of National Advertisers, annual 
meeting, The Homestead, Hot Springs, 
Virginia, Nov. 2-4. 
Audit Bureau of Circulations, annual 
meeting, Drake Hotel, Chicago, Oct. 19-20. 


Broadcasters’ Promotion Assn., annual 
convention, Waldorf-Astoria Hotel, New 
York, Nov. 6-8. 


Financial Public Relations Assn., 16th 
annual convention, American Hotel, Bal 
Harbour, Fla., Nov. 26-30. 


Industrial Advertising Research Insti- 
tute, second annual research forums, Plaza 
Hotel, New York, Oct. 18, and Sheraton- 
Blackstone Hotel, Chicago, Oct. 25. 


Mutual Advertising Agency Network, 
management meeting, Palmer House, 
Chicago, Oct. 26-28. 


National Assn. of Broadcasters, regional 
conferences: Hotel Utah, Salt Lake City, 
Oct. 18; Sheraton Palace, San Francisco, 
Oct. 20; Somerset Hotel, Boston, Nov. 10; 
Pittsburgh-Hilton Hotel, Pittsburgh, Nov. 
13; Leamington Hotel, Minneapolis, Nov. 
15; Robert Meyer Hotel, Jacksonville, 
Nov. 20. 

National Assn. of Educational Broad- 
casters, annual convention, Willard Hotel, 
Washington, D. C., Oct. 23-26. 

National Newspaper Promotion Assn., 
midwest regional meeting, Jack Tar Ho- 
tel, Lansing, Mich., Oct. 21-24. 


Outdoor Advertising Assn. of America, 
annual meeting, Diplomat Hotel, Holly- 
wood-By-The-Sea, Fla., Oct. 22-27. 


Point-of-Purchase Advertising Institute, 
15th annual symposium and exhibit, Mc- 
Cormick Place, Chicago, Nov. 17-9. 


Southern Newspaper Publishers Assn., 
58th annual convention, Boca Raton Hotel, 
Boca Raton, Fla., Nov. 13-15. 


Television Bureau of Advertising, an- 
nual meeting, Statler-Hilton Hotel, De- 
troit, Nov. 15-17. 


Lennen & Newell Names 7 

Lennen & Newell, New York, 
has named four art directors. They 
are Thomas Knitch, formerly a tv 
creative coordinator of Ted Bates 
& Co.; John Elliott, formerly in 
Ted Bates’ art department; Char- 
lotte Melville, a freelance artist; 
and Samuel Q. Weissman, former- 
ly of Monroe Greenthal Co. The 
agency has also named three to its 
research department. Gabriel Ber- 
ner, formerly a sales analyst with 
Pepsi-Cola Co., has joined the 
agency as a market research proj- 
ect director. Louis Schatz, formerly 
with Oxtoby-Smith, and Tony Si- 
ciliano, formerly with Benton & 
Bowles, have been named creative 
research project directors. 


WTMT Option Obtained 


Three executives of WTMT, 
Louisville radio station, have ob- 
tained an option to buy the sta- 
tion from Jefferson Broadcasting 
Co. They are Bernard Groven, gen- 
eral manager; Robert Campbell, 
business manager; and Richard 
Grundle, commercial manager. 
They have incorporated as CBM 
Inc. Purchase price is reportedly 
about $375,000. 


Name Tyler Co-Chairman 

William D. Tyler, exec vp of 
Benton & Bowles, has been named 
co-chairman of the committee for 
the improvement of advertising 
content, sponsored by the Assn. of 
National Advertisers and _ the 
American Assn. of Advertising 
Agencies. Edward G. Gerbic, vp of 
Hevblein Inc., continues as a co- 
chairman. 
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Pleasanter than Usual Impression 


‘It is often possible to get people to relax their purse strings by getting them to 
relax themselves all over. 


“One way to accomplish this is to make a pleasanter-than-usual impression. 


‘We believe people are so hungry for the unpretentious and unponderous, that 
sometimes the lighter the touch, the heavier the wallop. 


‘Furthermore, living as we are under the shadow of the atom bomb, everyone is 
hungry for a bit of fun —even in selling. 


‘But it must be fun with a place, a meaning, and a touch.” 
From a recent advertisement 
in Advertising Age 
for Leo Burnett Co.,, Inc. 


PHOTO BY DUANE MICHALS 


SPORTS ILLUSTRATED is a newsmagazine, concentrating each week on the running 
story of today’s energetic, purposeful living to which it strives to be attuned. If it is 
occasionally humorous, it is because it deals with an extension of the human spirit 
which most resembles play. (It has been said, aptly, that the four things men live by 
are love, work, play and prayer.) If it reveals overtones of morality, that is because 
sport is best conducted as life is best lived, under fixed and known rules of the game. 
But in sport these are far from pretentious or ponderous. Above all, its subject 
matter presumes excellence: admiring excellence, achieving excellence. It is written 
and illustrated by and for people to whom expert performance is the highest striv- 
ing; to whom sport is a meaningful, joyous mode of expression. 


Sports Illustrated 
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As visionary as Ben Franklin are today’s electronics | 
engineers, sending up their thought-kites in intellec- 
tual thunderstorms. But only to a few is it given that 


they illumine the world with the lightning of their 
discoveries. 
Yet the kite-flying must continue, and with each out- 
quick to recognize its author. 
In 1961 the Founders 
Award—reserved for rare 
occasions — has been be- 
ing profession’ and for having greatly increased the 
impact of electronics on public welfare. 
In honoring Mr. Bown the IRE honors, too, its entire 
membership, that so often gives proof of its calibre 
findings are published in Proceedings, so that they 
become a part of our national pool of knowledge. 
When you advertise in Proceedings your firm can 
proudly share in this worthy enterprise. 


standing achievement in electronics, the | 
LY KITES? | 
stowed on Ralph Bown for “‘out- 
and dedication. IRE's members are carrying on vital 
2 
Proceedings of the IRE 


Institute of Radio Engineers is 

standing contributions to the radio-engineer- | 
research throughout the world; each month their 
Adv. Dept., 72 West 45th Street, New York 36. MUrray Hill 2-6606 


IN 
PORTLAND 
OREGON 


KOIN-TV is Portland's resultful sta- 
tion because it reaches 7 of every 10 
homes in a rich 33 county area, with 
highest ratings (see latest Nielsen). 


© Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


Advertising Age, October 16, 1961 


Getting Personal 


New Editions Dept.—Jennifer Lynn, who weighed in at 7 Ibs., 13 
oz. on Oct. 2, is the latest addition for Emmett Curme, AA associate 
editor in Chicago, and his wife Barbara. Jennifer has two brothers 
and three sisters... 

It’s a new daughter as well as a new title for Milt Moskowitz, for- 
mer international editor of ADVERTISING AGE. On Oct. 3, the day after 
he joined Alfred Politz as a vp, his third child, first daughter, Abi- 
gail, was born... John E. Lynge, president of the Lynge Corp., New 
York, is a seventh-time father, with the birth of 9 Ib., 4 oz. Steph- 
anie Ruth, Sept. 24... 

Richard Munson, an account exec at Doherty, Clifford, Steers & 
Shenfield, won out over 1,000 admen who entered the “You Pick the 
Prize” contest, sponsored by the Ladies’ Home Journal. He most 


BATTLE READY—Cocking his ear for the sound of distant trumpets is 

Al Iftiger, Fuller & Smith & Ross media buyer who was recently 

recalled to active duty with the Air Force. Here Al, in mufti, gets 

moral support from his uniformed colleagues at the agency’s Los 
Angeles office. 


closely estimated the Journal’s August newsstand sales, thereby 
winning the privilege of choosing his prize from its September ads. 
His (and his family’s) choice: a Baldwin spinet piano... 

Community minded: Norman L. Cahners, chairman of Cahners 
Publishing Co., has been appointed to the board of trustees of Opera 
Group Inc., Boston ... Victor A. Bennett, president of his own New 
York agency, is serving as chairman of programming for the “Ball 
of the Oranges,” northern New Jersey’s major charity and social 
affair ... Last year a Madison Ave. foursome used their professional 
talents to make the Mamaroneck, N. Y., Community Chest drive 98% 
successful. The result: They’ve been reappointed for this year’s 
fund drive. The hard-working group: Joe Dine of CBS News (Com- 
munity Chest president); Ralph Froelich of Grey Advertising (cam- 
paign chairman); Herbert Bijur of McCall’s (first vp); Robert S. 
Arbib of D’Arcy Advertising (a director) ... 


Villaume 


Donovan 
HONORED—Emerson Foote, president of McCann-Erickson, was hon- 
ored recently for his contributions to advertising by an old alma 
mater, International Correspondence Schools. A special award was 
presented to Mr. Foote by John C. Villaume, president of ICS, while 
Mort Rosenthal, president of the Scranton, Pa., Advertising and 
Sales Club, and William M. Donovan, advertising director of the 
school and the club’s promotion director, stand by. 


Rosenthal Foote 


Bob Becker, art director with Earle Ludgin & Co., Chicago, is 
having his first fine art exhibit during October at the Old Orchard 
Bank & Trust in Skokie... 

Bernard Kilgore, president of the Wall Street Journal, will receive 
the Colby College Elijah Parrish Lovejoy Award for 1961 in Water- 
ville, Me., on Nov. 9 

John F. Whalley, secretary-treasurer of Needham, Louis & Brorby 
Ltd., Toronto, is winner of the Canadian Assn. of Advertising Agen- 
cies 1961 golf championship. He took the crown from last year’s 
winner, Bruce W. McLean, an NL&B account supervisor... 
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Recommended ...specified... 
approved...requisitioned. These 

are typical buying actions taken 
by industry's top buyers after 


consulting manufacturers’ catalogs 


in Sweet's. These catalogs give 
buyers and specifiers the 
product facts they must have 
when buying needs arise. More 
than 80 buying-action studies 

in six basic industrial and 
construction markets document 
the buying activity a catalog in 
Sweet’s can produce for your 
product. Your Sweet's District 
Manager will gladly review the 
results of these studies with you. 
Sweet’s Catalog Service, Division 
of F. W. Dodge Corp., 119 West 
40th St., New York, N. Y. 


Pigreg 
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The Facts of Leadership: #2 


In the first half of 1961, 
TIME’s newsstand : 
sales averaged 27% 
higher than last year... 
more than three times 
the gain of Newsweek, 
almost three times the 
gain of U.S. News. When 
busy people choose, 
they choose TIME. 
Important advertising 
belongs in TIME... 
America’s Most 


Important Magazine. 
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|SSCB Appoints Ballin 
animation, inc. solves ticklish problems - hollywood calif. Bre | Robert Ballin, a vp in the Holly- 

aay: ‘ oy ae ae wood office of Sullivan, Stauffer, 
Colwell & Bayles, has been ap- 
| pointed head of that office. He suc- 
ceeds Jack Van Nostrand, also a 
| vp, who will continue to work for 
|the agency as a consultant on its 
| tv programs originating in Holly- 
wood. 


\ETTV Promotes Hoffman 

James Hoffman has been pro- 
| moted from assistant national sales 
manager to director of merchan- 
dising and promotion for KTTV, 
Los Angeles. He succeeds Jack 
O’Mara, who has resigned to join 
Television Bureau of Advertising 
as director of the western division. 


‘Skipper’ Names Two 
Monroe B. Hall Jr., who joined 
The Skipper, Annapolis, last spring 


as advertising manager, has been 
appointed advertising director. 
John P. Walter, previously with 
LaFrance Industries, succeeds Mr. 
Hall. 


Petersen Names Baker 

Robert A. Baker, formerly with 
Independent News Co., has been 
appointed director of retail sales 
for Petersen Publishing Co., Los 
Angeles. 


‘Redbook’ Appoints Hagerty 

John J. Hagerty, previously with 
Family Weekly, has been named 
to the sales staff of Redbook, New 
York. 


Baker Joins KITT as VP 
Ray Baker has joined KITT, San 


| Diego, as a vp. Mr. Baker was for- 
j}merly general sales manager of 
|KFSD, San Diego (now KOGO). 


He's got all the AMMUNITION he needs! 


And it's all in that keg. Tampa T’n T. The low-cost Tampa Tribune and Tampa Times combina- 
tion. Look at this. This one buy gets you merchandisable® coverage in 18 Key West Coast and Central 


Florida cities — including 


T’n T deserves a spot in your TOP SCHEDULES! 


Market data from SM 1961 Survey of Buying Power. 


rue Tampa 


Represented Nationally by Sawyer-Ferguson-Walker Company 


virtually 100% average daily household coverage of Tampa — Florida's 
second market! Plus 100% of Brooksville, Dade City, Lake Wales, Sebring, Wauchula and Winter 
Haven; 98% of Plant City; 91% of Avon Park; 80% of Bartow; 79% of Arcadia; 56% of Lakeland; 49% of 
Bradenton; 40% of Clearwater; 38% of Okeechobee; 37% of Ocala; 29% of Sarasota; 20% of Gainesville. 
Tampa T’nT delivers 42% average daily household coverage of our total 25-county home de- 
area! For more facts, write us or contact your nearest Sawyer-Ferguson-Walker office. Tampa 


*20% — 100% average daily household coverage. Households, 1960 U.S. Census. Circulation, ABC — 3/31/61. 
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See, feel, and hear the difference! 


TAKE OUR NEW SIMCA ‘5 
SHOWDOWN DRIVE! 


There are 5 big 
sensataonal new 


ferences between the comfort. safety and luxury will make you 
forget all your old seas about 


a 
Sanca 


he ecomomy car that 
shomps ONLY on pas’ 


DEALER NAME 
ADDRESS 


SENSIBLE TEST—Simca dealers will 

use ads like this 300-line newspa- 

per co-op insertion inviting pros- 

pects to take the “showdown drive” 

to check Simca’s “five big differ- 
ences.” 


Simca Co-op Plan 


Aims to Increase 


‘Dealers’ Promotion 


Detroit, Oct. 10—Chrysler has 
set up a cooperative advertising 
program aimed at increasing local 
level promotion by Simca dealers 
in the U. S. 

Called an “advertising allowance 
program,” the plan offers a dealer 
either 50% of his total advertis- 
ing expenditure or $20 per unit 
shipped to him, whichever is less. 
Materials are provided free to the 
dealer by the Simca agency, Rich- 
ard N. Meltzer Advertising, De- 
troit. 

Nearly 40% of Simca’s advertis- 
ing budget for the '62 model year 
is tabbed for the dealer cooperative 
(AA, Oct. 2). The factory will sup- 
port the dealer advertising with 
national magazine advertising in 
nine publications. 

Here is the way the Simca plan 
works. Every Simca ‘5’ ordered 
will accrue a $20 credit. (The new 
‘5’ model is the only Simca being 
|imported this year by Chrysler 
Corp.) 


® The dealer schedules his own 
advertising, using either the Melt- 
zer-prepared material or writing 
his own copy. To qualify for reim- 
bursement, the advertising must 
be devoted exclusively to Simca 
and must be limited to newspapers, 
radio, tv or billboards, or any 
combination. 

The dealer is paid when he sub- 
|mits proof of performance—tear- 
|sheets, broadcast affidavits, copy, 
contracts, invoices, etc. 

Material available includes 60, 
| 30 and 20-second radio and tv 
scripts; two 24-sheet posters; plus 
a wide selection of newspaper 
mats. + 


Norge Distributes Dolls 
in International Promotion 
| Borg-Warner International 


Corp., Chicago, is distributing 
“Miss Norge” dolls in foreign mar- 
kets as part of 

s promotion on 

} behalf of its 
| Norge division. 
dered more than 

3,000 of the 

dolls, known as 


a Christmas 
| » Dealers and 
distrib u- 
YA XN tors have or- 

| “Norgette” in 


Europe, the 
Middle East, 
Far East and 


Africa, and as “Norgita” in Latin 
America. The dolls, used as a sales 
stimulant, are designed for local 
| tie-in promotions by the dealers in 
‘the various countries. Mayer, 
|/Klann, Linabury Advertising, Ben- 
|ton Harbor, Mich., developed the 
| promotion. 
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Are you guilty of 
HALF-WAY ADVERTISING 


in the Seattle market? 
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@ ABERDEEN | eR a Covcade Moutohe, fst 48 es 
OLYMPIA & East from the shores of Puget 
74 ) Sound; from the Canadian bor- 
} der to Lewis County on the South, 
Rie Mitaietcmeniane ie ee including the Grays Harbor area. 


Ir you stop your selling in the Seattle market at 
the King County line, then the Seattle newspapers 
alone do a complete coverage job. 

But, if you sell throughout the TOTAL Seattle 
&g market (most items do) then the Seattle news- 
-_ papers alone can’t do the job. Only HALF the 
ey. 1,864,000 people in the TOTAL Seattle market live 
es in King County ... nearly HALF the retail sales are 

| ie made outside King County. 
_ With TOTAL annual volume for the market of 
a more than 2% billion dollars, it doesn’t make sense 

to blithely ignore half of it. 


| ONE ORDER NELSON 
Nelson Roberts & Associates represents om Gh 

, nearly all the daily newspapers in the meee Oe 
TOTAL Seattle market outside King Coun- * Seattle 

ty. Eight of them may be covered with a - me 

: single order. Even though two of the other ion Nt ae 
$ newspapers are not now represented by io pa 
Nelson Roberts & Associates, they can be © Deel 

, handled on this basis as an accommoda- i, Gas ee 

: tion to the advertiser or agency. © Denver 
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@ CENTRALIA-CHEHALIS J 


You CAN have both halves if you buy ONE 
Seattle newspaper and the nine LOCAL dailies in 
the market area. This buy gives you 71.6% penetra- 
tion in the TOTAL market—massive penetration 
you can merchandise in every city, town and county. 

This additional volume in the “outside” half can 
often make or break your venture into Seattle. With 
some items sales are far better in the non-metro- 
politan areas. The best way to get. this “outside” 
business is full penetration in BOTH halves. Your 
Nelson Roberts man will gladly show you how—for 
only pennies more per line. 


ROBERTS & ASSOCIATES, INC. 


formerly WEST-HOLLIDAY CO., Inc. 
Representing daily newspapers throughout the Pacific Area 
including these marked* in the Total Seattie Market Area: 
Bellingham Herald, Bellingham* 
Skagit Valley Herald, Mt. Vernon* 
Everett Daily Herald, Everett* 
Port Angeles News, Port Angeles 


Daily Olympian, Olympia 

Aberdeen Daily World, Aberdeen* 

The Daily-Chronicle, Centralia-Chehalis* 
Bremerton Sun, Bremerton* 
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YOU NEED ALL OF GEORGIA, TOO! 


You couldn’t make coffee in this...anmy more than you 
can cover booming Georgia with one newspaper buy. So 
use Atlanta and the Georgia Group. Get effective cov- 
erage in areas containing 85% of the state’s people, 87% 
of its spendable income. The Augusta, Columbus, Macon 
and Savannah papers serve 4 of Georgia’s 5 primary 
markets—deliver the rich “missing half” with 1 order, 1 
bill, 1 check. Your local Branham Man has all the details. 


THE « 
auGusta Chronicle and Herald 
co_umBus Ledger and Enquirer 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


MACON Telegraph and News 
SAVANNAH News and Press 


Allan Scott Leaves 
MacLaren to Head 
New Ultravite Labs 


ToRONTO, Oct. 11—One of Can- 
ada’s best-known and most suc- 
cessful young advertising men has 
resigned from MacLaren Adver- 
tising Co. Ltd., the country’s larg- 


himself. 

He is Allan J. Scott, 37, formerly 
a vice-president of MacLaren, in 
charge of 70 of Canada’s blue chip 
accounts. 

He will become general manager 
and a principal stockholder in Ul- 
travite Laboratories Ltd., Toronto, 
a new publicly owned company in 
the health and beauty aids field. 
MacLaren has not yet named a) 
| successor to Mr. Scott. 

Toronto-born Allan Scott, a slim 
| six- -footer with a potent personal- 
ity, expresses himself with exact- | 
ness and relevance. But he also has 
a fine appreciation of the absurd 


The Canadian business press offers you the most 
direct and influential media for your sales mes- 
sage to Canadian businessmen, professional men, 
technical men. The Canadian business press is 
based in Canada, edited in Canada, and informs 
and influences Canadians in terms of their unique 
circumstances and requirements. 

In Canada, the authority of these journals is 
unequalled by any other media; the directness 
and economy they offer is unapproachable. There 


CANADIAN 


est agency, to go into business for 


is no waste circulation; all B.N.A. (Business 
Newspapers Association) members are required 
to sustain recognized audits. 

Your advertising message, in a Canadian business 
publication, is seen in an environment that gives 
it strength. Check the business publications list- 
ing in the SRDS volume, Canadian Media Rates 
and Data, for the field you wish to reach, or 
Business Newspapers Association of Canada, 
100 University Avenue, Toronto 1. 


61-51R 


Look for this Maple Leaf 
in the SRDS listings 


THE BEST CANADIAN BUSINESS 
PUBLICATIONS BEAR THIS EMBLEM 


BUSINESS 
Newsparers 


BRING BUSINESS NEWS TO BUSINESSMEN AND GET RESULTS FOR ADVERTISERS 


Advertising Age, October 16, 1961 


“SHE LAUGHED WHEN | WHIPPED UP A SALAD...” 


— but on (MA tue chenged ol That — an 8 con ter pow! 


SUCCESS STORY—This is the opening 
ad breaking in Sports Illustrated 
for Insurance Co. of North Amer- 
ica, relating how the INA insur- 
ance man has enhanced his pres- 
tige at home by concentrating on 
North American package policies. 
| Insurance trade journals will carry 
a four-page color ad during the 
eight-week campaign. N. W. Ayer 
& Son is the agency. 


| —a combination of characteristics 
| that helped propel him to top lev- 
,els of the advertising business in 


14 years. 
|@ He helped found Resdan Prod- 
| ucts, which produced a successful 
anti-dandruff remedy and was 
later sold to Whitehall Laborato- 
ries, a subsidiary of American 
Home Products, and was a found- 
ing director of E. P. Chester Ltd., 
which markets Angel Wear baby 
products. 

Following service as a pilot in 
the RCAF, Mr. Scott was gradu- 
ated from the University of To- 
ronto and worked as a reporter 
for the Toronto Daily Star. 

He joined the public relations 
department of MacLaren Adver- 
tising in 1947, later moving into 
account management. He was 
|rnade a vice-president when he 
was 35. 

When he resigned to join Ultra- 
| vite, Mr. Scott was responsible 
|for the advertising programs of 
| many well-known advertisers, in- 
| cluding the MacLaren segment of 
| Lever Brothers, Dominion Stores 
| and H. J. Heinz. 


| And he administered an account 
| executive department with an an- 
ree salary budget of more than 
| $500,000 (large for Canada). 

| (Mr. Scott, who was a regular— 
| and the last—60-minute center for 
| the University of Toronto’s senior 
| football team, is an accomplished 
|pianist and organist and a well- 
|known writer of verse, parodies 
| and skits. 

Ultravite has head offices in 
| Toronto, a full-staffed laboratory, 
| and has given its account to Mac- 
| Laren. “We have several products 
|in the health and beauty field,” 
|Mr. Scott told ADVERTISING AGE, 
| “and we believe we have sufficient 
| product and marketing adv antages 
to build a sizable business.” 
| Most people who know Mr. Scott 
bee ng doubt that he will. + 
‘Zenith Sets First Poster Push 

Zenith Radio Corp., New York, 
| has started its first subway poster 
| campaign throughout the three 
|New York subway systems. The 
|campaign, which runs through 
| March, 1962, is coordinated with 
‘the New York Zenith distributor’s 
\largest advertising program to date. 
|The color posters, to be changed 
monthly to take advantage of sea- 
sonal selling trends, will reinforce 
the themes employed in Zenith’s 
outdoor posters, newspaper ads in 
the Journal-American, Post, Mir- 
ror, World-Telegram and Newsday 
and the Westchester Group, spot 
radio campaigns on WQXR and 
WTFM and direct mail. Chalek & 
Dreyer is the agency. 
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School’s OPeN...and with it Continental Classroom 
has opened for its fourth year. Continuing the unique vehicle 
NBC established in 1958 — the first and only television educa- 
tional series broadcast simultaneously across the country for 
college credit — Continental Classroom, presented in color, 
breaks new ground this season. Departing from its past con- 
centration on scientific technology (“Atomic Age Physics,” 
“Modern Chemistry,” and “Contemporary Mathematics”), it 
turns to political science with a two-semester course on “The 
Structure and Function of American Government,” a sprightly 
and searching examination of the organization, workings and 
stresses of a democratic political system. The teacher: a dis- 


tinguished scholar of government, Dr. Peter N. Odegard of the 
University of California at Berkeley. A dramatically successful 
experiment in educational television, Continental Classroom 
fills a special niche in the roster of NBC programs, a roster 
which offers a broad range of informational services — from 
documentaries-in-depth on major issues and events to daily news 
reports; from “David Brinkley’s Journal” and Frank McGee’s 
“Here and Now” to “Update” and “1, 2, 3, Go”; from “Meet the 
Press” to “Chet Huntley Reporting”— and which enchants 
millions of families through week after week with the most 
diversified entertainment 


schedule available anywhere. It happens on IB 
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Barney Ross Joins Bennett 
Barney Ross, 


former welter- 
weight and lightweight boxing 


champion, has joined Bennett Pub- 
lic Relations, New York, as a sen- 
ior associate. Mr. Ross will retain 
his post as director of special serv- 


NEW YORK 


MU 2-5253 
CHICAGO 


ST 2-899 


PUBLISHER'S REPRESENTATIVES 


551 STH AVE., N.Y. 17 


6 NO. MICHIGAN AVE. 


WALTER E. BARBER CO., INC. 


ices with Armed Forces News 
Magazine. 


Albert Frank Adds Account 

Albert Frank-Guenther Law, San 
Francisco, has been appointed to 
handle advertising for Varner- 
Ward Leasing Co., San Francisco, 
a new advertisier. 


Research Must Test Buyer's Attitude, Not 
Make Him Copy Expert, Queen Tells AMA 


New York, Oct. 10—A former 
research head of Mogul Williams 
& Saylor advocated an advertising 
research framework which would 
measure a consumer’s “over-all 
buying attitude” instead of treating 
him as a “copy expert.” 

Speaking at a meeting of the 
American Marketing Assn., Dr. 


Harvey Queen, now president of 
the Queen Applied Psychology Co., 
cited two “fallacies” which he said 
make current research techniques 
inadequate. 

First, he said, there is little con- 
nection between seeing an ad and 
buying a product. “It is not a ter- 
ribly difficult matter to attract at- 


Money moves in Cleveland 


Here is the large market with an average effective 
buying income (a high $8,035 per Cuyahoga 
County family) based on a staunch and well 


diversified industry. This is the market that 
produces retail sales larger than those of any 
one of 38 entire states. It’s an easy market to 


reach and sell for the Plain Dealer is a direct 


Mae 


line to the families who spend for everything. 


and PLAIN DEALER families 
move most of it 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
Eastern Travel and Resort Representatives: The Corfield Co., 527 Lexington Avenue, New York 17, New York 


Advertising Age, October 16, 1961 


tention, but it is quite another 
thing to combine this with effec- 
tive persuasion,” he explained. 
The second fallacy is the belief 
that researchers can get a real 
picture of the way a person feels 
about an ad through direct ques- 
tioning. “The motion that human 
beings usually behave rationally 
no longer has many adherents 
among social scientists,” Dr. 
Queen said, ‘yet most people like 
to think that they always behave 
rationally and they are quite anx- 
ious to have others think they do. 


s “When a consumer is asked di- 
rectly for his reaction to an ad, his 
psychological defenses are 
brought into play,” Dr. Queen con- 
tinued. “He suddenly becomes a 
very rational human being and his 
responses are at least partially de- 
termined by how he wishes to ap- 
pear to the interviewer—intelli- 
gent, rational, not readily suggest- 
ible. It is apparent that diagnostic 
copy-testing as it is currently be- 
ing practiced depends a great deal 
jon data of this kind.” 

Dr. Queen suggested that re- 
searchers must consider adver- 
tising as part of man’s learning 
experience. He said such an ap- 
proach would view an ad as “one 
of a number of environmental signs 
or cues—stimuli if you will—that 
‘guide’ the consumer in his buying 
| behavior.” 
| The total response to an ad, he 
|said, would not be measured in 
terms of copy or layout, but in 
terms of “an increased favorable 
attitude” toward the product, re- 
| sulting in an immediate purchase 
or “requiring further reinforce- 
ment or heightened arousal of the 
|particular drive state involved be- 
fore it is translated into buying 
action.” 


@ Under such an arrangement, Dr. 
Queen said, “we can understand 
how in certain cases sufficient 
learning to produce action takes 
place with but one exposure to a 
single ad—Mr. Reeves to the con- 
trary notwithstanding—while in 
others considerable repetition is 
required. 

“We also can understand how 
the purchase of an advertised prod- 
uct that results in an unconfirmed 
|expectancy (where the product 
does not live up to the promises 
made for it) reduces the learning 
‘effect of any future ad for that 
|product and to some extent re- 
| duces the effect of all advertising.” 
| Dr. Queen said a basic principle 
‘of this system is to avoid making 
‘the consumer a “copy expert” by 
asking for his opinion about an ad. 
|Instead, the aim is to learn how 
\the advertising stimulus has in- 
|fluenced a person’s beliefs and 
|expectations, and “restructured” 
|his perceptions so that he responds 
more favorably than before ex- 
| posure to the advertising. Thus, no 
| questions are asked about the ad 
itself. 


| “Establishment of a cause-and- 
| effect relationship between result- 
ant buying attitudes and specific 
impressions conveyed by the ad 
allows for reliable prediction of 
future ad performance, for proper 
utilization of the test data in de- 
veloping and refining campaign 
strategy,” Dr. Queen explained. # 


Progress Sets Push 

Progress Mfg. Co., Philadelphia, 
manufacturer of residential light- 
ing and related electrical products, 
has set its largest advertising cam- 
paign to date, with fall ads sched- 
uled for American Motel, Better 
Homes & Gardens Home Improve- 
ment Annual, Better Homes & 
Gardens Kitchen Ideas, Building 
Supply News, Contractors Electri- 
cal Equipment, 


Electricity in 
Building & Lighting, Hardware 
Age, Hardware Retailer, House 


Beautiful, House & Garden, House 
& Home, Interior Design, Kitchen 
Business, and Lighting. Alfred 
Auerbach Associates, New York, is 
the agency. 
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S WATCH-AND-WAIT?8 


Your advertising can accomplish more 
...in less time...starting right now. 


A 


SELLINGS 


Is old-fashioned advertising thinking causing an 
unnecessary drag on your selling speed? 

You can get more done—faster—through The Wall 
¢ Street Journal . .. because The Journal gets there first 
and gets read first. 


It’s a daily. It’s the only national business daily. With 
The Wall Street Journal you can telescope your ad 
campaign so that you reach your destination much sooner. 
You can extend the frequency of your advertising to 
such an extent, that within a few months you’d make 
: m\ more market impressions than you could get in years 
B@a\ using other, slower management media. 
sN Always remember this: You can set your own selling 
4 pace. Your prospect’s ability to absorb a series of sales 
4 ads is not limited to one message per week or month. 
Weeks and months are arbitrary printing cycles, not 
laws of human nature. 

Chances are The Wall Street Journal is what your 
company’s top people depend on for their very latest 
business information every business day. The same is true 
in the companies you’d like most to be selling more. 
There’s no time like now for selling if you make sure 
you get the competitive edge that the only national 
business daily can give you. 

Use The Wall Street Journal. Use it big. Use it 
often. Here you can advertise as you wish, when 
you wish ...and convert your wishes into sales—fast. 


‘ 


CHAINED 
TO AN 
OLD-FASHIONED: 


Better results... faster... for less—the modern way: 
THE WALL STREET JOURNAL Published at: New York, Washington, D. C. and Chicopee Falls, Mass. + Chicago and Cleveland + Dallas + San Francisco 
... and big, new Riverside (Calif.) plant now under way. 
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WANT TO SELL FARMERS OVERSEAS? 


YY car tases manbet can be co wide ond grees 
ous as the world! Now, many manufacturers of 


coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


1014 WYANDOTTE ST., KANSAS CITY 5, MO, 


Tees © et commen ae # he get 
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AGRICULTURA WORLD publications like the Times, the Guardian and Scope’s Factory & 
de las AMERIC AS F ARMING Office Service. Ads, featuring the “managing director,” offer a bro- 


chure by writing to John Bull, a real person, and the director of 

sales for Pitney-Bowes. Only Mr. Bull’s middle initial is fictitious; 

it changes to serve as a key to replies. S. C. Peacock Ltd. is the 
agency. 


“SELL US ON SUNDAY” says BUFFALO 


303,666 FAMILIES IN THE BUFFALO MARKET 
BUY THE SUNDAY COURIER-EXPRESS... 


. .. that’s the largest circulation of any newspaper—daily or Sunday—in New York 
State outside metropolitan New York City. Western New York families look 
forward to Buffalo’s ONLY Sunday newspaper for their week-end news, 
and their favorite features (color comics, Sunday Pictorial, Parade, Ameri- 
can Weekly, plus a host of other popular editorial features of real local 
interest.) In fact, these readers spend over three million dollars annually 
for the Sunday Courier-Express. 


Knowing this, businessmen place the equivalent of 85 pages of 
advertising in the Courier-Express on a typical Sunday. Take your 
cue from the advertisers who know the market best . . . schedule the 

Sunday Courier-Express and the Morning Courier-Express to 
reach the families of Western New York when 
they want to be sold! 


ROP COLOR 
7 DAYS 


R. O. P. Color Linage 
Surpasses 1960 in 
First Eight Months 


New York, Oct. 10—R.o.p. color 
advertising in newspapers for the 
first eight months of 1961 is 8,400,- 
000 lines ahead of the total for the 
same period last year. Total linage 
through August, 1961, was put at 
11,620,467 by the “Hoe R.O.P. Color 
Report,” prepared by Media Rec- 
ords. 

August alone, with 15,008,016 
lines, was 14.4% better than the 
same month in 1960. 

‘Meanwhile, b&w newspaper ad- 
vertising in August showed the 
first monthly gain of the year. Lin- 
age for the eight months was 3.2 
billion. # 


Lapham Named Ad Director 
of Conde Nast Publications 
Robert J. Lapham has been 
appointed advertising director of 
Conde Nast Publications, New 
York, in what the company 
termed “part of 
a reorganiza- 
tion and re- 
alignment of 
duties in the 
corporate ad- 
vertising pic- 
ture.” The post 
had not been 
filled in recent 
years. Mr. Lap- 
ham previously 
was West Coast 
Robert J. Lapham manager of 
Vogue; he was 
transferred to New York last May 
as assistant to Perry Ruston, vp 
and general manager. 


Publicker Expands Drive 

Publicker Distiller Products, 
Philadelphia, has added 25 radio 
stations to its Old Hickory bourbon 
schedule in the past six weeks, 
bringing the total to about 56 (AA, 
Aug. 28). Each station is carrying 
from 10 to 20 spots per week, pri- 
marily 30s, after 9 p.m. Schedules 
for Publicker’s White Label whisky 
on about 28 radio stations and for 
McCallum’s scotch on two New 
York stations are continuing. El- 
lington & Co. is the agency for Old 
Hickory and McCallum’s and Al 
Paul Lefton Co. handles White La- 
bel. 


Grubinger Promoted 

Eric W. Grubinger has been 
named to the newly created posi- 
jtion of manager of sales promo- 
|tion for the electronic data pro- 
|cessing division of Minneapolis- 
Honeywell Regulator Co., Boston. 
The EDP’s special service depart- 
ment, which has been under Mr. 
Grubinger’s direction since 1960, 
lhas been merged with the new 
'sales promotion department. 
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ZERO HOUR — The bonus is in the bag and the bag’s in 
the old tin hat — and, in an election year, that's that. 


McG RAW-HILL 
PUBLISHING 
COMPANY, inc. 


‘Why not 1936? 


In 1936, the leader in industrial and busi- 
ness advertising was not Business Week. 


Some people just didn’t know us well enough. 


They didn’t know that Business Week was 
the first magazine devoted to all the busi- 
ness news, dedicated to the interests of 
America’s management men. 


They didn’t know Business Week virtually 
selected its audience. First through its edi- 
torial content —then by soliciting paid sub- 
scriptions only from the decision-makers of 
business and industry, and turning down 


almost all other subscription requests. 


Some advertisers didn’t know that Business 
Week was a comprehensive guide to man- 
agement action—used in effecting policy, 
making decisions, and buying merchandise. 
They didn’t know that Business Week was 
the most efficient, effective way of reaching 
topmanagement in the business community. 


They must have found out. 1936 was the 
last year BW settled for second place. Every 
year since, business and industrial adver- 
tisers have chosen it over all other general, 
general-business, and news magazines. That 


record has been unbroken for 25 years. 
There are differences today. The cover is 
different. The circulation is larger. The im- 
pact is greater. The effectiveness has had a 
generation of proof. 

Today, most business advertisers know 
Business Week. And they know that it 
offers them the greatest management reader- 
ship per dollar of any publication in the field. 
Question: When should you tell your story 
to the most influential business audience in 
America? 

Answer: Right now. 
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The readers of True—the world’s largest man's 
magazine — will spend over $600,000,000 on vaca- 
tion travel in 1962. . 


$1.00 in True will reach 77 men who spend over 
$200 annually for vacation travel— more than in 
Life, Look or Saturday Evening Post. 


ASK YOUR ADVERTISING AGENCY WHAT TRUE CAN DO FOR YOU 


A FAWCETT 
PUBLICATION 


ee ce) ; eae aes rota ac tt a <i al ite cies 
oa ie a bate ce ease Eig tao. eee y) eines 
ie ee ; aa es: : ie a ea re oes Shes - i ee eae - 
"= Pe ee: 7 ae ah Bae snes ee a pear aah ie 
gee pies ee wine Be Rag cm eet ee ee ced mee oe Lae lon aS ES eae 
A Sees Age oe ee ee Sia. os Sig ape | iis eee eae ee a oe Le eee ele | + Og. ht Same a ea 
= oes e ato Neresalcccoume © Bn ae . an ee ee Ss Sige acter a ag. eae Be Bo gee x. oe a nee Sie s si ares Rf a Bara hw 0 ane a ee et 
ee AN 5 a Re rae Ne eR oe MR le = aM SS =e pions aleagae a Ra LS a a Derecho 2 ee fee GR”. Sn Caen a era ty Ms Spite oy 
pe er SO ai otra sip Ree o = aE Neem Co Ne °C a aaa, > ae eeeege grt (Menem ot oe Se See cee ae ee ‘ieee A Waa ag Ser one _~s po aes 
eo oe ae ve he) < y TR . ent 3 : 33 Sanne . 2 , é aes aoe, we if “Te nee, cae Bele hr Z E mene CAN! uel 
(2 ae og . . , . z . nf bd MeN ce ae te ey 18 
saris ere 
a ee 
ds e. ae jee 
aie oui si, 
7 ” 
a4 2 . : Sst 
Be ‘4 r ‘ ; re hoe 
Pai ae % : Minnie Se 
Boils _ Le ee rn 
ia ; ee 
3 t ; i 
“| : 
Pal b 
7 df ? f 
ee ar. xa ios Se 
; aa oe 
git Seer «. 
aoe. ‘ eae aie Seay cs 
Eh ck ee wae 
4 : tl De a ae 
Sc 3 Sain rey : Ls : 
ee ‘ Soe See 
eee we ' nay Pe kee 
ce. eee f Seas ane 
ee ge 
7 =) t; 
a he 
ee : ee 
Be as a Sa oe 
ea i ee. 
oe. . Goat. ites 
a - iat ? et, 
oe : a : Siig tye ~ 
mS i 4 a 
ae se * Figs eee 
one: ‘ ratte a et ee ee 
= - Te Spee aeate cy oh 
Fite: ee Ree wah eh ees 
Marae es 4 
t- re F 
“Sie : 4 
we 4 
g 7 : 
tice , . + 
ae : 
ait - : ? 
Se" e 
yh ; 
a os as > = Y ep me i F 
ig se be ast 5 F ae 
bs : . > ee sacieiaal Mee AG he 
ae a= ates Re! es . a eal ae oe rep a a . eae ease eee 4 ies = Be a mre 
a Bin Oe Bie’ : ae or i a pie ie eee ; Te taad rae nee i : 
ae a, -_— y Fel > = ° Ly a he a ae ns Aa ites 7 
er Ss: = 4 > Fs ey Ae bet cee es s sate Ps i seats 7 2 
ean eee, ee RE nc boy Wades a ele aie 5 alle rae a <a: : Sie eee ag 
= oe oe Peer we ice a Aerts gs geo ae toe apy ee ane 
pine leo Or ae ye pepe ME he gr op Bie tet ia ie Samat ae tere ears i ae ya 
oh, od et sav Siar aeaes P ita ea : cae sone pa or ? ae ih i - 3 i "gies ie ag rs 
ae para pees ee ea Estee ee on Sees pT eee 
: 23 gees ie A. ae me a NO oe Tet teen Reh, ote S e oh ee e d (id ea 2 : 
uaa EET “9 ae Sete sy s Doha Saeed pec 3 , } a sae rue wae ie 
eee. Bi ee ES : ary Ris ec a ie Lee ca z ao et 
i pte: . r: Bes ie 
Pema? ji ; a aif; So ees eee 
= 2 rie x is i * ye fed ante ae 
Pierce A F Pyare a a 
(gs Be 2 g oer ‘ Porta eas 
Se rahe 25 Ba ay 
ve . Ce 
fy) pe s, pen ens yea aS 15 
Pvenier . pbs aa en 
Eu, : TS ae 
AS } es oe 
ae at : - iy fhe. 
z : 
% igi j eyo ee eee 
<= : , t rears oh a a 
oe z eae arena 
es 2 : sane 
oe ihc ao 
fe i Ee NS 9 Te 
ae . spatter k= in 
pe. : ne oe eRe 
: Por aes 
cee , ERG ire gs ey, 
ee wal a i ey ig al ites a 
‘ ; Deeg.) eh Mae 
ie i Sele ae eee 
a ne 5 Tats PtcecO minim ay 
eos 4 Ce ate ia 
ae te P Veg ie ao ger a : 
ial am - 
; ‘ a . : 
P : : ¢ fo PE 
is = ‘ ae eo 
ie 2 i: nee eo 
“ iS Pa Rare 
"5 a ; . : 
ia ees 7 
Soper ha a4 : r ; , 
: t : As 
eee z i Oa . Been at ‘ 
yee ai . “a : é steed comes 
eS SS Ve : ee 
pecan : 2 ps 3 
i mCP} - ‘ ait 7 I 
ihe . ee 3 hs: =i ry , 
ae 5 i * > x 5 aa 
oO 
be a, sy “ 4 
# : és 
ih i ‘ 
1 - a 
. 7%) : F 
ev é = / . : . + = : Fe Te < ae - Le nnag Gag r — oe 5 AS gee Es y pe a f a: 
& : ee 
= oe Whos a 
; as : ; i Z \ rae en 2 eae Sen ¥ os ee oe Ae = pera tare Li Tien: . oka 
: =: Suh “he ¢ Te, a , i : ae rea ear a 


48 


= 


PHOTO REVIEW \pigy=s ofr 


OF THE WEEK 


Bond Yost Getlin 
100 YEARS YOUNG—Richard C. Bond, president of John Wanamaker, 
accepts plaque from Natt S. Getlin, advertising director of the Phil- 
adelphia Daily News, commemorating the store’s 100th anniversary. 
Twenty-four silver dollars represent Wanamaker’s total receipts 
on its first day of business in 1861. This amount was invested in 
newspaper advertising. Replica of the original ad appears in the 
center of the plaque. Frederick M. Yost, store vp and sales promo- 
tion manager, looks on. 


McElfresh Kimelman levy 


toast—Arthur E. McElfresh of Mr. Boston Distiller Inc.; Henry L. 

Kimelman, commissioner of commerce for the Virgin Islands; and 

David J. Levy of Schenley Industries, toast the foundation of the 

Virgin Island Rum Council. The council will spend $500,000 on an 

advertising, public relations and market research program. Mc- 
Cann-Erickson is the agency. 


We 
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NEW oOFFICeERS—Kenneth L. New- 
bury, Quincy Patriot Ledger, was 
elected president of the New Eng- 
land Newspapers Advertising Ex- 
ecutives Assn. at the group’s meet- 
ing in Boston. Other officers elect- 
ed were Charles Miller, The News, 
Milford, Mass.; James H. Wilson, 
Stamford Advocate, vp; and Nelson 
A. Demers (not in picture), Mid- 
dletown Press, treasurer. James F. 
Duggan, Springfield Newspapers, 
is outgoing president. 


Wilson Miller 


SANTA—This illuminated colorful 5’ 
Santa Claus will be offered to pur- 
chasers of Admiral appliances, tv 
receivers and stereo phonographs 
during the holiday season for $5.95. 


Newbury Duggan 


Dilley Bolo Denler Oleson 


AUTOMOTIVE RESEARCHERS—Attending the Automotive Research Round Table at the De- 
troit Athletic Club to discuss “Research Techniques in the Changing Automotive Mar- 
ket” were R. J. Dilley, lamp division, General Electric; Robert T. Bolo, A. C. Spark 
Plug; John Denler, Allman Co.; Elmer Oleson, Automotive Service Industry Assn.; 


Lange O'Doherty Gibson Rector Oldfield 


Lammiman Voss 


Homer Lange, DeVilbiss; Larry O’Doherty, Acme Quality Paints; Walt Gibson and Fred 
Rector, Fruehauf Trailer Co.; and, from the Dana Corp., Charles Oldfield, of the stand- 
ard equipment division, Lew Lammiman, and Frank Voss. Three dozen executives 
from the East and Midwest attended the conference. 


Carpender Dougherty Morgan Jorgenson Roth 


GOLFERS Ali—The first annual Media Masters Tourney, sponsored by WBTV, Charlotte, 
N.C., and supervised by Golf Digest, attracts such golfers as the following to Seaview 
Country Club, Absecon, N.J.: John Carpender, Grey Advertising; Jack Dougherty, Ted 
Bates & Co.; Earl Morgan, D’Arcy Advertising; Wally Jorgenson, WBTV; Paul Roth, 


Henderson Mclean Jacobs Cookerly Wilson McLean Tillson Yates Carver Olsen Simpson 


Benton & Bowles; David Henderson, Television Advertising Representatives; Sandy William Esty Co. 


McLean, J. Walter Thompson Co.; Sinclair Jacobs, Daniel & Charles; Thomas Cook- 
erly, WBTV. In the chow line after the links spree are Gary Wilson, Ogilvy, Benson 
& Mather; Mr. McLean; Tom Tillson qnd Douglas Yates, TvAR; Jack Carver, Lennen 
& Newell; Richard Olsen, Doherty, Clifford, Steers & Shenfield; and Hal Simpson, 
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# a message to advertising men 


27 FABULOUS HAIRDOS 


‘ADD AND THE WOMEN 
—— CIARKGABIE Ste tome 


who are also businessmen: 


A 40% increase in price. That’s what readers were asked to pay at the 
newsstand when October Good Housekeeping went on sale at 50¢. It 
is now a fact that this issue is an assured sellout, repeat sellout. Beat- 
ing October 1960, ’59, 58, etc. This is significant evidence of editorial 
quality and value. And proof of reader dedication and responsiveness. 
It is a testimonial to the sound publishing philosophy that maintains 
equitable advertising rates. A meaningful and timely message for 
advertising men who are also businessmen, 


qauet OR Brune o> 


2" Guaranteed by ® 
Good Housekeeping 


+ 
20745 anvennst WOH 


Good Housekeeping 


MAGAZINE AND INSTITUTE / A HEARST MAGAZINE 
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Portland is number one in 
the U. S. among cities under 
150,000 population; an ideal 
testing atmosphere for any 
product. 


;one- six 
THAT'S 


Portland is number six in 
the U. S. among ideal testing 
cities regardless of popula- 
tion; a fact due to a consist- 
ently stable economy. 


PORTLAND MAI NE 


Portland is number two of all 
testing cities in New England 
regardless of size; thus the 
ideal city in an ideal market 


area. (source: Sales Management) 


JEWELER’S HOBBY— 
This b&w page 
ad in the Oct. 
28 New Yorker 


for F. J. Cooper 
Inc., Philadelphia 
jeweler, features 
third-generation 
Theodore Cooper 
and his clock col- 
lection. Harvey 
& Thomas is the 
agency. 


coverage of city “rone 94°, coverage ABC retail trade zone 


‘PORTLAND, MAINE NEWSPAPERS 


PORTLAND PRESSHERALD * EVENING EXPRESS * SUNDAY TELEGRAM 


represented by Julius Mathews Specia Agency 


Don’t Tailor Shows to 
Own Tastes, Radio 
Advertisers Told 


New York, Oct. 10—Successful 
advertisers don’t tailor their radio 
|programming to suit their own 
|musical tastes, Arthur H. McCoy, 
|exec vp of John Blair & Co., told 
\the Advertising & Selling Alumni 
of the Advertising Club of New 
York. 

“When you study the successful 
radio advertiser, you find his judg- 
ment of effective radio is not col- 
ored by his own musical tastes,” 
the station representative execu- 
tive said. “And he’s completely im- 
pervious to the enthusiasms of his 
| wife’s cousins or the comments of 
|his country-club friends. 

“To be successful, the adver- 
tiser’s product is designed to appeal 
to the great mass of middle-income 
consumers, the group that repre- 
|sents 77% of all expenditures for 
| goods and services. Naturally, he 
| wants his advertising to be heard 
on radio stations that know how to 
| seed and influence this same vol- 
ume-producing group,” he con- 
tinued. 


. Getting in a word for the kind 
of radio his company sells, Mr. 
McCoy said the elements that give 
radio its great selling power are: 


e “Local interest programming 
which services listeners through- 
out a station’s own area in a per- 
| sonal way no distant programs 
source can readily duplicate. 


e “Local selling personalities, who 
speak the language of the area 
served by the station and endow 
the advertiser’s message with the 
added strength of an implied per- 
sonal endorsement.” # 


in the morning ...in the evening ... and on Sunday 


Guaranteed LIVING ROOM COWERAGE 


that TELLS and SELLS BEST in the MIDWEST! 


In Columbus and Central Ohio, this staff of 607,761 hard-hitting 
salesmen are guaranteed to be cordially invited into more homes 
than any other media. .. guaranteed to tell more people about your 
firm’s products in the morning, in the evening and on Sunday! 
Plan ahead to a more consistent sales pattern in this busy billion, 
dollar TEST CITY market ... secure valuable “extra mileage” from 
every ad budget dollar . . . let the proven sales ability of The 
Columbus Dispatch and The Citizen-Journal go to work for your 
firm to increase your product sales . . . take advantage of our 
optional money-saving combination rates. 


Mactadden Offers Bonds 
Macfadden Publications, New 
York, whose stock is listed on 
the American Stock Exchange, has 
registered with the Securities & 
Exchange Commission $5,300,000 
worth of ten-year convertible sub- 
ordinated debentures for a public 
offering through First Broad St. 
Corp. and Lieberbaum & Co., both 
in New York. Macfadden, Bartell 
Broadcasting and Process Lithog- 
raphers recently merged into one 
communications setup. 


Reynolds & Foster Formed 

Reynolds & Foster, Boston, has 
been formed with Robert W. 
Reynolds as president and Gale P. 
| Foster as vp. Until recently, both 
| were with 
| Boston. 


EVENING AND SUNDAY 


THE COLUMBUS DISPATCH _ 
and THE CITIZEN-JOURNAL 


Represented Nationally by “Adler to Smith/Greenland 
O’MARA & ORMSBEE, INC. | Bill Adler, formerly with Kenyon 


* New York « Chicago « Detroit * San Francisco * Los Angeles |& Eckhardt, has joined Smith/- 


| Greenland Co., New York, as an 
Florida and Caribbean Agea: HAL HERMAN ASSOCIATES, INC., Miami | account supervisor. 


Columbus, Oho 
TEST CITY, USA 


n the center of a fertile 
28-COUNTY TRADING AREA 


cwith @ 


607 761 
CIRCULATION COVERAGE 
by The Columbus Dispatcn 

and Citizen-Journa 


Gam ABC. Retail Trading Zone 
= Geographic Trading Zone 


Sutherland-Abbott, 
MORNING 
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Joseph C. Wilson, President of Xerox Corporation, correlates advertising and growth. 


‘*‘Not long ago we changed our company name to convey more accurately our primary area of 
interest. The fact that this change was necessary reflects our rapid growth in the field of 
graphic communications, a pattern which may have been different without the recognition 
our advertising helped us obtain. We find advertising in leading business publications the 
most effective way of communicating to the entire business community our achievements 


and changing product mix. It is essential in underscoring our new name in major markets.” 


o: McGraw-Hill 


- ° 
. 
Cuca 


TCATIOON S 


McGRAW-HILL PUBLISHING COMPANY, INC. + 330 WEST 42nd ST., NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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New Design Idea: 


A Fiberglass Barrel 


The Desi 
Product design engineering revolution- 
izes firearms with a completely new concept 
—the Winchester Model 59 automatic 
shotgun. Its magnificently balanced Win- 
Lite barrel of glass fibers is the strongest, 
yet lightest, barrel ever made. Weather- 
proof, cool-shooting, fast-pointing— it’s 
the first barrel design breakthrough in 50 
years—a prime example of new engineered 
products that create new markets. 
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The Design Engineer The Design Engineer’s Magazine 


Here is the man responsible for Winchester’s pace- 


Product design engineer S. Kenneth Janson is a regular subscriber to and reader 
setting new Win-Lite fiberglass gun barrel, S. Ken- of PRODUCT ENGINEERING. “‘I like the articles and I like the ads, too,” 
neth Janson, Director of Arms Research and De- he says. “It is crucial to my work to keep abreast of new ideas in design and in 
velopment. He says, ‘““The new design is a success- 


materials use. PRODUCT ENGINEERING does the best job. of constantly 


ful marriage of fiberglass and steel involving metal- informing me of what’s new in product design engineering.” 52,000 product 


lurgy, chemistry, physics and a good deal more. 


engineers pay to read PRODUCT ENGINEERING. They design and engineer yon’ 
Most exciting of all—we have merely tapped the new products. They specify the materials and components for them. In 1961, ’ 7 
possibilities in this area for new product designs $43 billion in materials and components will be specified for engineered prod- «\ 2 
and improvements. The field is now wide open for ucts. To reach and influence this market, start at the starting point (the furat® 
further innovations from this breakthrough.” 


product engineer) in the starting place . . . PRODUCT ENGINEERING. 


A McGRAW-HILL PUBLICATION 
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New York 21 660 Madison Ave. Plaza 9-5245 
San Francisco 11 22 Battery St. YUkon 1-1299 


food & drug 
PACKAGING 


The only news magazine that reaches over 35,000 food 
and drug executives involved in packaging decisions 
accounting for 80% of total packaging purchases. 


MAGAZINES FOR INDUSTRY, INC., publishers of Bottling Industry ¢ Candy Industry and 
Confectioners Journal ¢ Candy Industry Catalog and Formula Book ¢ Food & Drug Packaging 


Chicago6 20 North Wacker Dr. Financial 6-7873 
Los Angeles 35 5478 Wilshire Bivd. WEbster 8-0111 
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FOR THAT “LIVE” LOOK, TAPE IT... 


on SCOTCH® BRAND Live-Action Video Tape! 


“Real-life” presence is the new TV look achieved by today’s 
commercials using “Scotcu” sranp Video Tape. Until now, the 
home-viewer'’s picture has been an ingenious compromise — an 
optical medium shown on an electronic screen. 


Not so with tape! “Scorcn” Branp Video Tape offers complete 
compatibility of picture source and picture —both electronic— 
with a greatly expanded gray scale for gradual transitions from 
absolute black to absolute white. In addition, tape eliminates 
jitter, provides excellent sound quality and an “unlimited” number 
of special effects. 't all adds up to cleaner, crisper originals of 
unsurpassed quality . . . with exceptional Video Tape duplicates 
and kines from master tapes. 

“SCOTCH” is a registered trademark of 3M Company. © 1961, 3M Co. 


Tape has many advantages—for advertiser, agency, producer. 
Playback is immediate, serious goofs can be remedied at once by 
retakes. Special effects are made instantaneously . . . no lab work 
and waiting. Costs are competitive, savings gratifying. 

Tape is easy to work with, no mystery . . . talented specialists 
are available to help you. Prove it to yourself! 
Send your next TV storyboard to your local tape 
producer for an estimate that will surprise you 
—at no cost or obligation. 

Write for the new brochure, “The Show is on 
Video Tape” —a case history of six commercial 
tapings. Enclose 25¢ to: 3M Co., Box 3500, 
St Paul 6, Minn. r 


MMiianesora Mimic ano \fenuractunine E> 


Advertising Age, October 16, 1961 


McMurran 

spicy BOOK—The first cookbook 
ever issued by Spice Islands Co., 
San Francisco, will be published 
Oct. 20, with a price of $4.95 to 
Christmas, $6.50 after the holi- 
days. Ads will appear in Bon Ap- 
| petit, Gourmet, House Beautiful 
jand The New Yorker. Looking 
over the book are Fred Caligiuri, 
vp and manager of operations, 
j}and John McMurran, advertising 
manager of Spice Islands, and 
ioe Pfeiffer, vp, Lane Book 
Co. 


} 


Vending Machines’ 
1960 Sales Reach 
$2.58 Billion 


Cuicaco, Oct. 10—That machine 
you buy coffee from does an aver- 
age annual business of $2,350, 
which is up from last year’s aver- 
age of $2,109, the National Auto- 
matic Merchandising Assn. report- 
ed last week. 

The vending machine industry’s 
net profits before taxes rose slight- 
ly to a national average of 4.58% 
in 1960, a survey by Price Water- 
house & Co. revealed. The analysis 
is based on returns from 184 typi- 
cal operating companies, a small 
fraction of the association mem- 
bership of some 1,500 whose na- 
tional gross sales reached $2,586,- 
000 in 1960, up from $2,200,000 
in 1959, (AA, Nov. 16, 1959). 

The association noted that ciga- 
ret sales account for only 40% of 
vending machine sales in 1960, 
compared to 61% in 1952, while in 
that period hot cup beverages— 
primarily coffee—have risen from 
4% to 19% of total sales. # 


Sony Uses 17 Magazines 

Sony Corp. of America, New 
York, will use 17 magazines before 
the Christmas buying season to 
promote its line of transistor ra- 
dios and personal portable televi- 
sion sets. Supplementing the mag- 
azine campaign will be small and 
large space newspaper ads in eight 
cities, placed by the company’s 
agency, Ellis Advertising, and giv- 
ing dealer listings, Sony said. The 
company is also giving away Na- 
tional Football League schedules, 
which dealers are promoting with 
window streamers, displays and 
newspaper ads. Sony is sending 
dealers jumbo reprints of its trade 
advertising. 


Warwick & Legler Names Two 
Martin A. Devine has _ been 
|named a vp and account executive 
| by Warwick & Legler, New York. 
|Prior to joining the agency this 
summer, Mr. Devine was a vp of 
Compton Advertising. W&L has 
also named Peter A. Krug a tv 
producer. Mr. Krug was formerly 
an account executive with Batten, 
Barton, Durstine & Osborn. 
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310 chances-to-sell per dollar 


... double your 
chances-to-sell 


detergents 


—or any other household 
product—with every dollar 
you invest in the Digest 


Every time an advertisement is seen, it has a 
chance-to-sell. And nationwide research by Alfred 
Palitz* has measured these chances-io-sell to mag- 
azine readers who recently bought detergents or 
laundry soap: 


In the Digest . . 33,925,000 
In Look .. . . 16,592,000 
In the Post _. . . 16,197,000 
In Life . . 14,574,000 


Chances-to-sell to these buyers per dollar invested in 
a 4-color page are illustrated at the left. As you can 
see, the Digest provides about twice the chances-to- 
sell of its nearest competitor . . . typical of the 
advantage you get advertising any type of product 


in Reader’s Digest. Let this advantage work for you! 
*Source: Alfred Politz Media Studies 


Me so ae Dine es eee iis eee ee ee ee 
pe aa canes gs oak Aes Sa se” 0" le pies tls We ee ee Se Goes ae te 
i tek paaait 4 rk ee ee oe ae i y Sxeeie eee eee > ae gees OP Set ant Bec SK ol eee eels 
ei a ame OR ee eee Te ie ae Me Oa ARIES ne rea” Semmes Sr ame) eRe <a mia ee yagi = Res Pt ns oh a Pape gee 
tr a ee oe mee Ce ean yee or ke One ae i Pee ae CMR een, ees MRE. sen oe ee ng ERR OME ESR SC er ea 
ie eee se ee eee eee ser ees Ga ha ad oie Sein ea ee Petey et tere att a ane ty Dee hee at ao pessoa (ooo ae eras: 7 es anes ioe ot eee 3 i 5, aah ee a ce SS 32 eee yee aa seer EU) eons 
ee “ee ae eee, Se re ee Le a aN RPE Ce Gee 2 See te aS os Deke aig: ea Reig hs reed oe RS cree cee fe a eet oem : - a vee x 
Se rg ‘ . ash ae 
ae eee ‘ i 
ag 
aos 4 : ‘ : : 
- Cay er = : eo : ens ee SS eae eRe a od 3 So aos : Me Seg Sure oe. Rr : BS i : : 
es 4 4 ra : = se e eee ae ' 
ca “ ai . See 5 Mee oe BS ee ae 
2a a sce Ramet: : a = = ag ; 
a v os is . ae fos - a ee Ae Se aie: ei aia 
a i Z 7 ~ Pa 4 ae ithe ee ‘i : 4 ms ras ib Se ¢ 7 < es i * ; 
; Fs : aE, - : Bx, i ; ; 
a : ) ; + “ me tte ioe Ne nate 7 ee er, 4 fet _ aes’ gt i ares 2 4 
7 2y ve . 3 + \ . > 3 ' 
: ae ae WN - : (“= > ~ — = aa i 
hi aati : ) 8 eee » % 8 Sk a 
are, s GU , . ee eee 
Re t Dea ene 
ie an l eS : a : > reg ae. aunt 
oe . ean SR 
= 780 chances-to-sell per dollar ee ie 
= 3 = ) é e. aa > 7S eae id : eae ae 3 : rie 
a ‘a Va Pris  & 
ae, 2 r i “Eapeal g 2 er 
So arn yi 2 ee i i ats m 
is) & . Pan & | = 
(a — > a iz 
oi v ih . iki Se ct EL. ai 
eee ala — 
Ss 378 chances-to-sell per dollar =” 
t 5 c om 
o — ies (irre 1, eee ae Re 
i sn =| ¥ eye eee re a =. Dee eg 
coe me . S35 ie he eee oy 
oa ) \ ar ee B < ‘ 
: ' aioe fon sagt ~ tg 
‘ “ ; os eS oo = ae 
4% ‘ ze re is per gets 
pe << e- ¥ | ae 
it , : ; u # x. oats ae al re 
Re : "fe : sate ecies = legit 
pay ae v; | igi preaae: 8 
ra C Ce ee 
366 chances-to-sell per dollar 
a ~ me : mle ee ae 
am ( ) sth “2 RE os 
" Be | , 
a4 Se «a See ae oe 
. i Ct , eae een 
- . . ; : at ; , oes ; Ke 5 By wd f i Rt; . ape ts 
ie C iO Pras ixe ah ae oe "es oe 
OF a ; es ke ? * = P faith . : a 
—_— o 4 ; 5 . To tae eee) ihe 
¥ a as f ; sa ae - ya AES. eee a | ‘ . 
45 ‘ sa." ¥- i. ae ea ® z hd = ae i a ‘ 
: ; Pe : 5 t. ee Fe i 
| ee ‘ i 3 “ 1 ‘ bees : ie i ' 4 ee 
— 


Sir Arthur Quiller-Couch, referring to 
writing in general, said, 


“,.- whenever you feel an impulse to perpet- os 
uate a piece of exceptionally fine writing, 3 
obey it—wholeheartedly—and delete it before S 
sending your manuscript to press. Murder ter 
your darlings.” e' 
from “On the Art of Writing”, Capricorn Books ant 
©G. P. Putnam's Sons, 1916 Sei 
©Sir Arthur Quiller-Couch, 1943 we 
en 
This is one way of saying that the me 
- * e an 
wastebasket is among an advertising . 
slg 
agency's most effective tools. a 
du 
A good advertising writer will be sel- - 
dom wrong if in rereading his copy, he to 
cuts out the passages which seemed so “ 
Ak 
clever to him when he wrote them. as 
dr 
Sometimes our enthusiasms run away du 
with us, and we have to fetch ourselves by 
a 
; back from the Milky Way to Main Street, ~ 
where the stores are. ar 
: thi 
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We work for the following companies: ALtstare InsuRANcE ComPANiges - AMERICAN MINERAL Sprrits Co. + ATCHISON, TOPEKA & SANTA 
Fe Rartway Co. - Brown SHoe Company « CAMPBELL Soup CoMPANY +» CHRYSLER CORPORATION +» COMMONWEALTH EDISON COMPANY AND 
Pustic Service Company + THE CRACKER Jack Co. + THe ELectric Association (Chicago) + GREEN GIANT CompANy + Harris TRUST 
AND Savincs Bank - THE Hoover Company + KELLOGG CompaANy + THE KENDALL COMPANY + THE MAYTAG CoMPANY + PHILIP = 
Morais Inc. - Motorota Inc. + Tot Parker Pen Company - Cuas. Prizer & Co., Inc. - THe P1LtspuryY Company + THE PRocTer & GAMBLE 
Company + THe Pure O1. Company + THE Pure Fue, Or Company + Jos. ScHLITz BREWING Company «+ Star-Kist Foops, INc. m 
Sucar InrormatTion, Inc. - Sunkist Growers, Inc. - Swirt & Company - Tea Councit or THE U.S. A., Inc. +» WALLACE LABORATORIES. oo 
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| LEO BURNETT CO., INC. § 


CHICAGO, Prudential Plaza * NEW YORK ¢* DETROIT * HOLLYWOOD * TORONTO e¢ MONTREAL 
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It's Hopping... 


Ethical Field 
Gets Kefauver 
Hoifoot in ‘61 


Booming Profits 
Suddenly Level Off; 
So Does Promotion 


By Milt Moskowitz 

New York, Oct. 10—What kind | 
of year has it been for the ethical 
drug sector of the pharmaceutical | 


industry? spread in October issues of maga 


All things ete el 


FLAIR FOR FASHION—Yardley takes 


miserable. 


What is Flair? 


its new fragrance, Flair, “born for the new clothes,” in a color 


Bernbach. 


Advertising Age , 


THE NATIONAL NEWSPAPER OF MARKETING 


Drugs, 
Cosmetics 
Marketing 


“Main Thing We're Selling Is Hope’ ... 


Doubles Sales in Ten 
| Years to $1.8 Billion 
| as Wall St. Grabs Lure 


By Phyllis Johnson 
NEw York, Oct. 12—Cosmetics, 


industry run by intuitive, deter- 
mined women, has transformed it- 
|self into Big Business. 

| Growing twice as fast as the 
| national economy, this recession- 
| proof industry has: 


the fashion approach to launch 


zines. The agency is Doyle Dane 


1961 has been a year in which: Kahn Sees New Breakthroughs in Proprietaries .. * More than doubled its sales in 


e The industry continued to spat- | 


ie. he reenor Ketsuver se AQ & New Product (and You'd 
Better!)? Here's How to Launch It 


e The Senate subcommittee on}! 
antitrust and monopoly headed by | 
Sen. Estes Kefauver (D., Tenn.) 
went into its second year of hear- 
ings on the drug industry—with no 
end in sight. 

e A 374-page report submitted to 
the Senate by the subcommittee 
accused the industry of monopoly 
and profiteering. 


Have Product Edge, | 
Don’t Copy, Agency | 
Chairman Warns | 

| 


5 New York, Oct. 10-—Horace| 
° The Kefauver-Celler bill, de- Greeley’s famed advice to young) 
signed to regulate the industry | men seeking fame and fortune has | 
more closely and cut the life of a been replaced by a new slogan in 


patent to three years, was intro-| the drug business: “Get a new) 
duced in Congress. 


P product.” 
e The President of the United About 40% of the new products | 
States, asked to comment on the 


. in use today were unknown ten | 
situation, stated: “I will be looking | years ago, and five years from now, | 


with interest to Mr. Kefauver’s ef-| 70% of the health and beauty | 
forts in this area because these| aid dollar volume will come from | 
prices are high.” | Products not on the market today. | 
e A cabinet member—Secretary Ban, Colonaid, Crest, Dristan, Met- 
of Health, Education & Welfare,|recal and Rise are but a few| 


| Source: Nielsen Drug Index 
Abraham Ribicoff—depicted hogs| names that have come from ob- 


as better protected than people} livion to a prominent share of 
from the marketing of harmful | market. 
drugs. Using new profits as the carrot 
e T:ree top companies in the in- | and fear of falling behind as the 
dustry (Pfizer, American Cyana- | stick—management keeps one 
mid and Bristol) —and their chief hand in the research laboratory, 
executive officers—were indicted | another in the packaging depart- 
by the federal government for an | ment and (with a nervous glance 
alleged conspiracy to monopolize | at competition) rushes out a veri- 
the antibiotic market and charge|table torrent of new products. 
uniformly high prices. | Not many years ago, a drug or 
e Pressure for the prescribing of | (Continued on Page 80) 
drugs by generic instead of brand | ee 
names continued to mount, with | What Sind Name? 
the government’s anti-trust chief, | “ i 
Lee Loevinger, asking Congress to| Samoan Lingo in 
ban trademark registration of eth- 
ical drugs. ‘New Armour Drug 
e The Food & Drug Administra-| ew York, Oct. 12—How do 
(Continued on Page 64) |drug companies pick a name for 


Drug Store Sales Growth i new product? 


Armour Pharmaceutical Co. did 
Tops GNP, Other Indexes it this way for a new agent devel- 


| oped for relief of tension and anxi- 
ety: 
uss | The company figured anything 
| would be an improvement over the 
product’s generic term—hydroxy- 
phenemate. Mulling over names to 
|improve upon this jawbreaker, an 
Armour strategist recalled a word 
used in the South Sea Islands of 
Samoa: Lustica in Samoan means 
“happy fellow.” A little tinkering 
resulted in “Listica.” 
Listica, which allays tension 
without reducing acuity while 


Index Basis 1955=100 


is now being introduced to the 
medical profession. + 


Source: Nielsen Drug Index, 


Department of Commerce 


| the past ten years. 

| e Chalked up retail sales, exclud- 
ing toilet soaps, estimated at $1.8 
‘billion in 1960, up more than 7% 
| over the 1959 record. 

le Promised to double sales again 
in the next ten years. 

Drug. Proprietary Store 
Sales Shoot Up, 1955-60 

(Billions of Dollars) 


= The magic combination seems to 
be simple: More money for re- 
|search, more new products, more 


|distribution, more advertising— 

= and more customers with more 
a money. 

$7.11 $7.53 With the sweet scent of suc- 

‘- 7 | cess, cosmetic companies are find- 

$5.17 — ing themselves suddenly courted 

- — | by Wall St. Cosmetic stocks now 


have as much allure for investors 

ble as electronics and space stocks. The 

— |situation represents a complete 
és — shift in affections. 

a a Less than five years ago, Wall 

St. hadn’t a second glance for cos- 

| 1 | | metics. The top five cosmetic stocks 

1959 1960 were selling at only ten times earn- 

|ings, while high-grade common 


Postwar ‘Wonder Drugs’ Give Impetus .. . 


Ethicals, Coming from Behind, Now 
Outsell Proprietaries 3-to-] 


Prescription Items Now | 
28% of $7.2 Billion | 
Drug Store Sales 


until several years ago a cozy little | 


Cosmetics Field Gets 
New Look, Makes Hay 


— were priced at more than 
| 14 times earnings. 

| Today the tables are turned. 
| These same five top cosmetic stocks 
|soared to 30 times their earnings 
|this year—while the average for 
|other high-grade common stocks 
| was 18 to 1. 


|@ This has been no one-sided af- 
|fair. The cosmetic companies, too, 
|are getting keenly interested in 
Wall St. The first listing of a cos- 
metic company on the New York 
Stock Exchange was in 1911. In 
the next 45 years, 15 cosmetic com- 
panies went public. From 1956 un- 
til last year, no new companies 
were listed. 

But since last vear, a raft of 
companies have made the plunge, 
including Charles of the Ritz, Dor- 
othy Lamour, Lanvin Perfumes, 
and most recently, Andrew Jer- 
gens. Two previously listed com- 
panies, Helene Curtis and Max 
Factor, moved onto the Big Board 
this year. 

All this bigness is evidence of a 
deep change in the cosmetic busi- 
ness itself. It all started out with 
women—like Peggy Sage, Eliza- 
beth Arden, Helena Rubinstein, 
Germaine Monteil, Estee Lauder, 
Dorothy Gray, Harriet Hubbard 
Ayer, Frances Denney, and Kath- 
leen Mary Quinlan—who went into 
business with products of their 
own making. And with companies 
which they ran in their own highly 
individual, and often eccentric, 
fashion. 


s There were men in the business 
early, of course, but (except for 
notable exceptions like Charles of 
| the Ritz and Max Factor) the males 
|mainly handled such things as 
production and distribution. Prod- 
uct innovation and company esprit 
were personally dictated by the 
| woman president. The lady was 
(Continued on Next Page) 


| Household Purchases in Drug Stores 


WASHINGTON, Oct. 10—In the al As Share of Income: 1960 
25 years there has been a dramatic | Average Average Household 
shift in the proprietary-ethical | Household Drug Store Share of 
balance of the pharmaceutical in- Buying Income Purchases Income 
dustry. 

Prior to World War Il, propri-| TOTAL U.S. $6,252 $142 2.3% 
etary products—which are adver-| New England $6,930 $143 2.1 
tised to the consumer—outsold | _ 
ethicals by at least 2-to-1. With) Metro New York $7,731 $124 1.6 
the postwar development of the! Middle Atlantic $6,753 $140 21 
“wonder drugs” (penicillin, sul- 
fas, antibiotics and tranquilizers),| East Central $6,317 $145 2.3 
|the ethical products—which are| - 
promoted to doctors only—quickly| Metro Chicago $7,617 $183 2.4 
| eclipsed the proprietaries, outsell- -—. . * Va. ee oe oe ee 
|ing them 2-to-1 and then 3-to-1. Wee Cantal — o— ~ a 
| Aceording to Drug Topics’ rec-| Southeast $5,104 $127 2.5 
ords, prescription product sales . rong 2 
accounted for 11% of the $1.5 bil- | Southwest $5,376 $143 27 
lion volume of retail drug stores in x — " a 
|1939. Today prescription products Pacific cane — _ 


account for 27.9% of the $7.2 bil- 


Includes drug, proprietary stores. 
lion sales of drug outlets. 


working, reading or driving a car, | 


s Figures developed by Wallace 


(Continued on Page 68) come in drug stores, lead nation 


Source: Sales Management Survey of Buying Power, Nielsen Drug Index. 


WHERE DRUGGIST THRIVES—Southwest households spend 2.7% of in- 


. New York, with 1.6% is lowest. 
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The U.S. Market: States Where Drug Store 


Drug Store Sales, 1958 
Drug Store Sales Per Capita, 1958 
Population, 1960 
Personal Income (000 Omitted) 
Drug Store Sales Per Capita 10% or 
‘More Above U. S. Average, 1958 


* Oe pe oe 


8 4s 5k 951,023 
4. ...$1,714,009 


U.S. drug store sales in 1958 averaged $39 per capita. 


Cosmetics Soar... 


(Continued from Page 57) 
the company. 

But as these high priestesses of 
beauty retire from the front office, 
and as small cosmetic lines are 
bought by large companies, every- 
thing is going into reverse. Men 
are now holding down the top jobs 
formerly held by women—and 
women are now filling the second- 


ary ones formerly relegated to men. 


This trend is even seen in stores, 
where more and more men are be- 
ing named cosmetic buyers. 


s Despite the industry’s sales suc- 
cesses, many people feel that much 
has been lost in achieving them. 
“You can’t argue with success,” 
one said, “but maybe they should 
be a lot more successful than they 
are. Just because women will 
snatch up any new beauty idea as 
soon as it is introduced doesn’t 


|mean the companies are as smart 


as they should be.” 

Many observers feel that the 
bigness of the companies and the 
trend towards masculine manage- 
ment are having some unfortunate 
results: The companies are getting 
out of touch with their customers; 
they’re losing their adventuresome 
spirit, and are turning into a me- 
too industry. “The business isn’t 
kooky enough any more,” one ob- 
server said. 


Office of Busines: 
Note: All drug stc 
and proprietary st] 
products but not 


1. .. $22,060,000 
ea ees $34 
Peg 632,446 
4. .. .$1,158,000 


3.....3,413,864 


4... .$7,104,000 


1. ..$25,571,000 
2 


pa 680,514 


1. 
1 $54,052,000 Bees 
Ne $37 aes 
eS 1,411,330 4... 
4... .$2,988,000 

1. . .$87,807,600 

a eieees A $41 

Me S53 2,178,611 


4. .. .$4,499,000 


1. . $91,826,000 
Oia $40 
3. ... .2,328,284 
4. .. .$4,336,000 


1. .$376,178,000 
I AP $40 
3. ... 9,579,677 
4. ..$18,683,000 


®: . 


conomic 
totals.. 


$99,244,000 
ere $35 ¢ 

. 2,757,537 a 
. $5,472,000 


Source: Drug sté ‘ ee oOpulation—Census Bureau. Personal Income— 
U. S. Department of Commerce. 

e for drug stores (including prescription sales) 
h sell proprietary pharmaceuticals and other 
n pharmaceuticals). 


It’s still an industry of para-;tising. Avon, a quietly operated 


doxes, as a comparison of the two 
top companies shows: The largest 
company in the field is one of the 
oldest, Avon Products, established 
in 1886, which sells through 125,000 
door-to-door salespeople. With 
sales of $168,187,500 in 1960, it 
spent only about $4,250,000 on ad- 
vertising—less than 3% of sales, a 
fantastically low percentage for an 
industry which usually spends be- 
tween 15%-20% of sales on adver- 


company, has been with the same 
advertising agency since 1936, and 
runs ads that are invariably well- 
mannered, with softly voiced 
claims. 

In contrast, the second largest 
company is a comparative upstart 
in the field: Revion Inc., which 
started in 1932 and now has wide 
distribution in drug and depart- 
ment stores. A flamboyant com- 
pany, it has a president who always 
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| Sales Are Highest Per Capita 


ws! Py eek 


, s ee 
3. ..+-2,178,141 1... 


4. .. . $2,595,000 2.. 
a7 
Ais 


refers to women as 
spends a whopping $24,000,000 
(18% of its sales of $136,372,500) 
on advertising, has frequent shake- 
ups of its agency roster, and runs 
sultry glamour-type ads promising 
wild love and adventure in a bot- 
tle of nail polish or a lipstick. 


s With increasingly frenzied com- 
petition, the industry has worked 
itself into several costly dilemmas. 
Retail stores, like spoiled children, 


4,662,498 4. 


$ 
3 960, 
$93,789,000 ee $3,142,000 2. 
@ hists-< 30 . 
baal .3,038,156 . 
y ren $4,738,000 


“broads,” | 


es 


cape 3. - 
9,706,397 oe 
2 $23,057,000 ~~ 


have been demanding more and 
more from the companies which, 
like indulgent parents, have given 
in to every demand. Today’s com- 
panies often pay 100% of the co- 
op ads, and 100% of sales girls’ 
salaries. 

A demonstrator used to be a 
highly trained specialist whose ar- 
rival in a store was a major event, 
but now the companies will send 
around a demonstrator any old 
time to any old store—even the 


eee 7 4 


.. 5,148,571 


- $13,167 


. .$197,576,000 


ib 
. .$17,642,000 


ee ee 


faa $34 
+ + + + 6,066,782 


. .$16,387,000 
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corner pharmacy, and maybe even 
the corner supermarket. 

The companies are also on a 
give-away whirl where a _ cus- 
tomer, if she’s wily and patient, 
can get all her cosmetics free just 
by accepting the offers that come 
in with her charge account state- 
ments. From one New York store 
alone last month, customers were 
offered free a lipstick, a bottle of 
bath oil and a compact. 

Another dilemma is distribution. 


How to go mass and still stay class 
—that’s the problem as the com- 
panies eye the temptations of the 
supermarket and the discount 
house. They aren’t talking to the 
press about it, but several vener- 
able names are beginning to show 
up at interesting prices at discount 
counters. 

In more topsy-turvy distribu- 
tion, Helene Curtis has entered 
door-to-door selling by purchasing 
Studio Girl-Hollywood Inc. Avon, 
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however, denies as a “wicked ru- 
| mor” the published report that it is 
|trying out some products in gro- 


cery stores. 


® With this frenetic invasion of 
each other’s territory, and with 
each company trying to outdo the 
| other in currying favor with stores, 
/one agency president diagnosed the 
whole trouble this way: “The 
|problem is that there is really no 
product. The only difference in the 
|product begins in the packaging— 
jand now it’s getting so you can’t 
/even tell the packages apart. Line 
|up all the lipsticks, and a woman 
| wouldn’t be able to pick out her 
,/own brand.” 

| Said an account executive: 
|“From the early days of the per- 
|sonalized approach to cosmetics, 
where each company went its own 
individual way, we’ve now grown 
into the me-too sameness of cor- 
porate business. We’re now in the 
era of the General Cosmetics Corp. 
with cosmetics merchandised like 
detergents and cereals.” 

The companies get criticism 
from all sides for their constant 
copying of each other’s products. 
“It’s like a contagious disease. One 
company brings out a new prod- 
uct, and like chicken pox, it soon 
spreads through the whole indus- 
try. That fad dies down, and then 
another company brings out some- 
thing else—and that new-product 
|rash spreads over the industry,” a 
cosmetic buyer said. “Hormone 
| creams, deep skin cleansers, med- 
icated acne kits, mascara-matics 
| —they’ve all had their epidemics.” 


|# The newest epidemic seems to 
|be the drug-type creams—the “cos- 
|metceuticals’—which have a spe- 
|cial medical ingredient. After two 
|}months of publicity and testing, 
Revlon this month unveiled its 
|Eterna-27 which contains pro- 
| gentin, a hormone ingredient which 
it has licensed from CIBA Phar- 


| Civilicn 
Purchases, 1960 


Drugs, Cosmetics 
Cosmetics, Toiletries 
(Makeup Preparations, 
Accessories) .........ccccccceeeeeees 
Lipsticks, Rouge ................ 
Powders, Cake Makeup .. 
Deodorants, Depilateries .... 
Hair Preparations (Tonics, 
Shampoos, Coloring Home 


$3,296,350,000 
108,000,000 
70,000,000 
109,750,000 


NS 517,200,000 
Hand-Face Creams, Lotions .. 171,000,000 
Perfumes, Toilet Waters .... 134,200,000 
Shaving Products, 

BIIIIED.. vicdccicinsvsriosenseece 449,500,000 
.  -&  _ sraeerenees 257,850,000 
| Dentifrices, Mouth Wash .... 317,820,000 
| evaserigtion Drugs, Pro- 

| prietaries, Health Aids .... 5,552,820,000 
| Cough, Cold Remedies .... 322,840,000 
| Headache Remedies ........ 354,500,000 
| Indigestion R OR hice 123,730,000 
°° a ee 157,420,000 
| Vitamins, Tonics .............. 400,000,000 
WED IID. caterceniscesencises 180,600,000 
| Total Drugs, Cosmetics, 

Toiletries—All Outlets .... $8,519,170,000 


Source: Drug Topics 


maceuticals. The cream had to win 
approval from the Federal Drug 
Administration before it could be 
sold. In at least one introductory 
ad, it was guaranteed to make skin 
younger in 40 days. 


s These new products are having a 
|rough official reception, however. 
On Oct. 1, the Food & Drug Ad- 
ministration put out a consumer in- 
formation booklet warning women 
to beware of claims of “mysterious 
miracle ingredients.” And a few 
days later, the Journal of the 
American Medical Assn. carried an 
article warning that drugs used in 
cosmetics could be harmful. The 
stock market duly noted these 
opinions, and stocks of several 
(Continued on Next Page) 
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Drug Store Sales, Population, Income by U.S. Regions 


West) 


Drug Store Sales, 1958... 
Sales Per Capita, 1958. 
_-Establishments, 1958.........../...7,586 
Population, 1960 ..............28,053,104 


_ . $1.254,800,00 
GOO ea 


» Personal Income, 1960...$ 70,633,000,000 


Note: 

refer to drug stores (which include prescription sales) and 
proprietary stores (which sell proprietary but not prescription 
pharmaceuticals) . 


Drug store sales, sales 


Dru 
ness Economics, U.S. 


Sources: 


Cosmetics Soar... 


(Continued from Page 59) 
leading companies plummeted. 
Helena Rubenstein’s entry in 
this field is Ultra Feminine cream 
which contains the female hor- 
mones estrogen anda progesterone. 
According to the current ad, it is 
“the only face cream that guaran- 
tees your skin must look younger 
in 30 days or your money back.” 
Lehn & Fink is also heralding a 
new skin cream which will remove 
wrinkles from the skin—not in 40 
days, not in 30 days—but in two 
weeks. Unnamed so far, the cream 
Hetena Rubenstem s kpstick and up liner one. 


Amazing new Fashion Stick 
outlines and colors your lips 
in one application 


-———— 


A 


ie 
i} 
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SuumSTICK—Helena Rubinstein prod- 
uct innovation this fall is a long 
skinny lipstick, promoted as a lip- 
stick and lip-liner in one, via 
newspapers and spot tv. Ogilvy 
Benson & Mather is the agency. 


Netevt 


store sales, sales per capita, establishments 
ensus Bureau. Personal 
Department of Commerce. 


per capita and establishments all aw 


and 
com: ce of Busi- 


won't be on sale until the first of 
the year. 

If the cosmetic industry follows 
true to form, this is only the be- 
ginning of a new flood of miracle 
drug-type creams capitalizing on a 
woman’s willingness to rub any- 
thing on her face—mud, royal jel- 
ly, turtle oil, shark oil—if there’s a 
pretty promise attached. 

“The main thing we're selling is 
hope,” one ad manager said. An- 
other termed it “packaged confi- 
dence.” Some people in the indus- 
try feel that the lack of research 
in the past, combined with extrav- 
agant ad claims, have resulted in 
cynicai customers who no longer 
believe the ads. 

But most people have no such 
fears. “Women, even the most so- 
phisticated, are still ready and 
eager to believe the next new 
claim, just in case it might be 
true,” a copywriter said. Hope, if 
not beauty, is eternal in the cos- 
metic business. 

“It’s not the exaggerated claim 
that makes cynics out of customers, 
it’s the ridiculous ad that does,” 
one ex-cosmetic buyer said. “It’s 
the tigress in the gold pants that 
does it. The ads that act like a 
woman is a streetwalker—or that 
she should be if she isn’t. Those 
are the ads that turn women away 
more than the false claims.” = 


» Soltys Adds Two 


Soltys Associates, Los Angeles, 
has been appointed agency for Dig- 


» ital Dynamics Inc. and Berlant Au- 


tomonitor Corp., both Los Angeles. 


Be 
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North Central 


Personal Income; 1960 


| South 


Drug Store Sales, 1958... . .$2.075,884,000 
- Sales Per Capita, 1958......---52....$40 
Establishments, 1958.......)......}16.593' 
Population, 1960 ........5.....51,619,139 
. .¥$119,375,000,000 


Northeast lk 
Drug Store Sales, 1958... .). $1.57 


7,000 


- a Sales Per Capita, 1958........-.....$36 
Lt - Establishmen ees Ce 
Population, 4960. ....-...... 77,819 
‘Personal Iacome, 1960. ye 22,000,000 


/ ate 
---¢f 


_Drug Store Sales, 1958. a - . $1; 898,929,000 


Sales Per Capita, 19 
Establishments, 1958-. 
Population, 1960 ...../...... 54,973,113 
Personal Income, 1960... .$ 29, yo aga 
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Rack Jobbers Handle 58% of Health, 
Beauty Aid Sales in Food Stores 


They’re Key Figure 
in $1.4 Billion 
Business Plum 


By Rance Crain 

New York, Oct. 13—Toiletry 
merchandising men—specialized 
rack jobbers who handle health 
and beauty aids—have emerged as 
the most productive means of en- 
try to choice supermarket shelf 
space. 

The rapidly expanding h&b spe- 
cialty rang up $1.4 billion in food 
store sales last year, an 18.5% 
growth rate which once again out- 
spaced every other department. 
The toiletry merchandising men 
handled 58% of this attractive new 
profit-maker. 

The toiletry merchandiser stocks 
and services h&b items, fixtures 
and displays, on an exclusive basis 
in his territory, usually covering up 
to 350 stores. In addition to setting 
the amount of space and the num- 
ber of items on his fixtures, he 
also pre-prices all his merchandise 
at fair trade minimum prices and 
guarantees its sale. About 28% 
of the h&b profits goes to the food 
store and the toiletry merchan- 
diser keeps the rest, which av- 


erages about 7%. 


8 This high 35% average markup 


is one reason for h&b’s phenom-| 
lenal growth (the next fastest ris- 


ing department is another non- 
foods category, tobacco products, 
which registered a 5.9% increase 
in 1960). While the h&b section 
is the ninth biggest selling grocery 
store department, ahead of soaps 
and detergents, crackers and cook- 
ies and canned fruits and juices, it 
ranks first in gross profit per 
square foot, according to Food 
Topics. 

By the very nature of their early 
operations, supermarkets reached a 
very low level of profits, in spite of 
an all-time high volume. To offset 
the narrow profits of the grocery 
items, supermarkets started prowl- 
ing for high margin items with 
enough turnover to pay for their 
keep. 

Health and beauty aids, with 
their high profits and high percent- 
age of impulse purchases, were a 
good. answer to the supermarkets’ 
low profit blues. And the toiletry 
merchandiser, who offered to 
buy, warehouse and guarantee h&b 
products, and also save the super- 
market the time and expense of 


stocking and pre-pricing the items, 
jmeshed nicely with this scheme. 

The first health and beauty aids 
display appeared simultaneously 
in the Northeast and West Coast 
about 25 years ago. They were 
about 2’ in length and held 30 
items. Today, the average super- 
/market sports an h&b fixture about 
20’ or 25’ long, stocking 450 items, 
\from toothpastes (the biggest h&b 
seller) to reducing preparations 
| (the fastest growing category). 
|About half of all food stores are 
serviced by toiletry merchandisers, 
with about 90% of the independ- 
ent supermarkets and 40% of the 
chains—traditional direct buyers 
—on the list. 


® Most toiletry merchandisers 
\“only handle the champions,” ac- 
cording to J. B. Brewer, executive 
director of the Toiletries Mer- 
chandising Assn. “We built our 
business by handling nationally 
advertised brands.” He explained 
it would jeopardize the position 
of the association’s 126 distributor- 
members if the h&b products 
didn’t move fast, since the mer- 
chandiser has got to keep the store 
manager convinced he can provide 
more “current” and “sensitive” 
service than the grocery store it- 
self. 

Mr. Brewer told ADVERTISING AGE 
that private labels “are not and 
never have been” a big item. In a 
couple of cases, he added, private 
labels have become established be- 
cause the consumer expects a low- 

(Continued on Page 62) 
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“follow that market!” 


In the Drug Industry, that’s becoming increasingly diffi- 
cult—new outlets for drug sales are mushrooming, new 
product lines are appearing in traditional drug stores, 
and methods and tactics of drug distribution are con- 
tinually shifting. 


To successfully follow today’s new Drug Market—you 
need a new and expert guide. 


“Drug News Weekly,” new from Fairchild Publications 
this year, has been designed to keep pace with today’s 
expanding Drug Industry. 


TIMELINESS. As the industry’s only weekly newspaper, 
“Drug News Weekly” is the fastest available source of 


news and ideas of all aspects of the retailing and whole-- 
saling of drugs and kindred merchandise. 


REACH. “Drug News Weekly” offers comprehensive cov- 
erage of your complete Drug Market, including all types - 
of Drug Stores, and drug and cosmetic departments 
of Supermarkets, Discount Houses, Department and 
Variety Stores. 


Fairchild Publications, the World’s largest business 
news organization, has had great success reporting and 
interpreting news and merchandising trends in prac- 
tically every other retail field you can think of. “Drug 
News Weekly” has the Fairchild “Big Difference is 
News,” the best credentials a guide can have. 


DRUG NEWS WEEKLY © 


A Fairchild Publication 7 East 12th Street, New York N.Y. AL 5-5252 
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Advertising Age, October 16, 1961 


Toilet Goods Sales by Outlets, 1950-’60 


~ 43 per cent gain in beauty advertising* Bo he A SS a 
ee Drug Stores Stores Stores House Stores Outlets 


1950 37.0% 27.0% 6.1% 14.0% 11.0% 4.9% 


70 per cent increase in beauty revenuc” | eo aa a 
the most eye-catching beauty issue that: ie een 
‘ever warmed a news dealer’s heart... . oS 
‘That’s what we call knowing ~— iain 


FOOD STORES '‘UP—Food stores have boosted their share of U. S. 

toilet goods sales several times over since 1950, largely at expense 

of drug stores and department stores. Food stores had 23.5% of U.S. 
toilet goods sales in 1960, up from 6.1% in 1950. 


an offshelf promotion,” he ex- 
Rack Jobbers ES. | plained. He said the displays must 
(Continued from Page 60) offer the consumer “some reason 

er price, as in the case of headache to buy.” 
remedies, or because the manu- Most toiletry merchandisers feel 


facturer wouldn’t sell to grocery |that cents-off deals, while a good 
stores, as in the case of vitamins. traffic-builder, frequently fail to 
Mr. Brewer estimated that private; Maintain their margin of profit, 
brands account for 5% or 6% of, based on pennies of profit, not per- 
h&b sales. centage. And they would rather 
He figures that about 30 or 40,n0t have manufacturers giving 
new products reach the h&b @wWay, as a premium, items that 
shelves every year, with another would normally sell in other areas 
20 or 25 shoved off. The number of | Of the store. Mr. Brewer said that 
products that find their way onto| One toothpaste gave away an alu- 
the fixtures and stay there are minum foil that was selling quite 
growing every year as supermar- |well in another department. 
kets realize substantial profits and| In general, Mr. Brewer said, “If 
margins from h&b items and sub-|it’s a good deal, the supplemental 
sequently allot this section more | displays sell out; if it’s a bad one, 
space, Mr. Brewer said. |we switch to the fixtures for the 
Even so, the toiletry merchan- | sell-out.” At any rate, the dis- 
| disers test hundreds of new prod- |plays are reserved for items that 
lucts a year, discarding most of | Will give the merchandisers “plus” 
them, through a series of test | business. 
stores, ranked according to h&b) : : 
volume. Some products that sel]|" Mr. Brewer said toiletry mer- 
well in the low volume stores, such | “handisers “will take all the co-op 
as hair preparations which appeal advertising they can get.” He said 
to the Negro market, wouldn’t be is members “want constantly to 
expected to do well in the high vol- tell consumers these items are 
ume stores. But if a product does available at the local food stores.” 
|well in the A stores, as the high With toothpaste now selling 63% 
volume outlets are called, it should |°f total domestic consumption in 
do well in the others. However, food stores, and with headache 
Mr. Brewer said, home perma- remedies, shampoos and razor 
nents sell well in the higher vol-|>lades now doing half of their 
ume outlets but don’t do so well business or over in these outlets, 
in colored areas where there is toiletry merchandisers want every 
no need for them. opportunity to tell customers that 
the drug store is not the only place 
|s In addition to the h&b fixtures, where they can buy these items. 
the toiletry merchandiser sets up| The number of facings a prod- 
and services supplemental dis- uct gets depends entirely on sales, 
plays, such as bins, shelf extend- Mr. Brewer explained. If one 
ers and wire baskets, housing spe- product outsells another one three 
cial cents-off and premium pro- to one, it will get three times as 
motions. “We don’t want regular many facings. The ratio is deter- 
merchandise at regular prices as (Continued on Page 64) 


WAVE-TYV viewers buy 
28.8% more AUTOMOBILES 


—and 28.8% more tires, batteries, 
anti-freeze and supplies, of course! 
That's because WAVE-TV has 28.8% more 


viewers, from sign-on to sign-off, in any 
average week. Source: N.S.1., July, 1961. 


CHANNEL 3 ® MAXIMUM POWER 
NBC 


LOUISVILLE 
THE KATZ AGENCY, National Representatives 
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WANTED 


We just can’t hold Family Circle circulation down! by over 
Supermarket racks are emptying fast. Store managers 6 000 000 Family Circle circulation— 
are demanding more copies. Issue after issue is a virtual ’ ’ all single-copy sales 
sellout. All this—and not a penny spent on circulation 
promotion or cut rate subscription offers! homemakers sulle oF ~ ors en 
What’s behind the natural demand for Family Statement Estimates Per Issue 
Circle? Down-to-earth ideas for homemakers from first 
page to last. Here, too, Family Circle is different. 3rd 
This new “for homemakers only” editorial program Quarter 5,230,487 6,000,000" 770,000 
has given Family Circle the largest single-copy Average 
circulation of any magazine published! And it’s giving Ath 
advertisers a most selective, responsive market: 
September, October, November and December issues a 6,001,572 7,000,006 1,000,000 
carry the largest dollar volume of advertising of any like 8 
issues in Family Circle history ! 


“For Homemakers Only” 
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The Post & Times 


give dominant coverage in 


(Continued from Page 62) 


|mined at the warehouse by IBM 


machines, which keep a sharp me- 
chanical eye on current customer 
buying trends. Unseasonable items, 
for instance, are whisked off the 
shelves to make room for current 
sellers. 

Mr. Brewer advises manufac- 
turers that getting in to stores is 
“no criterion for success.” He 
pointed out that an item must sell 
or it won’t be around for long. “We 
sell a few pieces a week in a tre- 
mendous number of stores. That’s 
what creates sales,” he said. 


| 
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Chemical-Drug Houses 


1960 Sales 
Lederle Laboratories 
(Division of 
American Cyanamid) .. $175,000,000 
Chas. Pfizer & Co. 
(Pfizer Laboratories and 


J. B. Roerig & Co.) ...... 269,400,000 
E. R. Squibb & Sons 

(Division of Olin 

Mathi Chemical) .... 109,100,000 
Merck & Co. 

(Merck Sharp & Dohme) 218,100,000 


Advertising Age, October 16, 1961 


Mr. Brewer believes that manu- 
facturers “have not yet started to 
think in terms of self-selection 
selling. They’re still making pack- 
ages to sit on the shelf behind the 
counter in drug stores. This is one 
of the weaknesses that must be 
corrected,” he said. + 


‘CAN REDUCE OFF-THE-JOB 


IND. THEIR SHOCKING TOLL 


Published to save lives 
in cooperation with 


The Advertising Council 
and the National Safety Council 


SUPPORT YOUR LOCAL 
SAFETY ORGANIZATION 


> 


il 


Please send a copy of “The Challenge to 
Management of Off-the-Job Accidents.” 1 


CHICAGO 11, ILLINOIS want fo learn how my compony can save lives 
and dollars with your TOTAL SAFETY PLAN. 

NAME 

crry. ZONE STATE 


Ethical Field 
Gets Kefauver 
Hotfoot in ‘61 


(Continued from Page 57) 
|tion promulgated new label regu- 
lations that required ethical drug 
|marketers to make “full disclosure” 
/of side-effects, contraindications 
and other pertinent data in all 
their direct mail promotion. 
e The Dingell bill was introduced 
in the House to require drug mar- 
keters to make “full disclosure” in 
all their ads in medical publica- 
tions. 
e The FDA made 21 seizures of 
drugs which had been distributed 
as doctors’ samples and then re- 
packaged for sale. 
e The Federal Trade Commission 
sent a Robinson-Patman question- 
naire to 37 top drug companies, 
asking for a raft of information, 
much of it having to do with pro- 
motion of ethical drugs. 
|e Pierre Martineau, research di- 
,rector of the Chicago Tribune, 
went to Zurich to present a defense 
of the American free enterprise 
system and explained: “If an in- 
dustry seems to be making unrea- 
sonably high profits, then it is 
called before the bar of public 
opinion and legislation, as is hap- 
pening to the ethical drug industry 
today.” 
e Drug company profits, which 
skyrocketed during the 1950s, lev- 
eled off sharply, with the indus- 
try’s volume leader, Parke, Davis 
& Co., suffering a sharp drop of 
37.7% in its earnings for the first 
six months. 
e American Druggist reported that 
the average doctor wrote 167 few- 
er prescriptions in 1960 than in 
1959, with this trend continuing 
in the first six months of 1961. 
e No drugs of the “wonder drug” 
|category made their appearance. 
e Wall Street began to have seri- 
| ous doubts about the “growth” na- 
ture of the industry, with shares 
of several companies hitting their 
lowest levels in years. 
e The Hill & Knowlton rebuttal 
to the Kefauver report—prepared 
in behalf of the Pharmaceutical 
Manufacturers Assn.—was largely 
ignored in the nation’s press. 
e The two top agencies in the eth- 
ical drug field—William Douglas 
McAdams Inc. and L. W. Frohlich 
& Co.—were subpoenaed by the 
Kefauver committee. 
e The third largest agency in the 
ethical drug field—Burdick & 
Becker—split into two separate 
parts, Robert A. Becker Inc. and 
Dean L. Burdick & Associates. 
e Advertising in medical publica- 
tions tailed off sharply, with three 
major books in the field showing 
losses like these for the first eight 
months: Journal of the American 
Medical Assn., off 694 pages or a 
16% decline; Medical Economics, 
off 736 pages or a 22% decline; 
Modern Medicine, off 604 pages or 
a decline of 18%. 
e Medical News, a Ciba property 
for five years, was launched as an 
independent weekly and folded 
within six months. 
e Direct mail advertising also fell 
off, with the annual Clark-O’Neill 
survey showing a 10% decline in 
pharmaceutical mailings to doctors 
in the 12 months ended April 30. 
e Clark-O’Neill reported that the 
average GP got 4,000 promotional 
(Continued on Page 68) 
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HOUSTON POST PROFILE RESEARCH a a ee Tee 


PRODUCT: Facial Cream TOTAL HOUSEHOLDS: 517,900 


USER HOUSEHOLDS: 70.3% (364,114) f.. dj i OU ST ON > 


CHARACTERISTIC FACIAL CREAM DAILY NEWSPAPER COVERAGE 
INCOME USERS POST CHRONICLE | PRESS = 
Less than $3000 45.4% 21% 23% 14% 
$3000—$4999 71.3 32 34 19 
eneeued Jon hes ” az More than 70% of the 517,900 families who make up the Houston market buy 
sensietseaneie ats ot . ad facial cream . . . and to folks who sell beauty in the bottle (or jar), that rep- 
AGE (Head of Household) resents a fair flock of femmes. 
uP Less then 36 7388 7% 30% 14% But numbers alone are only one facet of a marketing story. 
ae 35 to 50 76.6 39 34 20 
: hes denen ” 60.6 36 37 20 The real makeup of a market comes out when you look behind the numbers and ‘ 
find the distinguishing characteristics for a particular product and brand. And a 
ae: Rr ae ed i that’s where HOUSTON POST PROFILE RESEARCH enters the picture. a ' 
yy 8 ai 37 20 HOUSTON POST PROFILE RESEARCH tells cosmetic houses that femmes who 7 
$ or mere 67.3 35 33 18 buy facial cream, for example, tend to have higher incomes, fall into middle and 
younger age groups, are members of medium size family groups and are sup- 
pee ge ported by a white collar husband. 
White Collar 81.5% 49% 42% 20% : s we" A 
Blue Collar, Skilled 124 35 35 22 It also tells cosmetic advertisers that the same characteristics that apply to facial 
Unskilied & Farm 61.2 28 27 9 cream users apply to readers of THE HOUSTON POST. 
enand vaste end . sid Whether you're selling facial cream or frankfurters, beer or biscuit mix, HOUSTON 
Seurects Ben £. Clare & Aecsoleten ep Ten Brands, March-dune,-2080 POST PROFILE RESEARCH can give your Houston marketing more direction. For 
Sales Management Survey of Buying Power, May 10, 1961 _| information about a tailor-made profile of your product or brand, see your 
Houston Post man or our Moloney, Regan & Schmitt representative. 


THE HOUSTON POST 


TEXAS’ LARGEST NEWSPAPER/ SHOWING THE WAY IN DEPENDABLE MARKET RESEARCH 
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ACCORDING TO WEBSTER: To make lucid, explain, enlighten; as demonstrated each week by 13 hours and 10 minutes of news and public affairs programs produced by the 475-man CBS News staff; 
SEE: CBS Reports, Eyewitness, The Twentieth Century, Washington Conversation, At The Source, Joint Appearance, College of the Air, Calendar, Accent, The Great Challenge, Camera Three, Look 
Up and Live, Lamp Unto My Feet, Douglas Edwards with the News (Monday through Friday), Charles Collingwood with the News (Monday through Friday), Harry Reasoner with the News 
(Monday through Friday), The Saturday News with Robert Trout, Ned Calmer with the News, The Sunday News Special; SEE ALSO: CBS News correspondents Howard K. Smith, Walter Cronkite, 
Eric Sevareid, David Schoenbrun (Paris), Daniel Schorr (Bonn), Alexander Kendrick (London), Winston Burdett (Rome), Peter Kalischer (Tokyo), Marvin Kalb (Moscow), Charles Kuralt 
(Rio de Janeiro), Richard Bate, Wells Church, Tom Costigan, Bill Downs, Bernard Eismann, Nancy Hanschman, George Herman, Grant Holcomb, Richard C. Hottelet, Allan Jackson, 
Richard Kallsen, Frank Kearns, Larry Lesueur, Blaine Littell, Roger Mudd, Paul Niven, Stuart Novins, Robert Pierpoint, Prescott Robinson, Neil Strawser, Dallas Townsend, Charles von Fremd. 


Deadlock on disarmament, blockade in Berlin, conflict in the Congo, tornado in Texas—wher- 
ever and whenever it happens, the nation’s viewers will know and understand it better when 
exposed to the crisp reporting and clarifying insights of CBS News’ distinguished staff of 
correspondents and cameramen stationed throughout the world. Measured by whatever 
yardstick you may choose—enterprise, experience, reliability or acclaim, they add up to what 
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The New York Times has called“the ablest news staff in broadcasting”—a reputation for 
responsibility that goes back over a quarter of a century to the days when CBS News 
pioneered such broadcasting techniques as the foreign news round-up and the documen- 
tary in depth. These qualities were never in more demand than they are today,as the events 
and issues of our time grow increasingly urgent and complex. It is these qualities that 
continue to inspire the respect and confidence of the public in CBS News—and offer still 


further evidence that in the coming season the program 
schedule of the CBS Television Network will continue > DOMINATE 
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For a total selling job — in Siouxland—use 
SIOUXLAND’S BIG FAMILY NEWSPAPER 


Advertising Age, October 16, 1961 


(Continued from Page 64) Si AMERICANG SPEND 
pieces—the lowest number since |” 


| 1956. 


In the opinion of some observers, i AR LESE for ORO CS 
the recent furor over Kefauver THAN MANY OTHER ITEMS 


masks a new phase in the develop- 
ment of the industry. What is hap- 
pening, they say, is that the in- 
dustry has simply got off the 
skyrocket it has been riding for the 
past ten years and has settled 
down to a pattern similar to that 
of other industries. There will be 
steady growth now, particularly 
for the strong companies, but there 
will be little of the spectacular || 
overnight spurts of the past. 

From an advertising standpoint, | 


the ethical drug industry repre-| yn BBE S13 bition 
sents an investment that might be - Electricity Billion 
conservatively estimated at $250,- | Bs2 


media are medical publications and 


000,000 a year. The two principal Drugs ond Sundries 11 $3.3 Billion 
direct mail. . ee 


Important ancillary | 


Source U6 Dept of Commerce 


/media are exhibits and closed-cir-| jess U.S. Commerce Department 


cuit television. The $250,000,000 | data show drug, other expenses. 
figure does not include detail ex- | 


penses, which are much greater, | ” 
nor does it cover doctors’ samples, Ethicals Outsell 
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PRESSURE-SENSITIVE KLEEN-STIK TAPES 


P.O.P, goes up trim and tidy when it’s backed with 
Kleen-Stik pressure-sensitive tape. Kleen-Stik is 
invisible — goes under the display, not over it, to give a clean, 
sharp-edged appearance with no “hangover” at corners 
and edges. Its flexible adhesive holds tight even on irregular 
shapes, without peeling or puckering . . . won’t spoil 
the beauty of costly printed pieces. Tell your 
display printer to add genuine Kleen-Stik — 
the modern self-sticking tape. 
*® Quick and easy—just peel backing and press in place 
* Sticks tight without moistening, on any smooth surface 


¢ Available through your regular printing sources 


FREE —idea-packed booklet, ‘101 Stik-Triks’’. 
Write for your copy today. 


Perens « roms Pues - TAPES 


KLEEN-STIK errooucrs, inc. 


7300 WEST WILSON AVENUE © CHICAGO 31, ILLINOIS 


PLANTS IN CHICAGO, LOS ANGELES, NEWARK, and TORONTO, CANADA 


OVER 25 YEARS OF 


to mount your display 


PRESSURE-SENSITIVE 


which can also be considerable. + | 
Proprietaries 3 to | 


ae (Continued from Page 57) 
é | Werble, president of F-D-C Re- 
ports Inc., publisher of drug and 
cosmetic newsletters, show more 
|clearly how this shift has come 
| about. Mr. Werble traces the trend 
4 in manufacturers’ prices, as fol- 
lows: 
e In 1947, total pharmaceutical 
volume was $526,000,000, of which 
proprietaries accounted for $328,- 
000,000. 
e In 1954, total drug volume was 
$1.1 billion, of which proprieta- 
ries accounted for $402,000,000. 
| @ In 1958, total drug volume was 
$2.5 billion, of which proprietaries 
accounted for $750,000,000. 
Pharmaceutical volume today is 
believed to be about the $2.5 bil- 
| lion level of 1958. The proportions 
between proprietaries and ethicals 
’ |have not changed radically, but 
.) | Mr. Werble and others believe that 
at ) | proprietaries are now beginning to 
stage a small comeback. 


|= Mr. Werble’s records show that 
over the past two years proprietary 
drug producers have been moving 
ahead at a faster clip than those 
companies anchored deeply in the 
| ethical end. As a result many of 
'the ethical drug producers are 
now moving—or seriously consid- 
|ering moving—into proprietaries. 

E. R. Squibb & Sons, for exam- 
| ple, is now promoting its Vigran 
| vitamins to consumers, and this 
fall Smith, Kline & French Labora- 
tories will make a major assault 
on the cold remedy market with a 
new proprietary, Contac. 

There is one grey area in this 
picture represented by the over- 
the-counter (OTC) drugs. These 
are products such as Empirin or 
Coricidin or Upjohn’s Unicap vita- 
mins. They are available freely 
without a prescription but they 
are not advertised directly to the 
consumer—except via occasional 
point-of-sale displays in drug- 
stores. As such, they are neither 
proprietaries nor ethicals—al- 
though they are usually lumped 
| together with the ethicals. 

Mr. Werble points out that these 
OTC products have a substantial 
volume. As a matter of fact, he 
estimates that OTC product vol- 
ume is probably equal to the $750,- 
000,000 done by the advertised pro- 
|prietaries. He bases his estimate 
on an analysis of government cen- 
sus figures which show vitamin 
sales alone at $300,000,000 and ant- 
acid product sales at $160,000,000 
(of which Mr. Werble estimates 
$100,000,000 are in OTC items). 

Companies eyeing the propri- 
etary field have in mind these 
OTC products, which could be 
promoted to the consumer. Indus- 
try observers expect many of these 
OTC items to become proprietaries. 


LEADERSHIP 
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Metropolitan Oklahoma City and Retail Trading Zone (26 Counties) 
where 49.4% of Oklahoma's Drug & Cosmetics sales are made, 
the Sunday Oklahoman covers 74% 


of the urban households! 


Greater Oklahoma City Marketing Area . 
(58 Counties) where 66.5% of Oklahoma's Drug 
and Cosmetics sales are made 

the Sunday Oklahoman covers 65% 


of the urban households! 


The Sunday Oklahoman covers 


32% of the households in the entire state! 


Oklahoma Drug & 
Cosmetics Sales 


rculation in 


The LARGEST anee® Ci 
the entire vctnpiete 
now provides rotogravure toa 


“MORBIT” The Sunday Ok 


’ : i : A dit 9/30/60 
locally edited magazine Circulation A.B.C. Au 


Sources: Sales — SRDS 1/1/61; 
Circulation — A.B.C. Audit 9/30/60; 
Households — 1960 Census. 


Since 1948 the locally edited Sunday Okla- No major outside Sunday supplement pene- 
homan magazine has been a top reader 
attraction in Oklahoma. Now in new full 
color rotogravure, it has new reader interest, 


trates Oklahoma as much as 2%. No general 


magazine provides as much as 12% coverage 


heightened pictorial coverage and a contin- of the state. Compare these coverage figures 
uation of the editorial policy of Oklahoma- and schedule your advertising to reach 
oriented, Oklahoma-written material. Oklahoma in “Orbit.” 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Company e Represented by The Katz Agency 


The newspapers that belong on every national advertising schedule! 
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Advertising Age, October 16, 1961 


The Wonderful World of Cosmetics Advertising 


Abandon your 


r AK} 
cares TOARA \ } they'll go mad over you when they 
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ABANDONED—Cosmetic ads are hard sell, wacky—or sexy like this AGITATED—Spoofing while selling, Max Factor ads by Doyle Dane AROUSED—Dana Perfumes ad 
“soothing” ad by Prince Matchabelli via J. Walter Thompson Co. Bernbach in the mid-1950s gently used tongue-in-cheek humor. bowed in 41, still draws quips. 
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er comes Crete " CLASSIC—“Does she or doesn’t she?” Quitt—Shunning shout, Faberge PERENNIAL—Elizabeth Arden’s 1959 Christmas wish was so success- LASTING—This slogan ran first in 
i slogan first ran in Life in °56. Inc. used “whisper” to launch Ju- ful it’s repeated annually with variations, and a red door now adorns 1940, remains famous although un- 
Agency: Foote, Cone & Belding. liette Marglen nail glace in ’57. each salon ad. Agency: Hockaday Associates. used since °52. Agency: JWT. 
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RACY TO REGAL—Revion girl has grown more regal with the years as portraying “the brilliance that was Versailles.” Unchanged are HAPPY SELL—Light-hearted copy, art, 


Revlon sought prestige image. Tempting siren of famed 1952 Fire vivid red-and-white color scheme, implied testimonial. William H. typography sell Tussy. Agency: 
& Ice Quiz (left) became regal beauty of current Louis XIV ad, Weintraub Co. did the early ad; Warwick & Legler the new one. Young & Rubicam. 
= oo . N I fi Li tii h 
: On—and On—and On! 
Stave on WOH ... Nas one HEM — " — Ihe bena Bidhinetrin suis 
> Ultra Feminine t 
na - stop worrying about dry ness—wrinkles 
‘ ys" fr. na stop worry ing about telltale wears 
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UNCHANGED—Just package picture STAYS ON—AND ON!—Editorial-type DummY—Model’s head on dummy siunt—“Ugly” words—wrinkles, MALE—“Open pore” photo of male 
has sold Chanel since '20s. Agency: ad in ‘50 lured rash of imitators. pushed “custom-blended” powder blackheads—grace Helena Rubin- pushes Helene Curtis’ Tweed. Alt- 
Norman, Craig & Kummel. Agency: Raymond Spector Co. of Chas. of Ritz via Rockmore Co. stein copy by L. W. Frohlich Co. man Stoller Advertising is agency. 
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IN HOUSTON... 
The Chronicle Publishes More Drug and Cosmetic 


Advertising Than Both Other Newspapers _ 
fim. : COMBINED! 


coe Ties 
Me <> | 


First 8 Months, 1961, Linage Performance 


DRUGS 
| RE RR Ps ee eee eae ee 91,343 lines 
eee hee: a a oe es -. 69,921 lines 
COSMETICS 
IE os is Se Ge back Beware ets 96,931 lines 


Peak Cotes Cee... 2. en a i ok. een tank 85,542 lines 


TOTAL DRUGS & COSMETICS 
«+ | UR ce“ 188,274 lines 


Post & Press COMBINED __ . 


155,454 lines 


SOURCE: MEDICAL AND TOILET REQUISITE LINAGE, MEDIA RECORDS FIRST 8 MONTHS OF 1961. 
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YOU JUST CAN'T BEAT THE CHRONICLE FOR RESULTS... THAT'S WHY IN HOUSTON, THE CHRONICLE IS YOUR MUST BUY! 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper 
wage The Branham Company — National Representatives 
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Personal Service in Impersonal Self-Service Era... 


Avon: How to Be Biggest Cosmetic 
Company but Never Sell in Store 


Clambers to Top with 
Door-to-Door Selling 


service,” as the company terms it 
in one of its merchandising pieces 
—‘“personal service in these days 
of impersonal self-service.” Ap- 
by 125,000 Women parently women appreciate this 
New Yorx, Oct. 10—Back in 1886, | “COMmodity” because company 
a man named D. H. McCon-| |sales have been ripping steadily 
nell, decided to perk up his door- | ahead. For example: In 1951, sales 
to-door book business by offering | were $35,826,000. But by 1960, sales 
women a choice of five bottles of 28d climbed to $168,187,000. Earn- 
perfume with their book purchases. | 28S have kept up a lively pace too. 
His customers liked the idea | Im 1951, they totaled $2,296,000; 
very much. In fact, one memorable | im 1960, they were $17,619,000. 
day, he realized a very significant | Sales continue to be greatest in| 
fact—his perfumes were in greater Suburbia and outlying areas. But | 
demand than his books. That was | the greatest growth is being reg- 
the beginning of what is now Avon | istered in the metropolitan areas 
Products, which grew to be the! while sales in the outside areas 
country’s largest cosmetic company | 


| 
| AVON SELL—This color page which 
|ran in February issues of maga- 
|zines is typical of Avon’s print 


| advertising. 


,| remain about the same. 


| The company didn’t start adver- 


Advertising Age, October 16, 1961 


| tising until 1936, when it was 50|of selling,” Mr. Shine explained. 
| years old. A year later it appointed “I don’t like the expression, but 
|its present advertising agency,|we don’t use the hard sell. Unlike 
Monroe H. Dreher Inc. Through|some other advertisers, we do 
the years, its ad budget has grad-|not try to motivate customers to 
| ually increased, now totaling about | zoom out and buy our products at 
| $4, 250,000 primarily for magazines |the nearest store. Instead we try 
;and spot tv. This figure is mis-|to arrange a welcome for our rep- 
| leading, however, since it does not | resentative when she calls—and 
| include the amounts spent for | we also use our advertising to stir 
}such things as gift catalogs and|the representatives into making 
ppalas brochures for its sales rep- | those calls.” 
| resentatives. “If you count up all; The company started out using 
|we spend on those materials, it | magazines, and magazines continue 
| costs us just as much to make ten |to be the primary base of Avon’s 
| cents on a dollar as any. other ad- | advertising, “because they present 
| vertiser,” George Shine, Avon’s ad ,our only opportunity to have a 
manager, told ADVERTISING AGE. | showcase in color for our prod- 
The burden of the advertising is | ucts,” Mr. Shine said. This year, 
not just to promote the company | the company is using ten different 
and its products pleasingly, but | ads and a list of eight publications: 
to promote the idea of the sales | Christian Science Monitor (which 
representatives as well. “We en-|it has used for about 15 years), 
deavor to present in a favorable | Good Housekeeping, Ladies’ Home 
light the company’s name, its stat- | Journal, McCall’s, Parents’, Pro- 
ure and dignity, its wide product | gressive Farmer (which it uses to 
range and its personalized method reach the Southeast, not the farm 


even though its products have | 
never been sold in a store. 

But to return to Mr. McConnell: | 
After making his big discovery 
about women and perfume and 
books, he quickly set up a tiny. 
laboratory in downtown New York 
and started making perfume. His | 
first investor in this new venture | 
was a friend in California, so in | 
his honor Mr. McConnell named | 
the company the California Per- | 
fume Co., even though it was lo- | 
cated in New York City. 

It wasn’t long before he found | 
he needed help distributing his 
perfume—and then he had another | 
idea. He decided to offer women | 
the “earning opportunity” of sell- | 
ing his products door-to-door in | 
their own neighborhoods. He em- | 
ployed managers to find and train | 
these saleswomen and—in another | 
unusual policy for those days—he | 
strengthened their selling with al 
pledge of guaranteed satisfaction | 
to every customer or every penny | 
would be returned. 

The fledgling company pros- | 
pered from the start, and soon Mr. 
McConnell added toiletries and 
household products to his line of 
perfumes. In 1894, he built his first 
plant, in Suffern, N.Y. From then 
on, distribution spread out into 
more communities, then cities, 
then states, until the name, Cal- | 
ifornia Perfume Co., seemed too | 
regional. In 1939, the name was 
changed to Avon, “a name with 
the sound of beauty.” 


® Today, the line of five perfumes 
has grown into several lines, in- 
cluding more than 200 different 
products—exclusive of shades—for 
not only women, but babies, chil- 
dren, pre-teens, teens and men. 
And the number of women selling 
these products door to door has 
grown to 125,000, not only in the 
US. but Canada, Mexico, Vene- 
zuela, Brazil, Puerto Rico, England 
and West Germany. 

The heart of the business still 
remains “that rare commodity, 


FREE LIGHT 


> J 
with every sign 

‘Codit” Reflective Liquid makes your 
highway “tacker” signs sell day and 
night—without the cost of light! Reflec- 
tive sign surface bounces back light © 
borrowed from oncoming cars. Brilliant. 
Impressive. You reach 50° more motor- 
ists than with daytime- -only signs—and 
at much less cost per reader. 


sales 


WRITE FOR FOLDER AND 
FREE DEMONSTRATION oe 


CopiTt 


BRAND 


... The use of home-edited, newspaper distributed, color 
gravure magazines—singly or in any combination — 
as a “tactical ad force” to pinpoint coverage when 
and where you want it. 
America’s 55 Home Edited (independent) Gravure 
Magazines serve 41 major markets. You can match 
the magazine(s) to the market(s) where you need 


action the most. 


REFLECTIVE LIQUID 
Minnesota Mining & Manufacturing Co. 3m 
Dept. RCW, St. Paul 6, Minn. 


» Ske 


...In COLUMBUS 


It’s THE COLUMBUS DISPATCH 
SUNDAY MAGAZINE 


15 OF THE BEST OF 55 HOME EDITED 


® Akron Beacon Journal @ Atlanta Journal 


® Houston Chronicle @ Indianapolis Sta 


® Phoenix Arizona Republic © Pittsburgh Post 
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Advertising Age, October 16, 1961 


market), True Story and ee 
teen. The same ads are running in | 
Canada, in Chatelaine, La Presse, | 
Perspectives and Reader’s Digest. 


s In 1953, the company started 
using spot tv, its other big sseiie | 
um. That first year, it ran spots on | 
two stations, one in New York, one | 
in Chicago. In 1954, it expanded to 
seven cities, and this year it is 
now scheduling spots on 210 sta- 
tions in all 50 states. Three of the 
commercials are being shown in 
color in three cities. Somewhere 
along the line, the familiar theme, 
‘Ding Dong. Avon Calling,” 
evolved. “And now it’s as well 
known as anything about the com- 
pany,” Mr. Shine said. 

Avon’s advertising follows a 
tried-and-true formula by now. 
The print ads usually show a large 
picture of a pretty, demure young 
woman—not the exotic beauties 
often shown in other cosmetic ad- 
vertising—along with large pic- 


AVON, for the first time, devotes an entire |'V film to 


GIFTS FOR CHILDREN! 


This charming fiho, emeeryts of which you see here, Avun's gaits tor boys ome girls tbsis Clhristmnms, that thes 
is called” The b 4 Chaistmas” Ohiamas is truly hin © as parcahacer then, 
the jov nel wonder on the fave of a dhilld on Chirstmas ow TV. Castorne 

Pear « amt t a " : 


AaWHSeror 


pre 


FOR THE KIDS—This Christmas, Avon for the first time will devote an 

entire tv spot to promoting gifts for children—including a subma- 

rine that turns the tub into a bubble bath, and a clock that teaches 
time, holds bubble bath and becomes a bank when empty. 


Avon representative,” in the words 
|of the copy. 
| At the same time as the print) 
jad is appearing, a tv commercial 
|is bringing it to life. Invariably the 
| tv commercial ends with a shot of 
|the Avon representative “invit- 
jing” the young woman to try the 
|product. And the closing note is | 
the “Ding Dong. Avon Calling.” | 
| Not only is the “Ding Dong” fa-| 
miliar, so is the face of the Avon | 
representative, who for the past) 
six years has been enacted by the | 
|same model, Connie Joannes. 
| During the year, the advertising | 
;}must promote a wide range of | 
| products—fragrances, makeup, | 
|skin care creams, Christmas gifts | 
|and men’s toiletries. But in each | 
jad are two recurrent themes: | 
| Quality of the products and the) 


|ease and pleasure of personalized | Containing demonstration 
| buying at home. 


tures of the particular products | the young woman “selecting Avon | 
being promoted. Down in one cor- | cosmetics and fragrances at home,|# Avon finds its representatives 


ner is a smaller photo showing with the help of (her) friendly | through classified advertising and 


_...ELSEWHERE 


2 


¢ 


40 OTHER MAJOR MARKETS! 


Home Edited Gravure Magazines provide 20% 
or more coverage in those U.S. counties which 
contain 55% of the population and account for 


57% of retail sales. 


GRAVURE MAGAZINES SERVING 41 MAJOR MARKETS 
| and Constitution @ Columbus Dispatch @ Dallas Times Herald @ Denver Post 


®@ Louisville Courier-Journal @ Newark News @ New Orleans Times-Picayune 
Gazette @ St. Louis Globe Democrat @ Toledo Blade @ Washington Post Times Herald 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, etc.) 
has been omitted from this 
issue to provide space for 
the extensive material about 
current drugs and cosmetics 
marketing. The usual fea- 
tures will be back next week. 


recommendations from other rep- 
resentatives. Each woman “in- 
vests” in an exclusive franchise 
for her specific territory, and she is 
supplied with a demonstration kit, 
mer- 
chandise and miscellany of mate- 
rial such as a beauty book, color 
charts and order books. 

She is then given a nine-week 

| training course—either at training 
| classes if she lives in a city, or in 
| her own home if she lives outside 
|the main cities. The training is 
handled by sales managers in the 
|company’s six branch offices, and 
|it is a continuing program for as 
| long as a woman remains a repre- 
| sentative. 


|@ Besides occasional visits from 
her sales manager, a representative 
receives periodical mailings from 
the company. A monthly publica- 
tion, “Avon Outlook,” keeps her 
posted on new products and ways 
to sell. Each season, a handsome 
brochure announces the adver- 
tising for the next three months. 

These ad brochures reprint each 
ad as well as stills from the com- 
mercials, listing when and where 
they will appear. They also re- 
mind her that “the Avon repre- 
sentative is the most advertised 
woman in the world”... that 
women “are expecting you to call” 
and not to disappoint them. 

To celebrate its 75th anniver- 
sary this year, the company had 
Jackson & Perkins cultivate a spe- 
cial Avon rose which is serving as 
the anniversary emblem. The rose 
was a natural choice since Ex- 
tract of White Rose was the com- 
| pany’s first product, and a rose has 
often been used by Avon to sym- 
| bolize “beauty-laden cosmetics.” 
|The Avon rose is pictured in many 
| of the ads, commercials and mer- 
| chandising pieces, along with the 
| copy line “75 years of beauty serv- 
ice to the home.” + 


HE CAN 
HELP YOU 


Barney Kingston, Merchandising Di 


Don't be fooled by the ‘‘outlet map’’ on 
your wall! It's one thing to put your prod- 
uct in stores—it’s quite another to move it. 


If your product or service lends itself 
to personal selling—-whether in a home, 
office, store, institution, service station, 
etc.—it will pay you to investigate the 
booming $9', billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpenisve it is to move merchandise 
through modern direct selling—in ALL 
counties of the 50 states and in the prov- 
inces of Canada 


Let us analyze your product or service 
| without obligation on your part. If your 
product has potential in our field. we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts 50 new 
companies every month many of 
which now do from $250,000 to more than 
$12' million annually 


Send factual data to our Merchandising 
Director, Barney Kingston, Dept. P-120, 
Salesman's OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Ill 
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Profiles of Ten Leaders .. . 


Parke, Davis’ $8,500,000 Ad Budget 


Is Biggest Among 


New York, Oct. 10—Biggest ad- 
vertiser among ethical drug man- 
ufacturers is believed to be Parke, | 
Davis & Co., Detroit, with an es- | 
timated $8,500,000 budget. 

Close behind is Merck Sharp 


& Dohme, Philadelphia, with an | 


estimated $7,500,000 annual ex- 
penditure. 

They are among ten leading 
ethical drug companies whose 
advertising and marketing activ- 
ities are summarized in the fol- 
lowing capsule portraits: 


Abbott Laboratories—<A full-line 


house headquartered in North Chi- |. . 


cago .. . Founded in 1900 by Dr. 
Wallace Calvin Abbott, who of- 
fered physicians shares in a busi- 
ness they could “help to grow” . 


. portion of profits ... 


Ethical Companies 


|Publisher of “What’s New,” ex- 
ternal publication which pio- 
neered in lavish use of art. . . In 
lrecent years Abbott has failed to 
/come up with any important new 
|drug discoveries ... Has impor- 
tant international business ... 
Big internal ad department pre- 
pares and places all ethical drug 


advertising . . . Uses Tatham-Laird 
for Sucary] . . . Estimated ad budg- 
et: $7,000,000. 


Lederle Laboratories—A divi- 
jsion of American Cyanamid, 
which acquired Lederle in 1930 
. Company, headquartered in 
Pearl River, N.Y., accounts for 
about a quarter of Cyanamid’s 
volume but a much higher pro- 
Lederle is 


Drug, Proprietary Store Also a major marketer of sul- 

Sales: First Half, 1960-61 fas, : steroids and vitamins 

(Billions of ) Equipped for vaccine production 

Dollars . Principal agency: Erwin Wa- 

sey, Ruthrauff & Ryan ... Es- 
timated ad budget: $7,000,000. 


;|} Eli Lilly—Full-line house es- 
m | tablished in Indianapolis in 1876 
| by Col. Eli Lilly, a drugstore pro- 


a 


ey, 


oe 


3 me prietor ... Conservative reputa- 
a | tion ... Important producer of 
a ‘Se —— antibiotics and vaccines 
ian “if (Lilly made 60% of the Salk vac- 
2 » | cine) . Leading seller to the 
“ we| agricultural field ... Sales have|.. . 
a been on a plateau for five years 
x . Company lost volume leader- 
: 2 |ship to Parke, Davis . . . Produces 
fae |}good deal of its own advertising 
% materials ... Uses hometown 


2 S\placement agency, LaGrange & 

Bee tee hy 9 as Garrison . . . Estimated ad budget 
Ist Half Ist Half | $4,000,000. 

Source: Nielsen Drug Index Merck Sharp & Dohme—Divi- 

| sion of Merck & Co., which ac- 

the No. 1 producer of antibiotics | | quired Philadelphia- -based Sharp 

with Declomycin, Achromycin V, | Dohme in 1953 .. . In the past 

Achromycin and Aureomycin . . | few years the company has become 


ee) ene hate Dresest 


3-Year Trend Of Total Drug Store Sales ... By eidtuants 


* Add 000 to all long figures—the dollar figures— 


Year-to-Year CHanees in Derartmentat Saces 


% 
1959 Change 


So 
1958 Change 


Per Cent of Torat Saes 
1960 1958 1959 1960 


Prescriptions ......__.. $1,790,279 +10.2 $1,973,527 +3.5 
Over-Counter Ethicals . 452.968 +9.2 494,718 +7.6 
Advertised Remedies' . 662,393 +5.4 698,153 +68 
Rx Accessories .._. 259,707 +79 280,269 +0.7 
Health Supports . ee 174,859 +12.0 195,865 +42 
Toiletries, Cosmetics 653,753 +79 705,238 +7.3 

Sete Re: 572,472 +47 599,531 +2.5 
seal Ice Cream 94,298 = +3.3 97,435 +45 
Candy, Gum, Nuts . 211,530 +5.2 222,584 +6.7 
Te" eRe 364,004 +89 396,365 +6.2 
Magazines’ oe) Se 172,198 +40 179,019 +3.1 


292,070 
' F 180,442 


Photo Finishing 102,550 +92 411,954 +59 
Writing Htems 145,367 +11. 161.451 45.5 
RT _ 435,009 +9.1 474,588 +10.2 

rs 6,531,023 +8.) 7,063,209 +52 


$2,043,220 | 27.4% 27.9%, 27.5% 
532,315; 6.9 7.0 2 
745,362 | 10.2 9.9 
282,340; 40 4.0 3.8 
204,048 2.7 2.8 2.7 


FOOTNOTES 


lincludes household drugs 
and insecticides, animal 


756,566| 10.0 10.0 10.2 Fy F ellian 
614,39%| 88 85 83 ell ai to Glows cauie. 


101,851 1.4 1.4 1.4 
237,392; 3.2 3.1 3.2 
421,073; 546 5.6 5.7 
184,536, 2.6 25 25 
302,845 


189,389 
118,533 1.6 1.6 1.6 
170,291 2.2 2.3 2.3 
522,842, 6.7 67 70 

7,426,999 


Sincludes books, mage- 
zines, newspapers. 


*Stationery, greeting 
cards, writing tools. 


To Reach this °7,427,000,000 market AMERICAN DRUGGIST is the FIRST 
choice of many advertisers because: 


11 North Wacker Drive 
Franklin 2.0640 


1790 Broadway 
- Plaza 7-5020 


AMERICAN DRUGCIST is: 


in Circulation 

in Total Editorial Pages 

in Editorial Color Pages 

in Editorial to Advertising Ratio 
in Total Advertising Pages 


American Dr 


“THE ONE FOR THE MONEY” pe f <a 


Duncan A. Scott& Co. Keith Bidg. (Suite 7 


1901 West Sth Street 


Euclid Ave. & E. 17th Street 


26 TIMES A YEAR... 
TO YOUR 
BEST CUSTOMERS 


18) Duncan A. Scott & Co 
85 Post Street 
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one of the largest advertisers in 


.|the ethical drug field, largely to 


promote two top sellers, Diuril, the 
leading diuretic, and Decadron, a 
leading entry in the steroid mar- 
ket . . . Merck was the developer 
of cortisone . . . Advertising is 
divided among three agencies: 
Charles W. Hoyt Co., Doherty, 
Clifford, Steers & Shenfield and 
Robert A. Becker Inc. . . . Estimat- 
ed ad budget: $7,500,000. 


Parke, Davis & Co.—Full-line 
house founded in Detroit in 1875 
Makes more than 600 prod- 
ucts but does $80,000,000 or 40% 
of its total volume in one drug, 
Chloromycetin, a broad-spectrum 
antibiotic .. . Half of Chloromy- 
cetin sales come from abroad ... 
Important producer of vaccines, 
hormones and vitamins . . . Com- 
pany has run institutional adver- 
tising program since 1928 
Agency: Young & Rubicam 
Ethical drug agency: L. W. Froh- 
lich & Co. . . . Estimated ad budg- 
et: $8,500,000. 


Chas. Pfizer & Co.—Brooklyn- 
based chemical house founded in 
1849 . . . Originally made its mark 
as citric acid producer ... In- 
vaded ethical drugs in 1950 with 
its antibiotic discovery, Terramy- 
cin . . . Became one of the largest 
producers of antibiotics . . . Busi- 
ness has skyrocketed, with much 
growth coming from overseas... 
International area accounts for 
well over half of sales and prof- 
its ... J. B. Roerig & Co. ac- 
quired in 1953 Aggressive 
promotion has frequently brought 
the company under fire ... Has 
made half-hearted effort to get 
into proprietary field Eth- 
ical drug advertising divided now 
among Paul Klemtner & Co., Wil- 
liam Douglas McAdams Inc. and 
Donald F. Fitzsimmons Inc. .. . 
Estimated ad budget: $6,000,000. 


Roche Laboratories—Swiss- 
owned .. . Division of Hoffman- 
La Roche ... Based in Nutley, 
N.J. . . . Elmer Bobst, now chair- 
man of Warner-Lambert, worked 
for Roche from 1911 to 1944, serv- 
ing from 1928 on as president un- 
der a contract that paid him 5% 
of profits . . . This meant, in good 
years, an income of better than 
$300,000 for Mr. Bobst, who in 
1944 had a salary second only to 
the president of General Motors 

. Company an important pro- 
ducer of vitamins and sulfa drugs 

. . Now one of the hottest com- 
panies in the industry under the 
|direction of Dr. V. D. (Barney) 
Mattia ... Roche roared to the 
head of tranquilizer market in 
1960 with introduction of Libri- 
um ... Other new products re- 
portedly on the way .. . Princi- 
pal agency: William Douglas Mc- 
Adams . . . Estimated ad budget: 
$5,500,000. 


Schering Corp.—Formerly Ger- 
man-owned Alien Property 
Custodian sold the company after 
the war . . . Hormones and anti- 
histamines key to growth 
Development of Meticorten 
zoomed sales from $19,400,000 in 
1954 to $46,000,000 in 1955 
Volume now in excess of $80,000,- 
000 but Schering has encountered 
tough sledding in past two years 

. White Labs acquired in 1957 
to forestall takeover attempt by 
Revion ... Company has impor- 


tant over-the-counter property in 
Coricidin, a cold remedy which 
enjoys 20% of the market 


Principal agency: L. W. Frohlich 
|& Co. 
| $5,000,000. 


. Estimated ad budget: 


Smith, Kline & French Labora- 
\teries—One of the Philadelphia 
companies, with roots going back 
more than 100 years ... One of 
the most successful operations in 
the industry, thanks to specialty 
|drugs in the “mind” area—Ben- 
'zedrine, Dexedrine, Dexamyl, 

(Continued on Page 76) 
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HERE’S 
HOW THE 
FREE PRESS 
SELLS 
COSMETICS 
AND 
TOILETRIES! 


The Hree Press 
SELLS 
COSMETICS 


AND 


TOILETRIES 


Free Press reader families are so RESPONSIVE! 


A recent article about a new skin cream drew 1232 
telephone inquiries and 237 cards and letters from 


all over the state of Michigan. 


Are you taking full advantage of this responsive 
audience? 


Remember, too, since Nov. 6, 1960, the Free Press 
has gained 100,000 new reader families—bringing 


circulation to an all-time high. 622,242 Sunday— 
573,273 daily. 


Free Press reader families are an important factor 
here in America’s fifth market. And this market is 


fourth nationally in drug store sales! 


THE DETROIT FREE PRESS IS SO REWARDING TO READ . . . SO REWARDING TO USE 


The Detroit Free Press 


MICHIGAN'S ONLY MORNING NEWSPAPER 


NATIONAL REPRESENTATIVES: STORY, BROOKS & FINLEY 
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~ Drugs and Cosmetics Measured Expenditures in Major Media, 1959-'t 


W 


em pn geet 


Visit AMD / Booths 101-103-105-107 / POPAl SHOW 


CHICAGO 60 /4628 W. NINETEENTH ST. / Bishop 2-1242 + NEW YORK 36 / 11 W. 42nd ST. / LOngacre 4-86255 


(Continued from Page 74) 
Thorazine and Compazine ...A 
|major user of direct mail, SKF 
|has also pioneered in use of closed- 
circuit telecasts for physicians 


. Now preparing to enter the | 


proprietary field with Contac, a 
|cold remedy assigned to Foote, 
‘Cone & Belding .. . If you were 
,lucky enough to have invested 


| $244,013 at the start of 1960... 
Doremus-Eshleman, Philadelphia, 
|places SKF advertising ... Es- 
|timated ad budget: $7,000,000. 

| Upjohn Co.—Full-line house 
|founded in 1885 in Kalamazoo by 
Dr. William Erastus Upjohn, a 
local physician ... Pioneered in 
the hormone field . . . Major pro- 
ducer of antibiotics and vitamins 
|. . . Top volume product today is 
|Orinase, oral antidiabetic with 
sales in excess of $20,000,000 . . 
\Second is probably Medrol, Up- 
|john’s entry in steroid market. . 
|Sales doubled between 1948 and 
|1958, when company first sold 
|stock to the public . . . Now con- 


Spot Television Network Television Magazines Television Magazines Newspapers 
Ist Half Ist Half Ist Half Ist Half Ist Half Ist Half Network 

PRODUCTS 1960 1961 1960 1961 1960 1961 1959 1960 1959 1960 1959 1960 1959 1960 
COSMETICS, TOILETRIES $29,378 $28,925 $42,870 $43,354 $24,416 $22,494 $52,512 $56,623 $78,585 $84,636 $48,157 $50,896 $29,540 $29,465 
Cosmetics 6,093 5,004 2,148 1,568 11,844 11,153 3,904 3,914 *11,974 *11,231 
Lipsticks and Rouge 1,900 1,835 3,298 4,098 

Powders, Cake Makeup 1,094 1,251 1,972 2,218 

Deodorants, Depilatories 3,644 3,522 3,497 4,302 1,889 1,443 6,022 7,068 5,839 7,024 2,082 4,279 

Hair Tonics, Shampoos, 

Permanents, Coloring 5,019 5,109 9,598 10,396 ~ 

Tonics, Shampoos 2,026 6,125 12,184 12,125 10,982 8,875 18,899 23,953 

Home Perm., Coloring 2,416 2,579 3,910 5,443 5,326 5,369 8,431 9,591 

Hand-Face Creams, Lotions 2,211 2,294 3,512 3,350 2,791 2,974 3,982 4,240 5,239 5,696 6,424 5,538 

Perfumes, Toilet Waters 561 249 153 57 1,464 1,534 1,822 1,841 462 680 3,674 3,983 

Razors, Blades 607 1,424 4,502 4,336 2,412 2,459 9,171 8,337 

Shaving Creams, Lotions 1,257 877 3,769 2,097 1,488 1,943 7,666 7,006 

Razors, Blades, Shaving 

Creams, Lotions 2,734 2,474 5,076 5,951 

Men's Toiletries 6,152 
Toilet Soaps 4,278 5,073 7,638 7,292 1,883 1,883 7,193 8,636 17,504 14,615 5,150 3,680 5,883 2,846 
Dentifrices 4,846 7,785 10,710 10,178 8,806 9,803 22,166 20,011 3,596 3,607 
Dentifrices, Mouthwashes 3,973 1,726 7,223 6,501 

Mouthwashes 518 1,080 2,019 3,750 3,898 1,285 1,178 3,780 

MEDICINES, PROPRIETARIES 24,751 21,321 38,495 44,603 10,749 10,393 53,478 46,693 69,972 79,164 17,365 20,138 24,114 23,653 
Cold Remedies 7,221 5,292 7,770 8,303 16,655 13,789 12,415 16,738 

Headache Remedies 5,079 5,892 11,881 11,884 —— — 10,823 9,879 21,618 24,694 

Indigestion Remedi 5,061 4,012 3,497 3,774 a ——— 10,310 9,068 7,510 7,040 

Laxatives 1,912 1,920 4,458 4,639 —— —— 3,031 3,813 8,217 8,413 

Vitamins 1,693 1,681 4,290 4,772 — — 4,026 3,719 5,123 8,427 

Weight Aids 490 560 2,864 1,911 719 1,972 195 

Miscellaneous 6,333 3,553 9,602 13,720 4,274 5,186 9,120 12,853 15,927 21,096 10,311 9,684 7,204 5,629 


*Includes Perfumes and Cosmetics 


SOURCES: Television Bureau of Advertising, 
Publishers Information Bureau, Bureau of 
Advertising, American Newspaper Publish- 
ers Assn. 


Note: Totals for Cosmetics, Toiletries and 
Medicines, Proprietaries include additional 
categories, beyond those listed in each 


$9,900 in SKF stock at the start | °°’? 
of 1949, it would have been worth | 


|sidering first consumer promotion 


campaign for vitamins, via Mc- 
Cann-Marschalk . . Principal 
ethical drug agency: McAdams 


|. . . Several products assigned to 


Donald F. Fitzsimmons ... Es- 
timated ad budget: $5,000,000. = 


Henri, Hurst Boosts Decker, 

Names Chadwick Exec VP 
Henri, Hurst & McDonald, 

Chicago, has appointed T. R. Chad- 


.| wick, formerly vp and account su- 


pervisor, exec vp, a new post. At 


.|the same time, Arthur L. Decker, 


senior vp, has been appointed 
chairman of the board of directors 
and chairman of the plans board. 


403 Wholesalers in 
Fort Wayne Metro Area 
Report $332,559,000 
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The local retailer is the man on the scene. And 
he’s the man on the spot, because he’s got to 
make his advertising pay off. 


The experienced retailer on the Oregon scene puts 
his advertising dollars into The Oregonian, 
because year after year he sees the customers buy 
when the advertising message is in The Oregonian. 
That’s why last year The Oregonian carried 

more retail linage then ever before. . . 

the most in 110 years! 


Growing Medium in One of America’s Growingest Markets, 
Represented Nationally by Mojioney, Regan & Schmitt, Inc. 
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me. whose business life depends on 
meense, consistently place the bulk 
Eavertising in one newspaper, you 
me that newspaper has earned the 

m of its readers.” 


Spt something measured in numbers nor purchased 
r premium. It is won with a word—TRUTH. It 
GRITY ... enhanced by SERVICE. 


Mumisco, one newspaper, The EXAMINER has 
mexemplified the journalistic qualities requi- 
* confidence. 


t great newspaper on the West coast. A 
eas. An innovator of better methods. A 
talent and the source of many prin- 

day by good newspapers across the 


Seephed by good writing and staffed 
meeeditors of national repute and 
rnalistic citations and awards 
hern California newspaper. 
me xaminer is the area’s most 
It is respected for its 
and for the believability 
fees in its columns. And 
Seem portant plus for your 
meV hatever else is built 
Memehe results rest on 
YY. 


cisco BELIEVES in the | 


}\MINER 


m™ More ... Says It Better! 


nted by HEARST ADVERTISING SERVICE, INC. 
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‘A: Teslnique for Producing i | DEAS 


Where do the moneymaking ideas come from—those ideas which make 
successful novels, radio and television programs, moving pictures, sales 
campaigns, and businesses? : 

James Webb Young, one of the highest paid idea men in the adver- 
tising business, set out to answer this question for his students 
at the University of Chicago. The result is a little book which you can 
read in an hour but will remember the rest of your life. 

in the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 
cars are produced.” 

Enthusiastically endorsed by sales managers, editors, college pro- 
fessors and shedante, poets, advertising men, salesmen and business 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $2.00 postpaid. Iilinois residents please add 


Advertising Age, October 16, 1961 


Got a New Product (and You'd 
Beiter!)? Here’s How to Launch It 


(Continued from Page 57) 
toiletries maker considered the 
launching of a new product a dar- 
ing adventure; today the same 
manufacturer casually plans to in- 
troduce six or eight new products 
a year. 


® But just as the speed has in- 
creased, so has the mortality. Pos- 
sibly one in 20—at best, one in 
ten—of the new products will suc- 
ceed. This means corporate losses 
in money, time and misdirected 
energies. 

However, there are certain pro- 


4%, (.08¢) State Sales Tax. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 
Attn: Beok Department 


tective measures which can be 
used to increase the life expec- 
tancy of new products substantial- 
ly. One advertising agency, Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton, has built a reputation 
|on its ability to prevent new prod- 


LIVELY ACTION... 


The Flint Journal makes welcome contact with 
more than 97,000 families who read their favor- 
ite newspaper with keen interest and confidence 
every day. Advertising, as well as news, is im- 
portant to them and gets good attention. Your 
sales messages in The Journal will create accept- 


ance and generous buying activity for your 
products and services. 


people like advertising in newspapers 


NATIONAL REPRESENTATIVES: A.H. Kuch 
B. Newman, 435 N. Michigan Ave., ¢ 


A Booth Michigan Newspaper 


Metropolitan Area 


Population............ 374,313 
Total Income..... .$842,992,000 
Retail Sales. .... . .$471,136,000 


Flint Journal Circulation ... 

97,671 Delivered to 92.1% of the 
homes in this area. 
Sources: 1960 U.S. Census; 1960 
SM Survey of Buying Power; 
Publisher’s Statement, March 
1961, subject to Audit. 


Flint’s only daily newspaper 


MTHE FLINT JOURNAL 


, 11OE. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
yo 11 + 7-4680 @ Brice McQuillin, 785 Market 


Sen Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1.0972. 


uct suicide. 

Henry Kaston Kahn, chairman 
of the board of Kastor, Hilton, de- 
scribed the agency’s new product 
philosophy and predictions for the 
future, in an exclusive interview 
with ADVERTISING AGE. His com- 
ments follow: 


a “The first step is to assess pres- 
ent and future product trends in 
health and beauty aids. Currently 
we see increasing use of D-Meth- 
orphan in cough remedies. This 
drug, licensed by Roche to various 
over-the-counter cough remedies, 
has the property of suppressing a 
cough the way codeine does, but 
without codeine’s narcotic ef- 
— Qetait Monee 


Loctor$é lop Source 
ot New Product Dora 


7A MEN 


ee 
Ee 
ees 


mn 22* 
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MATIONAL CONVENTIONS 


TOP sOURCES—Opinion survey spon- 
sored by American Medical Assn. 
shows per cent of doctors naming 
each of these sources as a major 
one for new product data. 


fects. Moisturizing laxatives are 
cutting into sales previously held 
by products using chemicals that 
functioned through irritant action. 
Old-line health tonics are giving 
way to super-charged vitamin for- 
mulas. 

“In the beauty business, semi- 
permanent or permanent hair col- 
orings and eye make-up are see- 
ing an upsurge of use that can 
only be compared with the lip- 
stick trend of more than a genera- 
tion ago. Youthpacks, mudpacks, 
claypacks, Bee Jelly are out.” Mr. 
Kahn emphasized. “Moisturizing 
creams” and “wrinkle removers” 
are in. 


# For the future, Mr. Kahn fore- 
saw big strides by proprietary 
drugs and cosmetics via scientific 
breakthroughs, providing safe new 
products with efficacy far super- 
ior to those now available. 

“These will come,” he predicted, 
“through independent research— 
all too often lacking in these fields 
—and through lifting of restric- 
tions on over-the-counter sale of 
existing drugs. And study of birth 
and death statistics will indicate 
that infants’ and geriatric products 
have continually expanding out- 
looks. 

“This, then, is the first step for 
the new product manufacturer: to 
assess current trends in his field, 
and to align himself with the tide 
of the future. The next step is a 
negative one: Don’t make a copy 
of a current success. While it is 
sometimes possible to ‘knock off’ 
a new product, by merely produc- 
ing a cheaper imitation and riding 
with the trend, most imitations 
have a way of languishing on the 
shelves, while the. manufacturer 
who was first reaps the glory and 
the gravy. It took 20 years to de- 
|velop a successful competitor to 
|Tums. When it did arrive, it had 
| demonstrable advantages. 

“For a new product to succeed, 
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Avoid a chilly reception for your product in the decisive 
markets of New York, Chicago and Philadelphia by 
using the pre-selling power of FIRST 3 MARKETS’ 
concentrated COVERAGE where it counts most. 


By thus concentrating a realistic part of your ad- 
vertising effort on these 3 outstanding urban sales 
centers your ads will receive the powerful added stimu- 
lus of the finest Rotogravure or Colorgravure repro- 


THE GROUP WITH THE SUNDAY PUNCH 


ROTOGRAVURE * COLORGRAVURE 


duction in the FIRST Sections of the FIRST News- 
papers of the FIRST 3 cities assuring maximum package 
and product EYE-dentification. 


In New York, Chicago and Philadelphia — which 
account for 19% of Total U.S. Effective Buying Income 
— there is no substitute for FIRST 3’s dominant 54% 
COVERAGE of all families —a large portion of whom 
read no other Sunday newspaper. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


NEW YORK 17, N.Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894* CHICAGO 11, IIl., Tribune Tower, SUperior 7-0043* SAN FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946* LOS ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


PHOTO BY CORRY 


Concentrated COVERAGE where it counts... 
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it must be superior to the product 
the customer has been using—not 
just different, but better. It must 
offer greater efficacy or conven- 
ience that the consumer can ob- 
serve for herself. Illnesses may 
remain the same, but new drugs 
provide relief faster or over longer 
periods. A clever cosmetics manu- 
facturer, via artful advertising 
plus product improvement, can in- 
crease the acceptability and hence 
widen the market for his products. 

“The advantages of the new 
product must be apparent enough 
to a consumer to establish at least 
a 60-40 preference over the old, in 
blind tésts. Otherwise the consum- 
er will stay with the old product 
with which she is familiar, return- 
ing to the ‘old reliable’ after ad- 
vertising or special introductory 
offers have caused her to sam- 
ple,” Mr. Kahn maintained. 

The agency chairman said a 
successful new product “must be 
superior enough to convert tryers 
into repeat buyers. Lack of repeat 
buying is probably the largest 
cause of failure of new products. 
Even a second purchase does not 
indicate that a customer will come 
back again and again. Products 
with little to offer other than 
novelty often show a high level of 
initial repeat buying, but very 
little thereafter. The ultimate vol- 
ume of a product is going to be 
closely related to the number of | 
customers who will continue to | 
purchase the product over and| 
over again. And the way to win) 
this hard core of customers is to 
offer genuine product superiority. 

“The next stage is advertising 
and promotion—effective and 
plentiful enough to get the message 
over, and to move the product out 
of the stores. This point can hardly 
be over-emphasized—for both old 
and new products. Everybedy 
agrees how Reader’s Digest can 
hypo an item. The makers of 
Kent cigarets will attest to that. 
Yet, several years ago, Reader’s 
Digest ran a lengthy article on as- 
pirin. By the time one finished 
reading this article, he came to 
the conclusion that it didn’t make 
any difference whether you bought 
100 unbranded aspirin tablets for 
19¢ or 100 Bayer at 300% higher 
price, because all aspirins were 
alike. 

“What did Bayer do? They 
tripled their advertising budget. 
They put up window and counter 
displays in thousands of drug 
stores. Result: Today, even though 
all aspirins may be alike, Bayer | 
still outsells all others. 

“Take Crest toothpaste. The 
American Dental Assn. added un- 
precedented backing to this prod- 
uct’s previous claim that it re- 
duces cavities with continued use. 
But it was advertising that brought 
Crest’s ‘legitimatized’ claim to su- 
periority to public attention rapid- 
ly, thus rocketing it into a new 
orbiting of success. 


s “The next step after offering a 
superior product backed by prop- 


HAMMOND-E. CHICAGO Lake County. ing 


ABC. City Zone RETAIL SALES, 1960: 


sell this West Half of 
the Nation’s 50th LAR- 
GEST Standard Metro- 


ee 


Sis 


Today, Revion ends the secrecy: tor co years scientiss 
- jv Switzertand and Aumcrica, secretly tested a totally new kind of skin cream on hundreds of 
women, aged 26 to 7h. Their purpose was to prove or disprove whether Science had Bnally created — 

the Formals that could cause visible improvements in aging skim, Today... the remarkable facts . . a, 


amented by doctors, can be revealed about . ETE RN. A 27, Revion | 


© SF ve 


tn Oe 


Meet ee 
| Gere To emer om 
toe 


‘ nine te aes on 8 ae bgt ce 
pope apron ah rings tp ye 
ome 


* ee eet ee ee Nee 


er 


40-DAY WONDER—Revlon’s new Eterna 27, containing Progenitin, a 
drug licensed from Ciba, bows in a b&w spread in October maga- 
zines, plus heavy drives in other media. Agency: Grey Advertising. 


er promotional pressure is: Offer| importantly, the ultimate consum- 
value. Price your product so that | ers. 

it represents a genuine value to| “Fraudulent merchandise or ad- 
everyone who touches it—your | vertising, after all, has a way of 
jobbers, your retailers, and, most! back-firing on its source. Outright 


fraud—release of untried, unsafe 
products, mis-labeling, misrepre- 
sentation in advertising, short 
weight—is guarded against by the 
federal regulatory agencies. But 
there exists a grey area between 
illegality and honesty. And here 
the public is well able to safe- 
guard itself by discarding that 
which offers only the promise of 
superiority for the product that 
really delivers the goods. 

“Given a new product, advertis- 
ing and the proper price, how does 
management keep development 
costs at a minimum? Even when 
proper planning improves the odds 
for success, the mortality rate still 
remains very high. The manufac- 
turer must lose as little as possi- 
ble on each of the candidates that 
doesn’t make the grade in order to 
work on new products that even- 
tually will make the grade. 

“The answer is proper market 
testing,” Mr. Kahn said. “While a 
few manufacturers, in_ special 
cases, have ‘gone national’ im- 
mediately, the right kind of test 
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marketing program is still the 
best way to spot a winner, to dis- 
card a failure while the invest- 
ment still remains small, and to 
evaluate the profit potential of the 
in-betweeners.” 


® Mr. Kahn offered this “tested 
eight-point plan” to control new 
product costs in test marketing: 

1. Bring in the advertising 
agency at the concept of the prod- 
uct idea. Two heads are better 
than one. 

2. If the product is in a new 
category, be sure there is a mar- 
ket for it. 

3. If the product is in an estab- 
tablished market, be sure your 
product has a real competitive 
advantage. 

4. Split-run copy rather than 
market test four campaign ideas. 

5. Select markets where immed- 
iate costs are as close to national 
averages as possible. 

6. Plan media production well in 
advance, so you do not get into 
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last minute changes. 


7. Take advantage of media 
merchandising. 


8. Be sure your goods are in the 
store when your advertising starts. 


s “Interest in a new product,” he 
commented, “may often be in- 
expensively tested through mail 
order advertising. If this is done, 
the ad should bring back at least 
a dollar for each dollar spent on 
the ad. Also, the names secured 
through these mail order sales 
can prove invaluable. The pur- 
chaser can be called back later to 
get his opinion of the product, 
whether he would try it again. 
Comments by people who paid for 
a product are much more valuable 
then from those who get it free. 
“One can even test interest in 
an item in a new field by running 
ads even before the product has 
been manufactured. This ascer-| 
tains whether there is a genuine 


amount of time and money can|Cities where costs are too high or | lose a sale when they can counter- | test 


be saved if there’s no interest in 
the product, and your ad will 
prove that. 

“Starting with the superior prod- 
uct, the agency and the manufac- 
turer first determine the size of 
the market, usually in factory dol- 
lars, and then the share they feel 
may reasonably be expected due 
to the product’s competitive ad- 
vantages (share of the market at 
the end of the test period). For 
example, if 5% of the market is 
the target, and the test period is 
six months, at the beginning of the 
seventh month, the product should 
be selling at the rate of 5% of the 
market for the test to have proved 
successful. 


too low will throw 
Cities with forced combination 
newspapers, or with one tv outlet 
should be avoided if possible. The 
reason for this is that forced com- 
bination newspapers usually re- 
quire expense out of proportion 
to the size of the market. The ad- 
vertiser has to buy double cov- 
erage of the market for each ad. 
Single station television rates are 
usually based on what the traffic 
will bear, rather than on a rea- 
sonable cost per thousand,” Mr. 
Kahn said. 


= “One of the most costly mis- 
takes is not to have distribution 
at store level at least two weeks 


“The advertising program should 
be planned on a national basis 
and scaled down in the test areas. | 
Most often the cost of local ad- 
vertising is higher than national. 
Allowances must be made for these 


discrepancies. It is important to | 


before advertising starts,” he de- 
clared. “This means two additional 


headquarters to stores, four more | circulation, 


off results.| prescribe an alternate. Some ad-| 


vertisers feel that advertising be- | 
fore distribution is achieved is ad- | 
visable, as it develops calls from | 


numerous stores for the item. Our | 


feeling is that the advertiser is| 


idea. 
“If an advertiser hopes to make 
money, or break even on a test 


market operation, fairly large 
cities should be chosen—such as 
Buffalo, Indianapolis, Cleveland, 


merely paying for advertising that | Baltimore, Denver—where larger 


is ineffective and increasing his|buying power potential 


costs in test marketing. 

“No fewer than two cities should 
be chosen for each variable in the 
campaign to allow for any unfore- 
seen circumstance that would ad- 
versely affect the test, such as a 
large local industry strike, a news- 
paper strike, unseasonable weath- 
er, eic. 

“The advertising theme of each 
campaign used should be chosen 
from split-run newspaper copy 


| tests. For split-run tests, be sure 
weeks for distribution from chain | to use a newspaper with sufficient 


so that returns are 


weeks for wholesalers to distribute | meaningful. It frequently is nec- 


to retailers. No advertising can 
move goods profitably if they are 


essary to use New York or Chicago 
newspapers, where one is not run- 


chose cities with average milline not in the stores when the customer | ning a test, but space costs are in- 
interest in the product. A great|rates and average broadcast costs.|calls. And druggists don’t like to/|finitesimal when compared with 


marketing each campaign 


WITHOUT 


RIVERSIDE PRESS - ENTERPRISE’ 
SAN BERNARDINO SUN-TELEGRAM ” 


An insignificant percentage, less than 16 of 1%, of 
the total circulation of the four major Los Angeles’ 
newspapers, enters California’s 4th largest Metro- 
politan Market... composed of San Bernardino and 
tiverside counties. This rich, growing market is 
over an hour’s drive from Los Angeles. Only two 
newspapers, the San Bernardino Sun-Telegram and 
the Riverside Press-Enterprise, give you undupli- 
cated, thorough coverage of this vigorous Metro- 
politan Market that ranks 6th on the Pacific Coast 
and 27th in the Nation. 
It’s 14th in gasoline sales. Total 1960 Retail Sales, 


1 billion, 20¢ 


) million dollars. 


Here’s how they rank in California... 


1. Los Angeles-Long Beach 
San Diego 


land 3. 
5. San Jose 


6. Sacramento 


2. San Francisco-Oak- 
4. San Bernardino-Riverside 


“represented nationally by Newspaper Marketing Associates 


**represented nationally by Cresmer and Woodward Inc. 


exists. 
Projectionable tests, however, can 
be made in cities the size of Harris- 
burg, Grand Rapids, Roanoke. 
“The agency man should visit 
the test market, make himself 
familiar with the outlook, and ar- 
range to get early information 
and movement. Store audits should 
be set up to start at least four 


weeks before the advertising be- 
gins, to ascertain movement of 
competition. 


e “The agency can help save 
money in the merchandising of 
advertising by getting the local 
media men to place reprints of the 
ads in the windows of the outlets, 
helping secure display, calling on 
direct buyers, checking back and 
getting movement _ information. 
Media will cooperate in these 
services if the agency is insistent. 
The service is there,” Mr. Kahn 


insisted. 

“If the product is meritorious, 
and the advertising effective, some 
indication of results should be- 
come apparent the third week of 
the campaign. At this time, the 
agency man plus the brand man, 
or the owner of the _ business, 
should call on outlets, talk to the 
store clerks about movement, and 
get consumers’ reactions. 

“This personal supervision of 
test market operations by key per- 
sonnel of the agency and manu- 
facturer is a must. Test market- 
ing cannot insure the success of 
a new product, but it can give 
management an accurate picture 
of the odds for or against the even- 
tual success of the item—if execu- 
tives go out in the field to get the 
actual feel of the operation. In- 
evitably there will be losing gam- 
bles in new product development, 
no matter what rules are applied. 
But given sound product research 
and good packaging, carefully su- 
ee test market programs in- 
deed smooth the road to the great 
| rewards derived from a successful 
new product.” # 


Post & Morr Names Trizil VP 

Post & Morr, Chicago, has ap- 
|pointed Edwin Trizil, manager of 
| print and outdoor media, a vp. 


SHREVEPORT 
LOUISIANA 


Ask our reps. . . 
Harrington, Righter and Parsons 
. . . about the naturally rich KSLA-TV market. 
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How Drug Successes Are Hammered Out: Hard Sell 


1, 1ST MAN: Oh, brother. This 


3. achievement helps drain all 
cold, and m 
2ND MAN: see *t you heard eight sinus cavities, critical areas 
about Dristan? ees 


— 
4. of cold's infection. In one 5. tablet, Dristan, for the first 6. to shrink swollen a 
fast-acting, uncoated, tuce layer time, bines a d ® m an exclusive anti-allergent, to. 


. of swol- 8. only Preparation H contains 9. that draws the body's own heal 
1. help keep breathing passages 8. to reduce aches and fevers, 9. This is Dristan. Circulatin len, injured tismes, The secret: — gol _ markable sub- a the painful areas. 
ary and clear, pain relievers,. .. vitamin C, to help build body — the blood, Dristan soaches ane oa stance , xs TO ounce ‘ 
Tesistance 4 eee 


10, all congested afeas. Sinks 


12, without narcotics, without 
all swollen membeanes. 


» without surgery. Now, 


2 eens 


ie. Der oeaeng. nothing 15. Decongestant Tablets. 


STRONG SELL—This Dristan commercial, with its “misery,” realistic dia- TV TABOO—Here is an example of the kind of sell used by Whitehall Labs. 

grams, and head-pounding audio, made some squeamish viewers squirm, for its Preparation H. Since the National Assn. of Broadcasters said the sub- 

but no one could argue with the sales record it produced. The Whitehall ject of hemorrhoid treatments was verboten on code stations, the line-up of 
Laboratories product is handled by Tatham-Laird. stations carrying Preparation H dwindled. Ted Bates & Co. is handling. 


2, water can be to your health? 3. m. You se, ten you sf ackgound) ANNCR: Hey, Willy, 
Particlaely iC you have: an ir- hy andi have to ... Willy Mays,... 
regularity 


ict 


6. that believe me, you 


4. take harsh laxatives, pills or 5. delicate tiswes. But here's how 6. worries. You simply take water op om Caper eae om just can't -—— MAYS: And 
salts they can dry out and irritate water can help end your irregularity every day with Serutan, ... once,... ” clean, man, clean. 


rw > 


a e 


8, know you're shaving. 


r 9. @ process exclusive with Gillette, 
7. the all vegetable laxative aid. 8. carries and holds water in the 9. needed to promote daily regular- 1. ANNCR: 1 for sure ae a <tpe ia ay ©. an ie ar @ 
® censtan Hees 6 GEE fe Ghee lower digestive wact where it's ity. Serutan provides the proper ... Fine comfort yo a 4 an Uette 


11s that adjusts © you 12. want with ao twist of the 
10. You get s aed A. Anges skin and beard, and Yves dial. Get the Gillette Ad- 
with the new G justab| you the ki shave you... justable Razor... 


Gitsette 


13, with Super Blue Blades 14, ten for 69 cents, 15, Power Spray Deodorant. 
M4. w established 15, hassh laxative pills or salts pos- AL, thy Two seconds gives 
ater — — a dod aiy o's or Tg = Gane a dispenser of A ¥. - = om ; =z yes 
REVERSE—It was Serutan which originally provided the gags about backward SUPER SELL—Whether Gillette’s hard working commercial for Super Blue 
spelling of trade names, and for years with Gabriel Heatter the laxative blades is hard sell, it certainly sells hard, with some pleasant views of 
was peddled as good news tonight, particularly for people over 35. Here is hard hitting Willie Mays and a testimonial to help. A parting shot is for 
the successor, still a good example of traditional proprietary selling with a Right Guard deodorant. Agency: Maxon Inc. 


salesman. Parkson Advertising is the agency. 
These photographs were supplied through the courtesy of U.S. Tele-Service Corp., New York. 
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SOMETHING MISSING ... 


(like California without the Billion-Dollar Valley of the Bees). Your advertising may be going swimmingly 
in the rest of California, but look at inland California before you leap. Here’s a 27-county market with a buying 
income greater than in 25 different states. And the newspapers that cover this inland market in full strength 
are The Bees. The Bees also offer three types of discounts.*® 


Data Source: Sales Management’s 1961 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . OYMARA AND ORMSBEE 


Three types of discounts: The Bees offer national advertisers discounts on ri bulk O frequency; or (3) standard page discounts. 
Check O’Mara and Ormsbee for details. 
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BAN BANNED—Bristol-Myers’ Ban commercial above represents the “before” version in 
a television story where an advertiser changed his selling technique after the National 


‘90% of the Ideas Come from Other People’... 


Abe Plough Recalls His 
53 Years in Drug Field 


‘Healing Oil’ in 1908 
Gives Way to Today’s 
Aspirin for Children 
By Abe Plough 
President, Plough Inc., Memphis 


This is an unusual situation for 
me to find myself in today, because 
as I go back into the background 
of this company, there is only 
about 10% or 15% of whatever 
has been accomplished in this 
business that is in my atmosphere 
for the reason that while I had 


something to do with the starting | 


of this company, we had practically 
made no progress up until seven 
or eight years ago. Today I find 


jsome of my personal experiences 


in the belief that they might still 
be good today—and all of the 
knowledge that I have has come 
from other people, and it is just a 
question of taking the things that 
are good and eliminating those that 
are not so good. 


s With this $125 I bought a barrel 


of healing oil and had the benefit |‘ 


of Mr. Hilstrom, who was with the 
Van Vliet Mansfield Drug Co., now 
McKesson. We made up this barrel 
of healing oil and started out... 
I found it was tough going. So we 
would go into a store and I would 
say to this druggist, “If you buy a 
dozen Plough’s Healing Oil for $2, 
I'll give you a dozen Sloan’s Lin- 


Parlays $125 into 


$45,000,000 Sales 


Abe Plough, who started his own proprietary business at the age of 
16 on $125 in borrowed capital and mixed the ingredients himself for 
his first product, Plough’s “healing oil,” is at 69 president of a $45,- 
000,000 company, Plough Inc., which has doubled sales in the past five 
years (while earnings quadrupled) and which now has distribution 
in 50 states and 80 nations. Addressing the Proprietary Assn. at a 
meeting in New York last winter, the veteran medicine man told 
about his early struggles in the field, his selling and promotion meth- 
ods, his deals with druggists and ways of winning their cooperation, 
the birth of today’s best-selling St. Joseph Aspirin for children and 
his establishment of a 100-man sales force in which the company “lost 
$5,000,000” before it began paying off—all well spiced with anecdotes 
from his long and successful career. 

Like Casey Stengel, Mr. Plough occasionally does unusual (and col- 
orful) things to the English language. And like Mr. Stengel, he is re- 
spected as a foremost expert in his field. Following is the transcript 


of major excerpts from his talk. 


myself completely surrounded by 
brains, to the extent that I have 
got a soft, easy job. 

Now, we have about 1,600 people 
working in this company, so the 
remarks that have been made here 
as to this being a big company, I 
am sure when you hear the rest of 
my story you will see that it is a 
combination of chips and whet- 
stones, because when we started 
out we had to take the little things, 
such as many of you folks have, 
and make something out of it. 


s I started this business with $125 
borrowed capital from my father, 
worked in a drugstore after school 
and got a little experience there 
and a knowledge of going into the 
drug business. But the real start 
that I had—and I am covering 


iment free,” just to have the priv- 
ilege of billing him. As we devel- 
oped a little demand, we would 
give him 11 bottles of Sloan’s and 
then 10, and we finally got down 
to where we didn’t have to give 
him any at all. 

We operate on the principle that 
business is an evolution and as 
fast as you get to one standard, you 
become adjusted to get to another. 

We do 85% of our sales on 10 
items (we have 75 in the line). We 
have 65 different items that are 
very small, and many of them are 
smaller than the products that you 
men have. 

{At this point the stenotypist 
reporting Mr. Plough’s words ap- 
parently missed something of what 
Mr. Plough said. The missing part 
appears to have been the start of 


auoio 


the average leading deodorant. 
One roll on application of Ban .. 


helps keep underarms dry. Stops 
odor all day. 


Ban protects the active male... 


Yet Ban's lotion formual is gentle 
to feminine skin. Insist on Ban! 


Timing avodio Timing) audio Timing 
me offensive odor. To solve this 8:33:10 
8:32:30 ANNOUNCER: Both the adult we 8:32:50 common problem science has ... 
male and the adult female experience ex oa 
ree = 
a 
ts 8:33:14 
8:32:34 2 kinds of perspiration... 8:32:54 formulated new Ban Deodorant. 
oe Ban stops ... 
we 
= 
8:32:38 — is Lot meg caused so 8:32:58 odor caused by heat, by exercise 8:33:18 
y beat and physi exercise. < and by ... 
= 
Lae 
8:32:42 Aad perspiration caused by _ nervous tension. Ban gives — 
nervous tension. Nervous tension you complete protection. 
8:33:06 Ban contains 22% more protective 8:33:26 
8:32:46 causes the most embarrassing eve iaueiihenn 333: 
th ees 
perspiration, creates the most ... ei: as ape 


Abe Plough 


. every medicine man feels 
there is a pot of gold at the end 
|of the rainbow . . . but very few 
| hit.” 

}an anecdote wherein Mr. Plough 
|collaborated with another man in 
|successfully marketing a product 
jnamed Black and White Oint- 
ment.] 

| ... While every medicine man 
|feels there is a pot of gold at the 
jend of the rainbow, 999 live in 
|hopes and die in despair because 


there are very few that hit. It is| 


many times more accident than 
real knowledge or judgment. So 
this Black and White was an ac- 
jcident and we saw it advertised 
and the money just started rolling 
in. A fellow named William Wal- 
den in Atlanta, Georgia, came to 
me and he said, “I’ve got an idea.” 
I woke up at two o'clock in the 
morning. I went into the back 
room. I had a printing press there 
and I set up the ads. “I want you 
to run these ads,” [he told me}, 
“on Black and White Ointment.” 
The heading of the ad was, “One 
Little Pimple May Spoil A Beauti- 
ful Face.” 

We ran that ad... This started 
pulling, and I started getting tele- 
grams and telephone calls, “Why 
didn’t I send more merchandise?” 
I never dreamed anything like that 
would happen. 

I am telling you this for you to! 
see that, from an evolutionary 
standpoint, as fast as you become 
adjusted to one position, you put 
yourself in a position to move 
higher and higher. Many of the’ 
things that were done then can be 
done today if you realize the ben- 
efit of resourcefulness. ) 


@ We had a man named Charlie’ 
Drain who worked from a research | 
standpoint. One day he was in one! 
of our drugstores and saw one of 
the farmers breaking up an aspiri 
tablet. He came to me and cai, 
“Gee, I’ve got an idea. Let’s put 
out aspirin for children.” 

I said, “You’re crazy. Children 


don’t have headaches.” 

He said, “Give me $15,000 and 
three years of research and let me 
try it,” which we did and from 
that imagination St. Joseph As- 
pirin came, which is one of our 
leading items. The first three years 
we had increases of 100% to 200% 
in sales. While that wasn’t so 
much on a small volume, when 


you take that for three years and | 


you get established and you be- 
come first, you have nobody to 
blame but yourself if you lose that 
position. 


s Now, these things that I am 


| telling you I think can be done by 
'many of you people here today. 
In 1921 we bought the St. Joseph | 


Co. in Chattanooga. We were short 


/on money. You know, in the early 
| days 
|'worth $125, I owned it all; but) 


when this business was 
now since it has grown, I have just 
got a job, but I like it. I hope the 
board will keep me... 

In regard to St. Joseph Aspirin, 
we bought this Driscoll Medicine 
Co. from the Hamilton National 
Bank in 1921 and all they had was 
St. Joseph Liver Powder. So the 
patent had run out on aspirin. 
There was a competitive brand on 
the market at 25¢. So we decided to 
put it out for a dime. The way we 
put the product out, we gave two 
boxes of St. Joseph Aspirin free 
with every dozen of St. Joseph 


|Liver Regulator. Well, the aspirin 


got to selling faster than the liver 
regulator and then we sold St. 
Joseph Aspirin and we gave two 
boxes of the liver powder with the 
aspirin. 

As we moved along in that di- 
rection, the first thing you knew 
the demand for the liver powder 
eased out completely. This is the 


Assn. of Broadcasters code board objected. The board approved subsequent Ban com- 
mercials. Ogilvy, Benson & Mather is the agency for Ban. 


way St. Joseph Aspirin was born. 

One day a representative of a 

very large competitive company to 
St. Joseph came to Memphis and 
said, “You are just a young fel- 
low.” That was 39 years ago. And 
he said, “We don’t want to do any- 
thing to hurt you, but this adver- 
tising you are running isn’t going 
|to get you anywhere.” 
We had bought seven-line copy 
|... We made a deal with 400 news- 
|papers. It averaged one dollar a 
| day, $400 a day three times a week, 
|and gave us a national advertising 
|campaign on St. Joseph Aspirin. 
This is the adult aspirin. 

I said to the man with the com- 
| petitive company, “I am a national 
|advertiser, $60,000 a year.” He 
said, “Don’t you know nobody ever 
sees those little ads?” 

“Well,” I said, “I’ll tell you why 
I think you are wrong. The news- 
papers have told us they will put 
these little ads on top of the big 
one; so when they look at your ad, 
unless you take a whole page, my 
ad is going to be right on top of 
yours, so they will see us both.” 

In any event, we then decided 
that unless we kept out of the way 
of the big manufacturer, we could 
never build this business, that 
nothing took the place of resource- 
fulness. 

In 1921 we put our first sales- 
man on the road. We were giving 
these calendars away, but in 1921 
he went into a drugstore ... and 
said, “Doctor, I'll sell you 100 of 
these calendars for $6 and I'll 
give you 60 ten-cent boxes of St. 
Joseph Aspirin free. It is January 
now and you won’t have to pay 
that $6 until the first of December. 
The first of December, after you 
have sold the 60 dime boxes of 
St. Joseph Aspirin, you send my 


First — Historical 
item at company 
is kettle in which 
Abe Plough is 
said to have 
mixed first batch 
of Plough’s heal- 
ing oil, when he 
launched busi- 
ness on $125 loan 

in 1908. 
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Womans Day 


A FAWCETT PUBLICATIO 


announces 


REGIONAL EDITIONS 


based on 


NIELSEN 


MARKETING AREAS 


To help you attain greater efficiency in critical 
phases of product marketing, Woman’s Day now 
Offers advertisers the unique advantages of 
ten regional editions corresponding 
to Nielsen marketing areas. 


What are some of these advantages? 


1. Balancing media dollars with distribution patterns. 


2. Introduction of a new product regionally with ready 
check on movement. 


3. Economical method for bolstering inadequate cov- 
erage in weak sales areas. 


4. ideal for scheduling advertising to meet seasonal 
requirements or geographical needs. 


5. Opportunity for merchandising locally in a major 
national medium. 


6. A chance for national advertisers to “regionalize” 
local listings. 


In addition, Woman’s Day continues to offer geographic 
and regular alternate split run service. 

Beginning in March of 1962, Woman’s Day will also 
make available the ability to assess market penetration 
(by television and magazines) via the new Nielsen 
Media Service. 


COPYRIGHT FAWCETT PUBLICATIONS, INC., 1961 


CANADA 
210,000 


WEST CENTRAL METRO 
775,000 CHICAGO 
205,000 


PACIFIC 
730,000 


CENTRAL 
1,000,000 


SOUTHWEST 
275,000 


SOUTHEAST 
450,000 


uw 


Circulation of Woman’s Day by Nielsen Marketing Areas 
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Perfume, Cosmetic and Toilet 


Preparations Sales at 
1914-1960 


(In Millions of Dollars) 


Retail 


Figures do not include toilet soaps 
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Advertising Age, October 16, 1961 
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Chart by Advertising Age, Copyright 1961. Source: Estimates by Toilet Goods Assn. 
TREMENDOUS GROWTH—Seldom-interrupted growth of toiletries is climaxed by recent boom. Sales of $840,100,000 in 1950 more than doubled to $1.78 billion in 1960. 


company $6 and you get your name the calendars and we ship it all.|attention to the 100 salesmen we today. I am pointing that out to|didn’t you sell them if they are 
on those calendars and telephone | We manufactured those calendars|have on the road. Most all good|you so that you will understand 


number free.” That is the way that/in our own plant at one time. 
calendar was born. 


since 1921 and that calendar now by: himself, there wouldn’t be a 
sells for $60 per 100 instead of $6 |chance to do that. I am only bring- 
because paper and everything has jing that up to point out to you 
gone up. That is in hundred lots...) that the time element is a factor, 

We sell $8,500,000 worth of these | to say nothing of the fact that we 


calendars a year. That is 72 car-|have got $1,000,000 invested in| 


loads of calendars a year. We have | this printing plant to reduce the 
two presses that work on them |cost of this calendar so it is a good 
every day. \deal for the retailer as well as 
I want you men when you get | ourselves as the manufacturer. 

home or some place to look at that | 

calendar and see how far they will |s I say 90% of the ideas we have 
have to go to get to where that/|in this business have come from 
calendar is—No. 1. And No. 2,| other people with whom | am sur- 
there is no way we could sell a/|rounded. But you can get around 
deal of $60 worth of goods andjand you can get that knowledge 
wait until December for our terms and information, and you can know 
because with $60 if the dealer buys|what is going om on the out- 
100 calendars for $60, we give him |side. In my opinion, Plough Inc., 
$60 worth of merchandise that we will go broke if they don’t work on 


make at retail to cover the cost of the outside, if they don’t pay close | 


fee AND STILL GROWING 
FASTEST IN ILLINOIS! 
REMARKABLE ROCKFORD 


. . . the number one spot in Illinois still 
continues to grow. Typical are new $15,000,000 
campus for century-old Rockford College . . . 
one new multimillion dollar high school in 
1960 . . . another in ’61 . . . and a third being 
readied for 1962 — for a top-flight school 

¢ system long known for its excellence. More 
PEE schools to serve a growing community! 

1 Good schools for a better place to live. 
Rockford has ’em! . . . and the newspapers 
with which to reach Remarkable Rocktord’s 
families are... 


ROCKFORD 
MORNING STAR ¢ Regisfer-Republic 


|ideas we have come from our sales 


| So if a manufacturer wanted to|force and our research on the of the right kind of method and 
Of course, we have had inflation | print 100 calendars and ship them ‘outside. They bring us the infor-|keeping everlastingly at it, you 


|/mation that we analyze, how good 
| or how bad it might be... 

| Anybody who will have his name 
printed on a piece of stationery, 
that is a retailer (you never lose 
anything from the jobber, of 
course, even though we have a 
large number), we will ship him 
a $60 order one time. We don’t 
even get a Bradstreet report any 
more, because the Dun & Brad- 
street report you would get would 
cost you more money than what 
you lose by simply shipping to 
those who have their name printed 
on a piece of stationery. 

With the sales force calling on 
the retailers every three or four 
months, when you are spending 
money advertising and creating a 
demand, what if they don’t pay 
one bill? We don’t ship them an- 
other. 


|}@ I say to you men where you 
|have a small volume if you try to 
think of a way to keep out of the 
path of the big fellow, if you do 
happen to be right at the first, it 
ican be pretty helpful to you. 

To give you the definite reason 
why we sell on these long terms is 
that over the period of the last 50 
years most of the depressions hap- 
pened in the middle of the year, 
around July. So if we have got a 
volume and our profits in the first 
isix months and the last six 
months happen to be bad, we have 
got accounts receivable and we 
have got our profit and we have a 
dividend for the year in the first 
six months and we can keep going. 
I don’t think there is anybody else 
in this business that goes down 
to the grass roots as we do, to do 
business. 


When I started in this business | 


;some 52 years ago, 50% of the 
| people were in the country and the 
|other 50% were in the city. So it 
| wasn’t so hard to go to the coun- 
try towns and get business. But 
today there are 30% in the coun- 
try and 70% in the city. So we 
have had an evolution take place 
|where we have had to shift our 
business with the times to the 
cities. The only way we could do it 
was through advertising. 

Now, it took us 32 years to get 
'9% of the volume that we have 


|that without persistent application 


can’t move, you can’t do anything 
about it. There are many things 
that you men can do that we can’t 
do today because operating on the 
scale that we are, as you get big 
you have too much system. Now, 
when the business was little, I 
had everything in my vest pocket, 
my books and everything. I knew 
how much I was worth every night, 
and it was pretty easy. But then 
you get on a scale where you 
don’t keep up with those things, 
and many of the things you men 
can do, and I’ll tell you a few of 
them before we leave here today. 


es I am telling you some of the 
inside operations of this company. 
The reason I am doing it is be- 
cause there isn’t any secret as far 
as success is concerned. It gets 
down to two words, and they are 
hard work. For instance, we don’t 
have many competitors that go to 
the women’s reformatories, the 
prisons, the hospitals. We sell the 
prisoners over the country. The 
guy in the penitentiary today, if 
he gets onto the use of our prod- 
ucts, when he gets out of jail he 
is still a customer. And his money 
is just as good as anybody else’s. 

So when you work from that 
standpoint and you are getting 
in where your competitor doesn’t 
go, you carve out your own destiny. 
There isn’t a man in this room who 
has got a small business, who, if 
he will talk with his customers 
and his people, can’t find a way to 
build those items, because it takes 
naturally three things. It takes 
merchandising and _ advertising, 
and a little capital on the side, 
just in case you happen to be 
|short, to make both of those things 
tick. 

But somehow or other, you get 
breaks. For instance, we were ship- 
ping millions of cans of Penetro 
into Central and South America. 
I said to our foreign man, “Go 
down there and see what they are 
doing with all the samples. We 


retailing them?’” 


= We had a big competitor who 
was selling the same size for 15¢. 
All you men know this big com- 
petitor pretty well. I happened to 
meet him and he said to me, “How 
can you sell a can of Penetro for a 
nickel when we get 15¢ for the 
same size can?” 

I said, “Well, 20 nickels make a 
dollar and we have to work harder 
to get a dollar than you do.” 

Now, 93% of the population of 
the world is in foreign countries. 
When you build a business in 
America, by the seepage system 
you get volume coming into these 
foreign countries. In that way we 
have been able to build a sizable 
foreign business. In my opinion, 
success is not automatic. The op- 
portunity that exists in the drug 
field is, of course, different today 
than any other period in our life- 


“SPECIAL INTEREST” MAGAZINE OF 


AMERICA’S FASTEST-GROWING 
FAMILY MARKET 


Total Catholic households are 
growing twice as fast as all others 
— over 35% increase in 10 years, 
compared to 16.6% US. average! 
CATHOLIC DIGEST, over 750,000 
net paid, is edited for thorough 
family reading .. . contains 25 to 
30 articles each month from the 
world's finest magazine, newspa- 
per and book sources. At $1.75, 
CATHOLIC DIGEST’S cost per 


don’t seem to sell them any.” 

He came back and said, “I’m 
ashamed to tell you, they have | 
been selling them for a nickel | 
apiece. But I brought back orders | 
for 10,000 gross, because I knew | 
you were going to say to me, ‘Why | 


1000 is one of the LOWEST in the 
entire magazine field. To sell 
MORE to more households, get all 
the facts on this special-interest 
publication. 


CATHOLIC DIGEST 
Advertising Office 
44 E. 53rd St., New York 22, N.Y. 
Telephone PLaza 3-0828 
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time, and different peopie are 
successful in different ways. 

I thought I saw my friend Dan 
Pinkham there. He has built a 
business, he and his associates. 
They don’t have a sales force. The 
chances are they can spend 45% 
or 50% advertising and make a 
profit. We can’t do that. We 
can spend 35% advertising. We can 
spend 110% of sales cost. We can 
have a 30% merchandising cost, 
maybe 10% overhead and have 
15% left; but instead of having a 
sales force, he puts his money in 
advertising. That is the proper way 
to do where you have got a busi- 
ness where you can’t afford to 
travel 100. men, because those 100 
men cost us $2,000,000 a year to 
travel. 

I don’t mind telling you that 
we lost $5,000,000 before we got 
our sales force on a_ successful 
‘basis. When we started out with a 
sales force, it cost us 28%. We 
knew if we ever got under 10%, 
we would find ourselves in a posi- 
tion where the sales force could 
be successful. 


s We had the same thing with) 
this calendar. We lost $1,500,000 
on that calendar in the early 


ST. JOSEPH ao CALENDAR 
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BIG PROMOTER—Plough’s 1961 cal- 
endar, featuring $25,000 contest, is 
big promotion gun. It’s sold to 
druggists for $60 per 100, with 
their name and telephone. number 
imprinted. Abe Plough reveals he 
lost $1,500,000 on calendars in early 
stages, now sells $8,500,000 worth 
of them annually. 
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stages, taking all the profit we 
made before we got it out of the 
red. 

Now, [we have] 100 salesmen 
calling on 1,000 retailers and job- 
bers every day and spending ad- 
vertising to move the products... I 
think no doubt you already know 
this, along the lines that we think, 
that every dollar of merchandise 
that is in the drug stores, even 
though it is bought and paid for, 
is our merchandise until the con- 
sumer buys it. If you don’t move 
that merchandise off the shelf, you 
will find it coming back to you. I 
say that to you because when you 
figure out the important things, 
it is advertising first, the proper 
merchandise costs, the proper sales 
cost if you have a sales force, 
and the profit you have left. 

We don’t want to make over 
15% on our sales, and if we have 
over 15%, we spend it in adver- 


have any weaknesses, it is in ad-| you don’t have to have a lot of 
vertising and we try to keep out of money to do that. 
the path of our competitors because | So you can appreciate the things 
after it is all said and done, your|that we do from a cooperative 
competitive situation is something | standpoint. For instance, we have 
you have to deal with... 33,000 druggists, which is 60% of 
|the druggists on our books. We do 
@ We bought Creolin from Merck | everything we can to give them a 
& Co. a couple of years ago. It is | profit. These 33,000, when they 
on a very low basis. You notice | run out, many of them buy from 
on the back of that calendar we|my friend, McKesson & Robbins, 
have Creolin advertised. It may /and the other 22,000 that we don’t 


be five years, ten years, 25 years | sell, buy from McKesson. The de-| 


before we get it moving by per- mand is there and the jobber is in 


sistent application of the right sort la position to be very helpful and 


of method and never overlooking | do a lot for you. Now, when you 
the fact you never stop selling | get an intensified demand, we will 
from an advertising standpoint and | (Continued on Page 92) 
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Gain the prestige of 
YOUR OWN OFFICE BUILDING 
Park Avenue at 31 St. 


Remodeled brownstone, fully air conditioned and partitioned, 
3200 square feet plus large storage basement. Large private 
yard and flagstone patio. Built-in electronic intercom system. 


Very reasonable rental, 5 year lease 
BROKERS PROTECTED 


MU 3-3000 Mr. Waters 
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We're living in a needing, buying, growing America—a 
time for new and improved products and services —the 
creation of new jobs. More than ever, a businessman with 
an idea, with the urge for something better will move ahead 
with our expanding economy. 

But after the idea, what follows can be a costly period 
of research and development. Not necessarily —if you use 
the immense 9-billion-dollar fund of research and patent 
information that’s available at your U.S. Department of 
Commerce. Think of the saving — in time and money. 

For example: there are reports on extensive research by 
your Government in new products and processes. A trans- 


e 


tising. We increased our advertis- 
ing this year as a result of that 
principle and that policy—$3,000,- 
000 more than last year. So if we 


oS 9 billion dollars £6 build a better one. 
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lation of data on inventions and discoveries abroad — infor- 
mation on over 3 million patents—a fortune in patents 
owned by your Government. All this is yours — for your use 
and your benefit. 

Take advantage of the many ways in which your business 
can grow. In developing new products and services. In the 
lucrative foreign markets. In new U.S. markets. In attract- 
ing new industry to your local community. Just phone or 
write the U.S. Department of Commerce Office of Field 
Services in your city, or Washington 25, D.C. Your 
U.S. Department of Commerce is always ready to* 
help you grow with America! 


NOW’S THE TIME TO GET GROWING IN A GROWING AMERICA! : 
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for this CPI plant, Don 
I see two men in the picture?” 


>, KIND OF MAN, and more and more of his kind, are 
your most-wanted men, as technology becomes increasingly sophisticated 
in the Chemical Process Industries. They are the CPI’s technical decision- 
makers. This intriguing picture of Cities Service Gas Company’s new Com- 
pressor Station at Guymon, Okla. will help explain why this is so. 


CPI facilities are typically untypical. No conventional plant this, but a 
highly involved complex of process, flow and control that demands techno- 
logical acumen to design and build, to equip, to operate. Obviously, only 
technical decision-makers (usually chemical engineers, although their 
degrees may be in other engineering fields or even chemistry) possess the 
competency to live happily in this rarefied environment. Theirs is the ability 


to communicate technical necessities, to counsel and consult with associates 
to help produce profits. 

And what is buying but an integral part of profit-making? Particu- 
larly, when here in the CPI today, it has multiplied itself into a $55.3 billion- 
per-year capital investment. This is $250 millions’ worth of buying each 
working day... technical decisions made at that critical point where engi- 
neering and economics hit head on. This, for sure, is your point-of-sale; and 
this, for sure, is the one CPI publication to put you there... 


CHEMICAL 
ENGINEERING 


A McGRAW-HILL PUBLICATION 330 W. 42d ST., NEW YORK 36, N. Y. @ ® 


WHAT MANNER OF PLANT IS THIS? You’re 
looking at expansion loops at the Cities 
Service Gas Company’s straight compres- 
sor station in Guymon, Oklahoma. 
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(Continued from Page 89) 
say in Baltimore or whatever town 
you might be in, then you take the | 
next town that is close by . .. There | 
isn’t anything that takes the place 
of resourcefulness. 

It took us 47 years really to get 
to the point where we had any 
recognition to speak of and dur-| 
ing that time there were so many 
things that were brought to our 
attention that we had, that we are 
using today, and still they are not 
really new. For instance, there are 
thousands of prisoners in the state 
prison in Texas. There are 7,500 
hospitals in America. There are so 
many ways and places that you 
can get busy if you get out on the 
outside and explore these things 


to the extent of finding out what) .iweup oF LEADERS—Plough Inc. does 85% of its sales on ten items 
fits into your business and keep 


75 i h line, i , a; 
out of the way of your competitor of in the Plough line, including some of the leading products 


and protect yourself against situ- which are shown here. 
ations. 


his business, show him how to get|around us have used them to a 
the expense at a reduced price or | great extent: that is, initiative, en- 
= One of the things that I did ’ hae 


et it for nothing. . . 
early in life, I made a deal with a s But I want a that around 
paper —- to print ry ~ eit |}what I am telling you, without 
sna — weniied ner guid — ar are = of 1,600 ore 
j}and without the cooperation of 25 
over the top of these ads we would |i. 40 department heads, we could 
put the dealer’s name. We would| have never attained the position 
say to the druggist, assuming — that we have. While we have made 
ae ae Se te ae tn en cn | aren acquisitions and merg- 
S : ‘ ~ | ers, I am more interested in people 
operative, “I'll sell you this ae than I am in companies, because 
«ollie <A a pth Ba you can build your business if you 


pense in half.” land if : 
: you have people in your 
Now, we did that and we bet ‘organization or you have a good 
selling a carload of ee 6 wee -| mind, all you have got to do is 
The only reason we quit it was We | exercise it and use it and work it 
weren't printing on a thes | to the point where you find a bet- 
per and we like the calendar idea | +4. way to do the things that you 
better than the wrapping paper | are doing. 
idea. Or you can buy paper bags | 


and sell them to the dealer on the | # There are three things we think 


have people of brains around you, | 


|terprise and persistent application 
|of the right method, and to always 
remember that businesses are just 


people. When one loses the fact | 


that faithful cooperation is the 
|thing that they need and when 


they don’t recognize that it brings | 


mutual success, everything is lost, 
because you have to get the people 
}around you to help you do a job, 
whether it is on the inside of your 
| business or the outside. 


| the thing that I think we should 
|all remember, is most all the 
| knowledge we get is what we learn 
|from other people. If my experi- 
|}ence today has been of any benefit 
to you, I am pleased. 

> * . 


theory if business is tough and | have been quite helpful to us. They | question-and-answer period in- 


| Following Mr. Plough’s talk, a 


| tween Mr. Plough and Joseph 
|Cohen, vp of advertising at T. R. 
| Gibbs Medicine Corp., Washington: 
| Mr. Cohen: Can you please ex- 
|plain what is the best approach in 
|bringing a new product into an 
|entirely new market, a product un- 
| known, unestablished, having com- 
‘plete distribution in a given mar- 
| ket—a city such as Washington, 
|D.C. What would be the number of 
|spots, the number of days to hit 
|the air, the length of the spot, and 
| what should be the continuity in 
| bringing the identification of this 
new product which is now dis- 
tributed in that market? 


= Mr. Plough: In the first place, it 
depends on the product. You may 
have a product that caters to wom- 
en more than to men. 

You take St. Joseph Aspirin for 
children, we would rather give it 
to the women than the men. Now, 
we would not make a test in a town 
the size of Washington unless we 
|had sizable volume. For instance, 
|}we are working on a new item 
and making two tests. In one town 
we are taking radio and in the 
|other town we are taking news- 
papers. We don’t think that any- 
thing takes the place of continuity 
of insertions. After we try each 
|one of those towns, then we will 
jtake a town and use radio and 
newspapers together. Of course, 


More than anything else, and radio and newspapers together, in | 


|my opinion, are better than either 
one. 

| For instance, when you have 
| newspapers in a town, we will say 
|like Memphis, having a morning 


|paper and an afternoon paper and 
|you can get a combination rate 


and you run in the morning one | 


day and in the afternoon the next; 


Advertising Age, October 16, 1961 


week except Sunday. Of course, I 
think the big problem with test- 
jing is most advertisers become 
impatient. 

We are making a six months’ 
test in a market on a certain item 
and we are running every day. We 
have got distribution on that item 
and we will chart that. We have 
the country divided up into 281 
districts, and in that one district 
| we will know how much we do 
and how much it will cost. Of 
course, if you have a product that 
gets general demand in Washing- 
ton and it is in all the drug stores 
and you have a reasonable amount 
of turnover, it is easy enough to 
take even Washington as a test; 
but if I were doing that and had 
a demand in all the drug stores 
and had distribution, I would may- 
be take all the newspapers for 
| three months, one or the other 
first, and find out which one would 
be more effective. So whatever 
| you do in Washington you can do 
|in every town in America, because 
|people are the same everywhere 
from the standpoint of the pur- 
chase of the type of products 
that we have. 


# Mr. Cohen: You mentioned three 
months, Mr. Plough. Why three 
months more so than, say six 
weeks, eight weeks, whatever it 
may be? 

Mr. Plough: I think it is only 
ithe continuity of advertising that 
pays off. I think when you stop, 
| you are lost ... every time you stop 
for six or eight months, you lose 
| that much momentum and tire. 

Mr. Cohen: We don’t have 
|enough money to spend. 

Mr. Plough: Then, you should go 
'to a smaller town and not take 


|you only have to run three ads to | Washington. You see? For in- 
expense is an important part of | have been helpful because people cluded the following dialog be- be in the paper every day in the | 


(Continued on Page 94) 
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CIRCULATION 
QUALITY 
AND ACCURACY 


o/s) 


Family Physician 
HALLMARKS 


@® Quality and Accuracy are traditional 
with GP—in all its departments. These 
same high standards governed the 
development of Family Physician. But 
we encountered difficulty in applying 
them to circulation, because we discov- 
ered that no commercial mailing ligt 
completely met our rigid standards of 
Quality or Accuracy. 

@& So we set up a comprehensive pro- 
gram to build our own circulation list, 
to assure our advertisers of complete, 
no-waste coverage of the general prac- 
tice market. Verifying available lists 
against AMA Directory data and 
making use of Post Office checking 
facilities, we spent the spring and sum- 
mer culling, correcting and revising — 
eliminating deceased doctors, running 
down changed and faulty addresses, 
dropping discovered specialists. Erro- 
neous data ran as high as 30 per cent 


in some areas. 


@ As a final control we used our own 
state chapters, which constantly screen 
the medical population for potential 
new members. There we turned up over 
5,000 additional readers who, as far as 
we know, appear on no other general 
practice mailing list. Beginning with 
October, advertisers will receive the 
benefits of this augmented circulation 
---asa bonus, with no increase in rates. 
@ As the next step, we have engaged 
Politz Media Studies to assess the 
qualitative side of our readership o6080 
paint a statistical portrait of the Family 
Physician reader and his practice, so 
we may know him as surely as if we 
had spent days in his office. This com- 
posite image will be made available to 
you at the earliest possible date. 

@In the meantime, be assured that 
Quality and Accuracy are cherished 
as jealously in Family Physician as they 
always have been in GP. 
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KANSAS CITY 
PUBLICATION Volker Boulevard at Brookside 
OFFICE: Kansas City 12, Missouri 


Telephone: 
816 + JE 1-0380 


SALES 
OFFICES: 


NEW YORK CHICAGO 

33 Lincoln Avenve 7530 North Sheridan Road 
Rutherford, New Jersey ym 26, Illinois 
Telephone: Telephone: 


201 + GE 8-7181 


312 + RO 4-5658 


LOS ANGELES 

266 South Alexandria Avenue 
Los Angeles 4, California 
Telephone: 


213 + DU §-3991 
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WORLD” SINCE COLUMBUS! 


a. . 


The SEVENTEEN World is a world of teen interests...of clothes, careers, 
cooking, education, fiction and beaus. Here, teen-age girls find the understanding and friendly 
guidance they crave. And they respond with deep devotion and complete confidence. 
In this ideal climate, advertising messages produce amazing buying action. 


America’s 104 million teen-age girls buy far more merchandise from SEVENTEEN than 
any other magazine!* That’s why more and more advertisers are using 
SEVENTEEN. Have you discovered the Wonderful New World of SEVENTEEN? 


*Gilbert Youth Research 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 320 Park Avenue, New York 22+ PLaza 9-8100 


LEARN HOW SEVENTEEN’s UNIQUE SISTER PUBLICATION, SEVENTEEN-AT-SCHOOL, CARRIES YOUR ADVERTISING INTO HIGH SCHOOL HOME ECONOMICS CLASSROOMS. 
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Measured Media Expenditures 


Advertising Age, October 16, 1961 


Leading Drug and Cosmetic Advertisers, 1960 
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1 Procter & Gamble Co. $109,562,745 39° 32 — O02 424 503 — 39 Tampax Inc. $1,981,452 355 640 05 —_ — _ —_ 
2 American Home Products Corp. 54,824,858 63 124 05 a2 Ge Wa: OS 40 McKesson & Robbins 1,978,093 24.7 57.8 0.5 4.5 —- 99 2.6 
3 Lever Bros. Co. 52,518,182 96 59 a — 536 309 — 41 Associated Products 1,926,751 23 2.5 dies ~—_ — _ 
4 Colgate-Palmolive Co. 41,411,194 1.0 66 O02 03 543 276 — 42 Lanolin Plus Inc. 1,801,674 3 oF -—- — 64 646 =— 
5 Bristol-Myers Co. 29,163,564 64 214 a 0.1 39 349 0.1 43. Ex-Lax Inc. 1,688,075 pee 1.3 a ——_ - >. om 
6 Sterling Drug Inc. 21,782,851 8.1 9.1 0.6 17 705 10.0 _ 44 Stanley Warner Corp. (Drug 
7 Miles Laboratories 19,699,214 68 39 — 27 448 41.2 046 Products Only) 1,676,728 343 72 07 _ — ws — 
8 Gillette Co. 19,343,654 100 65 — — 624 21.1 45 Lanvin Parfums Inc. 1,657,712 32 24 — — 156 548 — 
9 Warner-Lambert Pharmaceutical Co. 16,798,421 73 189 — 38 25 WS os 46 Lewis Howe Co. 1,655,528 38.4 39.1 0.6 7.2 147 — 
10 Revlon Inc. 12,382,045 12.0 34.4 — — 41 190 05 47 Thomas Leeming & Co. 1,590,612 14.5 15 —- Of a2 wae son 
11 Armour & Co. 11,482,057 179 328 16 26 347 8.4 1.0 48 Yardley of London Inc. 1,537,982 10.0 88.4 — 1.6 — 
12 Alberto-Culver Co. 10,064,198 — — — — 87.7 123 — 49 B.C. Remedy Co. 1,431,178 2.0 0.2 0.8 a= — 97.0 -- 
13. Carter Products 8,704,207 34 33 G2 66 79 2232 — 50 Hazel Bishop Inc. 1,354,238 — — — 94 3. — 
14 Johnson & Johnson 8,518,353 20.3 21.3 0.8 — 505 7.1 _- 51 Coty Ine. 1,316,499 — 330 _— 15 445 21.0 = 
15 Scott Paper Co. 8,456,662 10.5 22.3 — WW 475 178 —_ 52 Mentholatum Co. 1,256,041 23 38 14 — "NS 17 — 
16 J. B. Williams Co. 8,351,389 6.5 0.1 — — 91.4 2.1 — 53 Sardeau Inc. 1,251,532 = 3.0 aa “a -— joes 
17 Richardson-Merrell inc. 7,818,751 14.1 17.7 7.4 2.1 30.4 283 — 54 Allied Labs Inc. 1,207,170 50.9 49.0 0.1 a am pam jane 
18 Kimberly-Clark Corp. 7,552,260 14.4 317 0.2 5.8 46.7 1.2 — 55 Vitasafe Corp. (Subsidiary of 
19 Chesebrough-Pond’s Inc. 7,365,730 12.1 42.5 — 1.5 242 197 — Consolidated Sun Ray Drug) 1,102,826 270 60.0 13.2 a am ~~ ~~ 
20 Helene Curtis Industries 6,350,994 18.1 12.9 a 21 SIZ 182 — 56 W. F. Young Inc. 1,040,643 40.1 44.7 6.6 ae 8.5 — 
21 Block Drug Co. 5,579,365 _ 0.5 — 0.2 93.9 5.4 — 57 Kendall Co. 1,027,034 96 42.2 1 06 463 _ 
22 Plough Inc. 5,293,251 29.1 163 0.3 — 21.2 2846 4.5 58 Scholl Mfg. Co. 1,023,284 398 594 08 — — 
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24 Avon Products 4,846,286 — 67 O08 _— — 82.5 60 Chanel Inc. 960,641 — 470 _— _ 5.0 47.9 _ 
25 Shulton Inc. 4,530,531 20.8 65.3 0.3 0.4 3.0 8.0 2.2 61 Murine Co. 847,020 31.7 63.2 5.1 aii a ome _— 
26 Mennen Co. 4,523,598 10.9 7.5 _— — 39 457 62 J. Nelson Prewitt Inc. 725,330 ats = a ones — 1660 — 
27 Andrew Jergens Co. 4,446,655 13.4 23.6 — _— 90 54.0 — 63 Charles Antell (Division of 
28 Noxzema Chemical Co. 3,687,189 15.7 165 i 05 51.7 1546 = B. T. Babbitt) 697,420 slits ‘ines on ‘iil — 100.0 iam 
Max Factor Co. 3,611,653 44 344 os a 7.1 54.1 _— 64 Walgreen Co. 689,269 dim 5.0 ini <- — os — 
30 John H. Breck Inc. 3,529,934 68 48.2 — 67 375 — — 65 Chemway Corp. 655,366 39 638 ie — 242 8.2 — 
31 Mead Johnson & Co. 3,355,088 42.2 42.4 — 13.4 — 20 — 66 Foster Milburn Co. 637,101 749 — 20 _ — 23.2 — 
32 Beecham Products 3.271.013 — 0.5 —_ — 65.5 14.0 — 67 Hudson Vitamin Products 610,514 30.3 55.3 _ _ — 143 _ 
33° Rexall Drug & Chemical 3,521,250 30.1 24.7 0.6 — 342 104 a 68 General Nutrition Co. 571,181 — og — — 9.) = _ 
34 Maybelline Co. 3,192,713 12.0 1946 3.1 — 663 _— 69 Chattanooga Medicine Co. 529,360 cme wee nals alll — 100.0 — 
35 Helena Rubinstein Inc. 3,045,660 441 74 — — — 45 — 70 Creomulsion Co. 520,254 17.2 16 — — — 81.1 _ 
36 Lehn & Fink Products 2,677,210 90 63.8 — — 34 13.8 — 71 Weco Products Co. 508,250 — 998 0.2 — —_ _ _ 
37 Drug Research Corp. 2,588,665 188 9.2 — — 72 G48 _ Note: Companies with primarily ethical drug business are not included. Several drug companies have been 
38 Phormacraft Division of Distillers arbitrarily d ted drug panies here, e.g., Armour & Co., the nation’s second largest meat packer. 
Corp.-Seagram Ltd. 2,556,643 98 278 _ _ — 62.4 _ 


Armour also sells Dial deodorant soap, which has 13.8% of the market and leads in dollar sales. 


(Continued from Page 92) 


expect to do it overnight. You may 
stance, if we want to go to To- 


put it on a six or twelve months’ 


think it is not good, when you may 


be running short on money. 


‘National Distribution in Three Days’ i ss 


ledo, O., it won’t cost as much 
money. Don’t go into a town and 


basis; you may be on the threshold 
of success and stop because you 


Mr. Cohen: How many weeks 


the newspaper that 
PAVED FIVE ACRES 
IN DOWNTOWN ORLANDO 


They're our own acres too, friend: 


@ Our new, modern newspaper plant and parking area covers’ 
seven acres in downtown Orlando... seven acres that cost us 
$100,000 an acre... just the land, not the buildings, not the 


presses, not the typesetting machines, nor our fine, new two-way 
escalators. 


@ Our five acres of parking... free parking. ..has access on 
four streets to accommodate our 639 employees and our 
customers. 

@ Why spend so much money for parking? 


@ We are trying to be good citizens with our newspapers. We 
believe a business owes it to the community in this age of two 
cars in every garage. 


@ We provide this parking and still pay $100,000 a year in real 
estate taxes. 


@ That's our ambition, our business program . . . not only to be 
a good newspaper but a good citizen as well. 


MARTIN ANDERSEN 
Editor/Owner/Ad Writer/Galley Boy/Parking Attendant 


~6Orlando 


Seutinel-Star 


GATEWAY TO THE MOON ® ORLANDO SERVES CAPE CANAVERAL | 


must transpire from the time the 
advertising has been placed in mo- 
tion, for you formally to feel the 


|effect of your advertising? 


on the product. We came out this | 
summer with a new product, and | 
it was a sensation overnight. We | 


didn’t come out with it until the | 


first of April. The sales went be- | 
yond anything we ever expected. 
We took one big town at a time 
and we took whole pages and half 


|pages of copy and concentrated. | 


Still we have another line of copy 
and we had to be sure one didn’t 
hurt the other. How much one hurt | 
the other, I don’t know. We seem to | 
be winding up with a fair year. + | 
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’ effectiveness or 

= high cost has 

= “= kept you from 

== prescribing 

<== any topical 

= steroid... 

=< THESE FACTS 

=== MAY CHANGE 

5=S52== your MIND 


+ 


}" 


Hifi 
| 


AN; 


sirite 


NEW TACK—Schering Corp., aware 
of well-publicized charges about 
drug prices being too high, has 
launched a new drive for its der- 
matolegical steroid creams, point- 
ing out to the doctor that they are 
“effective, economical in price and 

even more economical in use.” | 


How McKesson & Robbins, Nation's 
Mir Powh, deka entiray Largest Drug Wholesaler, Functions 


$670,000,000 Company 
Sells to 33,000 Drug 
Stores; Accents Speed 


By Lawrence Bernard 

New York, Oct. 12—Imagine, if 
you will, a company having 198 
operating units, 7,500 suppliers and 
an inventory of 100,000,000 items 
(counting all sizes and styles) of 
which roughly 30,000 are stored 
in each of 100 warehouses and are 
sold to 137,000 customers. 

Divide this into some 100 drug 
divisions, 45 liquor divisions, 54 
chemical branches and spread it 
across 38 states. 

Add to this 8,600 employes, in- 
cluding 1,100 drug salesmen (sup- 
plemented by 300 telephone sales- 
men) calling on 33,000 drug stores 
and 5,000 hospitals; some 650 liquor 
salesmen serving 60,000 drink out- 
lets, and 200 chemical salesmen 
calling on 33,000 customers in vir- 
tually every chemical-using in- 
dustry. 


s Supplement this with a manu- 
facturing division selling more 
than 200 proprietary drugs and 
other health and beauty aids here 
and in 30 foreign lands; another 
force which was responsible for 
the redesign of 20% of U.S. drug 
stores in five years, and»a trans- 
portation force of nearly 400 
trucks which, collectively, log a 
staggering 600,000 miles a month. 

Add up $670,355,060 in sales for 
the past fiscal year, netting an in- 
come of $10,039,876—and you will 
get a quick impression of what it 
means to be the largest drug, liq- 


uor and chemicals distributor in 
the U.S., and the only one that is 
| nationwide. 

| 

. McKesson & Robbins is the com- 
| pany. 

| Herman Christian Nolen is its 
\president and chief executive of- 
ficer. The 59-year-old, six-foot- 
one former Ohio State marketing 


That's a Lot of Selling 

New York, Oct. 12—A study 
made in 1957 by McKesson & Rob- 
| bins revealed that in the course of 
| one year the drug division sold to 
|retailers and hospitals: 
e 50,000,000 prescription bottles. 
e 20,000,000 packages of vitamins. 
e 12,000,000 tubes of shaving 
cream. 
e 10,000,000 toothbrushes..- 
e 105,000,000 razor blades. + 


professor prefers to think of 128 
year-old McKesson & Robbins as 
a “distribution specialist”—as well 
he might. 

“We can get as fast distribution 
as any manufacturer wants,” he 
commented and he can cite several 
recent examples of three-day or 
| three-week distribution of new or 
|improved products to every market 
in the land. “For all practical.pur- 
| poses, we get to all our customers 
at least once a week. Any drug 
|store in the U.S. is, at the most, 
36 hours away from a McKesson 
delivery.” 

Despite this roseate portrait, and 
|M&R’s belief that mass distri- 


(Continued on Page 96) 
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and because people are different in different markets... Storer programming is different! We put together a 
flexible format to fit the needs of each community . . . making it local in every respect. Result? Both 
WSPD-TV* and WSPD-RADIOt rate first in Toledo... WIBG dominates Philadelphia in all surveys! 
. .. Further evidence that Storer quality-controlled, /oca/ programming is liked, watched and listened to. 
Storer representatives have up-to-the-minute availabilities. Important Stations in Important Markets. 


DETROIT 
WJBK 
DETROIT 
WJBK-TV 


* Nielsen—June 1961 
t Pulse—July-August 1961 
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(Continued from Page 94) 

/bution will increasingly be accom- | 
|plished “overnight” instead of in| 
“waves,” manufacturers selling | 
through U.S. drug stores do not) 
automatically beat down McKes- | 
son’s doors, or those of its com- 
| petitors. In fact, a sizable body of. 


}methods to build demand and co-/| fatal. The marketer of a new eth- 


objections has been raised to dis-| special drive for the much smaller, | 
tribution via wholesalers. Among| but certainly competitive, Bauer | 
them: & Black. 


e How can a McKesson salesman ’ 
create demand for a specific prod- | ® Finally, Mr - Nolen pointed out, 
uct when he handles so many |@ salesman’s biggest job is the re- 
items? stocking of druggist’s fast-moving 
standard “wet” and “dry” items, 
and in many instances a McKesson 
man roams the store shelves with 
carte blanche. Avoiding out-of- 
® ‘lo the first question, Mr. Nolen | stock conditions is one of his 
responds that it is the manufac- | most important tasks. For a reg- | 
turer’s job to create the demand, | ular item, out-of-stock generally 
not McKesson’s, although the| means a lost sale as the druggist 
wholesaler is eager to work with! suggests a substitute. For a new else?”—it will be a long time, if 
the manufacturer on the best) item, out-of-stock can be near- 


e How can a McKesson salesman 
sell directly competitive items? 


H. C. Nolen 


H. H. Henley 


|ever, before the doctor puts that 


‘ e . te |name on his prescription pad again. 
ordinate it with selling. |ical drug, for example, may spend | “The bigger the store, the more 


To the second, Mr. Nolen said | thousands or millions in detailing | they lean on somebody to do what 
his salesmen are always selling|and promoting to doctors. If a) amounts to their buying for them,” 
competitive brands and evidently | physician finally decides to pre- 
manage to keep all parties at|scribe the new drug and gets a| 4, salesman will spend at least 20% 
peace. For example, it recently | phone call from a pharmacist who | of each call in promotional sell- 
completed a promotion for Johnson | says, “Doctor, I haven’t got this | ing, he added. 

& Johnson, simultaneous with a| item. Will you prescribe something | 


Mr. Nolen observed. Nevertheless, 


He’s got acute politzomania ... and it’s catching! 


When our sales reps saw the results of the 1961 WJR- 
Politz Study, they flipped! Now, normally they are 
quite an aggressive group. But this really got them. 
Their reaction to the contents of the study was far 
beyond our sales manager’s fondest dreams. As one 
voice, they broke into a chant, “We love Politz, we 


love Politz!”’ 


Alas, they had contracted acute politzomania.* And all 
it took was one exposure to one fact: Of the 175 stations 
mentioned in the 1961 WJR-Politz Study, one station— 
WJR—had 32% or 2,183,000 of the listeners. Since 
each rep left the office with his own copy of the com- 
plete study with all the facts, we thought it best to 


760 KC 


New York + Sen Francisco 


The measured area of the Alfred Politz media study 
released September, 1961. This area includes 6,801,000 


people—age 15 aad older. 


WR = 


50,000 WATTS 


Represented by Henry |. Christal Co., U. S. & Canada 
Atlanta + Boston + Chicago * Detroit + Los Angeles 


e When a manufacturer has de- 
cided to sell through McKesson, 
how do they come to terms? 

Henry H. Henley, exec vp of the 
wholesale drug division, said that 
the “Three P’s”—potential, profit 
and policy—are a major considera- 
tion for McKesson. In other words, 
considerations include its status 
as a high or low volume item, the 
discounts available to McKesson 
and the retailer, and the manu- 
facturer’s policy toward wholesal- 
ers generally—and M&R specif- 
ically—on such matters as the ra- 
tio of direct accounts to wholesale 
accounts. 

Other considerations are: How 
much of a demand will the pro=- 
ducer create through advertising? 
How much exposure and coverage 
does his product require? 

Weighted points are given to all 
the above elements, and others, in 
reaching agreements. M&R de- 
clines to state what the breakdown 
is. One thing seems certain: When 
a manufacturer is willing to pay 
for order-taking and warehousing 
costs, but balks at other selling 
responsibilities like sales manage- 
ment, commissions and travel ex- 
penses, his results with M&R dis- 
tribution may well be less than 
what he would otherwise expect, 
in Mr. Nolen’s view. 


s Further, a manufacturer who 
creates his own advertising de- 
mand—and does it well—can ex- 
pect to pay less for McKesson 
services. 

To the chicken-or-egg question 
about whether the manufacturer 
should use his advertising to force 
distribution, or gain distribution 
before spending ad dollars, Mr. 
Nolen replies with finality, and 
perhaps a vested interest: “A man- 
ufacturer must first have distribu- 


pass along a warning to all our friends in advertising: tion if he is going to advertise.” 


Be patient. Our reps are so inspired that their enthu- 
siasm just spills over. As they apply this new kind of 
radio research to your specific advertising objectives, 
you'll be able to reach logical prospects for your prod- 
ucts. And these prospects are presented in a complete 
profile according to age, sex, socio-economic status, 
home ownership, radio listening habits, and other 
characteristics. 


® Charles R. Beall, vp of sales and 
promotion, is intimately involved - 
in coordinating advertising plans 
between suppliers and McKesson. 
He prefers to work with a supplier 
as early as possible, whether it is 
in the introduction of a new or 
improved product or in support of 
an ad campaign for an already 
When you have this data in hand, just sit back and established line. 
relax. Try not to be quite as conspicuous as our reps. | Some companies, which Mr. Be- 
But then who can fight politzomania? all declined to embarrass by name, 
will call up Mc- 
Kesson and say: 
“Next week we 
are introducing 
product X. 
What can you 
do for us?” 
Others will call 
in McKesson in 
the first stages 
of planning and 
seek counsel on 
point of sale 
promotion, dis- 
play fixtures, 
advertising plans and everything 
else that goes into a full dress mer- 
chandising job. 
“They get more out of their 


* poslitezosmasnica newly discovered advertising 
affliction. Highly contagious. Identified by uninhibited displays of 
enthusiasm. Always found in WJR sales reps who have 1961 WJR- 
Politz Study in hand. Time-buyers and ad managers particularly 
susceptible. Wipes out sales resistance. A ppears in flashes of marketing 
insight. Only known remedy: Sign the order! 


Charles R. Beall 
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THE CHICAGO TRIBUNE REACHES 


tude Of the readers YOU WANT 


It’s easy to divide your Chicago market into two kinds of people. Those 
who buy. And those who don’t, can’t or won’t. 

Reaching more of the right kind—the people who buy—is just as easy. 
Most of them read the Tribune. 

Take home buyers as a case in point. 74% of all home buyers in Chicago 
and suburbs read the Sunday Tribune; 54% read the Daily Tribune. 

Now maybe you market homburgs, hair spray or frozen haddock instead 
of homes. It makes little difference. No matter what type of buyers you 
seek, the Tribune reaches more of them than any other Chicago newspaper. 

Advertising aimed at the people who buy always produces greater sales 
results. That’s what the Tribune promises—and delivers—in the key 
Chicago market. 


HOUSEHOLD COVERAGE OF HOME BUYERS 


SUNDAY TRIBUNE-4% 


DAILY TRIBUNE—S4, ind 


The readers you want are the kind who buy 
—and our new MARKET POWER study tells 
who they are, what they buy and how to sell 
them more. Call a Tribune representative 
for the full story. 


More Readers...More Buyers...More Results 
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e ee e @ She Doctor’s Primary Interest* is 
Modern Medicine’s Primary Interest poctors 
ARE DOCTORS! No matter what their specialty, they 
are always medical practitioners. Their primary interest 
is medicine. @ MODERN MEDICINE’S Editors rec- 
ognized this 30 years ago. Since then, they have con- 
stantly supplied the doctor with the latest, most complete, 
most concise, and most usable medical information 
on diagnosis and therapy available. @ Today, U.S. 
doctors recognize that MODERN MEDICINE fulfills 
both their desires and their needs. They respect and 
react to the one medical journal that best satisfies their 


primary interest. MODERN MEDICINE 


84 South 10th Street, Minneapolis 3, Minnesota 


*A report covering the doctor's interest in editorial material and 
advertising in the First Six Issues of MODERN MEDICINE for 
1961 is available on request. 


Minneapolis + Chicago - New York « San Francisco + Los Angeles « In Canada: 
Modern Medicine of Canada, Médicine Moderne du Canada « In Great Britain: 
Modern Medicine of Great Britain « In Australia: Modern Medicine of Australia 


merchandising than they do out of 
their advertising because they plan 
back far enough,” Mr. Beall said. 
He named Gillette, J. B. Williams, 
Timex, Breck and Westclox as 
among this savvy group. 

But the reluctance of some sup- 
pliers to call McKesson in early on 
their plans is understandable in 
light of the many competitive 
items the wholesaler distributes. 


@ One type of manufacturer may 
inform Mr. Beall that sales in cer- 
tain areas are not keeping pace. 
Mr. Beall will ask for the com- 
pany’s advertising coverage map, 


| lay McKesson’s distribution map 
| on top of the ad map, and the man- 


ufacturer can then spot his mar- 
keting gaps. 

“In some companies, the adver- 
tising and sales manager don’t 


seem to know each other, while in 
others the coordination is obvious. 


| Sometimes the sales force learns 


about advertising the same time 


| we do. We read trade journal ads 


and call up only to find out that | 


the sales department is really not 
too familiar with the campaign.” 

Another advertising problem 
McKesson & Robbins has encoun- 
tered is local support. Mr. Beall, 
transplanted Mississippian, com- 
mented: “I’ve been amazed at how 
little knowledge New York has of 
local-type advertising. At many 
agencies, the local advertising spe- 
cialist is the low man on the to- 
tem pole. 

“The impact of a beautiful four- 
color ad in Life may or may not be 
felt. But you know tomorrow 
whether or not a retailer ad is 
any good.” 


# To counteract this, McKesson & 
| Robbins’ own advertising depart- 
| ment has a complete local adver- 
tising service—mats, broadcast 
scripts, point of sale—available to 
| its druggists. 

Some manufacturers lose sight 
of the value of their point of sale 
displays in print advertising, Mr. 
Beall added, and conversely, not 
many reproduce their visual copy 
on their point of sale. In these days 
of unrelenting sales messages, the 
significance of this kind of tie-in 
is largely overlooked, he feels. 

The McKesson & Robbins ad- 
vertising department, under the 
direction of Donald C. Berry, vp in 
charge of advertising, spends the 
biggest part of its $2,500,000 budget 


: NEW FOR 62 
BACON’S 
PUBLICITY CHECKER 


Now listing both... . MAGAZINES 
Over 3700 Business, Farm and Con- 
sumer magazines. 99 market groups. 
Coded to show kind of publicity used 
by each magazine. 


and NEWSPAPERS 
Over 600 dailies in U.S. and Canadian 
industrial arid market areas. Gives all 
vital data, including business editor's 
name. Also lists syndicated business 
columnists in U.S. and Canada. 


every contact you need for the 


complete publicity and PR job 


Every magazine and newspaper you 
need. 424 pp. ...6%" x 944"... spiral 
bound to lay flat while using 

+++ permanent cover. 


Quarterly Revisions 
Revision sheets sent to users 
in Jan., April, July, 1962. Your 
Checker always up-to-the minute. 
Order copies you need today! 


CON’ 


GAZINES 


SPA 


WAbash 2-8419 
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—about $1,500,000—for its liquor 
division, nearly another $1,000,000 
for the proprietaries sold under 
the McKesson label and the re- 
mainder for trade promotion of its 
wholesaler services. 

The biggest single activity the 
drug division undertakes in sup- 
port of advertising is the annual 
Christmas drug store promotion. 
This is basically a program of the 
Bureau of Advertising of the Amer- 
ican Newspaper Publishers Assn., 
alongside which McKesson & Rob- 
bins merchandises. Between 23 
and 26 manufacturers are involved, 
each paying $17,000 for one box in 
a special Sunday supplement and 
all the merchandising backup pro- 
vided by McKesson. Retail drug- 
gists are sold on staging this store- 
wide event, and their merchandise 
order follows as a matter of course. 
McKesson reported that it sold 
substantially over $2,500,000 worth 
of merchandise in a 30-day period 


|last year solely with this promo- 
| tion. 


|m Today, drugs account for 62% 


| 
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Advertising Age, October 16, 1961 
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After 
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McKESSON ¢ ROBBINS {> 


~~ 


SPECIALIST—McKesson stresses its role as a distribution expert with 
creation of a new logo replacing past ensignia. 


of McKesson’s volume, liquor 30% | was the seventh president of the 
and chemicals 8%, although chem- | 24-state United States, and New 


icals are expected to show the fast- 


McKESSON 
SROBBINS 


pooled their resources and bought 
the business of a retiring whole- 
sale druggist. 

They were located on Maiden 
Lane and their first customers 
were clipper-ship captains, who 
stocked their medicine chests and 
were soon carrying Olcott & Mc- 
Kesson products around the globe. 

One Wednesday morning, 20- 
year-old Daniel C. Robbins showed 
up in answer to a help-wanted ad 
in a Monday newspaper. He had 
started walking as soon as he read 
the ad—in Poughkeepsie. In 1835 
he was made a partner and 
through a series of acquisitions 
-Oleott, McKesson & Co. became 
well established in New York’s 
wholesale drug business. 


= The company played an integral 


York was a booming metropolis of|role in the evolution of the drug 


est growth. Ethical pharmaceuti- | 220,000, watching the construction | store from bulk dispensers to pur- 


cals account for about 55% of the | of its new “rail road” which would 


drug division’s sales, proprietaries 


21%. 
McKesson’s long, 
tory began when Andrew Jackson generation Colonial 


veyors of packaged “patent” med- 


run on Fourth Avenue all the way | icines. Mr. Olcott died in 1853 and 
and toiletries 24%, and sundries | up to Harlem. In 1833, Charles M 


.|the name was changed to McKes- 


| Olcott, an apothecary, and another| son & Robbins, with the company 
unusual his- | young man, John McKesson, fourth now serving accounts in 17 states 
descendant, | 


and territories. M&R expanded by 


building one of the first wholesale 
drug laboratories and adding a line 
of “fancy goods,” as sundries were 
then called, and during the Civil 
War found itself in the liquor dis- 
tributing business. 
Standardization of pharmaceu- 
ticals persuaded many retailers 
that they were better off to stop 
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do-it-yourself compounding and 
buy them ready-made, and as a 
result McKesson & Robbins be- 
came one of the best-known drug 
manufacturers. In 1870, M&R cre- 
ated an overnight sensation with 
its development of the gelatin- 
coated pill—convenient and unaf- 
(Continued on Page 100) 


23 MAJOR COMPANIES RENEWING 
COLOR TV SPONSORSHIP 


23 major advertisers who sponsored Color TV in 1956 
are buying it again in 1961. One more proof that Color 
delivers the prospects. Get the full Color picture today 
from: W. E. Boss, Director, Color Television Coordina- 
tion, RCA, 30 Rockefeller Plaza, New York 20, N. Y., 


Tel: CO 5-5900 
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NEWSPAPERS THAT MEAN BUSINESS IN SAN DIEGO 


With drugstore sales totaling $47,833,000 last year, San Diego, California, 
ranked 23rd among the nation’s 200 leading counties in that category. Note 


these comparative totals: 
SAN DIEGO, CALIFORNIA . 


SUFFOLK (BOSTON), MASSACHUSETTS : Mu ee 


SAN FRANCISCO, CALIFORNIA . . . . . 


DENVER, COLORADO . . 


ORLEANS (NEW ORLEANS), LOUISIANA os 


$47,833,000 
$47,572,000 
$40,006,000 
$38,740,000 
$37,047,000 


SALES ESTIMATES: 1961 SALES MANAGEMENT SURVEY OF BUYING POWER 


Sell the important San Diego market through two metro- 
politan newspapers: The San Diego Union and Evening 
Tribune. Combined daily circulation is 226,437 (ABC 
3/31/61). 

Copley Newspapers: 15 Hometown Daily Newspapers covering San 
Diego, California — Greater Los Angeles — Springfield, Illinois — 


and Northern Illinois. Served by the Copley Washington Bureau and 
The Copley News Service. 


REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC. 


i 
“THE RING OF TRUTH” ee Copley ewspapens 


he San Diego Union | LVENING TRIBUNE 
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(Continued from Page 99) 
flected by climate. But by now, so 
many companies were concentrat- 
ing on manufacturing that the 
wholesale druggist started cutting 
down on his own manufacture and 
concentrated on distributing the 
products made by others to an 
ever-broadening market. Drug 
wholesaling was undergoing a sig- 


NOW...OUR GRAPHIC PLANNING UNIT 
MAKES IT POSSIBLE TO ACQUIRE 


a 24 page booklet, 9x6” 
FULL PROCESS COLOR 
complete, only 25¢ per unit* 


price includes—“tayout and design 
all photography—art—typography 
four-color process separations 
fine quality printing...no extras 
in quantities of 50,000, prices on other quantities upon request. 


Some of our friends are: 

The Solomon R Guggenheum Museum —— Venus Pen & Pencil Corp. 
Amencan Type Founders —Boontomware-——Boys’ Clubs of Amenca 
Call, write or wire coflect—We are staffed to personally handle your 


STERLIP PRESS, INCORPORATED 
240 West 40th Street, New York 18, N.Y. 


Telephone : — -——LAckawanna 4-6897 


| 
| 


| 
| nificant revolution. 

By the 1890s McKesson & Rob- 
|bins was a $5,000,000 enterprise 
Pemage Ane 500 persons. Mr. Rob- 


bins died in 1888, Mr. McKesson | 
in 1893, and their sons continued | 


the business in association with 
|other partners. 


| s The company had an $18,000,000 
volume by 1924 but it was no 
jlonger a profit-making business 


AKE THIS 


“MARKET STRAIG 


£ WLIW STEN CPE 


VA Wee 


EI Paso, big Sth city of Texas, 
serves 750,950 consumers, 
who command better than three- 
quarters of a billion dollars effec- 
tive buying income, and who spend 

half a billion in retail sales! The 
big 5th scores well within the nation’s 
TOP FIFTY MARKETS. 
Get 100-proof coverage of this South- 
western super-market with El Paso 
Broadcasters. Buy the Big Sth... 
El Paso, Texas. 


— 


_ EL PASO BROADCASTERS: 


and there were arguments about 
how to improve profits, 
brought about a three-way split 
and liquidated the wholesale drug 
business. 

| In 1926 M&R was sold to 
| F. Donald Coster for $1,000,000. He 
| immediately began expanding the 
|number of wholesale distributors 
|} and by 1929 pulled off a $100,000,- 
,000 merger with 64 other whole- 
| sale drug companies, and put M&R 
shares on the stock exchange. 

Ten years later, Mr. Coster won 
more enduring fame when he was 
unmasked as Philip Musica, an ex- 
convict who had added to a long 
record of frauds by swindling 
M&R for several million dollars. 
He shot himself. 

M&R pulled out of subsequent 
receivership in two years. It ex- 
panded its liquor department fol- 
lowing prohibition, made it a sep- 
arate department in 1944 and es- 
tablished a separate chemical 
branch in 1945. 


® In the past five years, sales vol- 
ume has increased 23.3%, with 
liquor (Martin’s and Highland 
Queen scotches, Chapin & Gore 
bourbon, Lamplighter gin, Liquore 
Galliano, etc.) ahead 32% and 
chemicals expected to spurt from 
$57,000,000 to $100,000,000 in about 
two years. 

Nevertheless, McKesson & Rob- 
bins will remain a bastion in the 
defense of the independent drug- 
gist against the giant drug opera- 
tions and against the expanding 
| sales of health and beauty aids in 
| the supermarkets. McKesson will 
|offer him one of the few oppor- 
| tunities he may have during the 
|year to be part of something big 
‘in advertising. + 


| 


which | 
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McKesson & Robbins’ Far-Flung Drug. Liquor, Chemical Empire 


BIG SPREAD—Map shows most of 99 drug and 45 liquor divisions and 54 chemical branches of McKesson & Robbins’ $670,000,000 empire. 


Consumer Drive for 
Ortho to Educate 
on Birth Control 


New York, Oct. 10—Ortho 
Pharmaceutical Corp., a division 
of Johnson & Johnson, last month 
launched the first consumer ad 
campaign in its history to talk 
about family planning. 

In a series of messages aimed at 
young housewives with little or no 
education beyond high school and 
with limited family income, Ortho 
will stress the importance of con- 
sulting a doctor rather than friends 
and neighbors about “child spac- 
ing.” 

Ortho will run six full-page in- 


Family Circle, the Macfadden 
Women’s Group and Prescription 
Health, a 10¢ magazine sold in 
drug stores. The company ex- 
plained that it selected this audi- 
ence target because it felt that 
these “were the couples who had 
more children than they could pro- 
vide for, not through hostility to 
the idea of family planning, but 


able and effective methods of child 
spacing.” 

Ads will point out that sound 
medical advice “will help you to 
raise healthy, happy, wanted chil- 
dren.” 


s Ortho is merchandising the cam- 
paign to doctors and pharmacists 
in separate drives. Handling the 
|entire campaign is L. W. Frohlich 
|& Co., Ortho’s agency. 

| The consumer ads all will con- 
|clude with this identifying sen- 
‘tence: “This message is sponsored 


| 


| SURVEY FINDS 


COLOR TV COMMERCIALS 
HAVE 3% TIMES MORE IMPACT 


A 1960 survey by Burke Marketing Research reveals the im- 


pact of Color TV commericals is such that 1000 Color homes 
are equal to 3,589 black-and-white homes. No wonder more 


and more sponsors are moving up to Color. What about you? 
Get the full Color picture today from: W. E. Boss, Director, 
Color Television Coordination, RCA, 30 Rockefeller Plaza, 
N. Y. 20, N. Y., Tel: CO 5-5900 


sertions a year in Everywoman’s- | 


rather through ignorance of avail- | 


dou't plan your family over the 
’ 


back fence 
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NOT THIS WAY—Don’t talk to neigh- 

bors about child spacing, see your 

doctor—says Ortho Pharmaceutical 

Corp. in its first consumer cam- 
paign. 


by Ortho Pharmaceutical Corp., to 
whom medical methods of family 
planning are a particular con- 
|}cern.” The products Ortho makes 
are never mentioned. The J&J 
unit is the nation’s largest manu- 
facturer of contraceptives. + 


‘Farm Journal’ Kicks Off 
Cookbook Contest for Admen 

Farm Journal, Philadelphia, last 
week launched a contest among 
admen involving the magazine’s 
“TimeSaving Country Cookbook,” 
which will be offered at $2.95 in 
| its October issue. Entrants, reached 
|by mail, are to guess how many 
cookbook orders will be received 
in the first four weeks. First prize 
will be a certificate worth $200 in 
food at a store of the winner’s 
choice; second prize, $100; third 
prize, $50; fourth prize, $30; and 
fifth prize, $20. 

In 1959, 31,270 copies of a pred- 
ecessor cookbook were sold in the 
first four weeks, Farm Journal 
| said, as a clue to contestants. Pre- 
vious cookbook purchasers can buy 

the new book for $2.50; its book- 
|store list is $3.95. 


_DiBuono to NBC Telesales 

| Joseph J. DiBuono, formerly a 
|tv producer with Batten, Barton, 
Durstine & Osborn, has been 
named a producer-salesman with 
NBC Telesales, New York, tv tape 
production unit of NBC. 
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“Let’s go, baby, let’s go. If you don’t make those 
lights, lots of people going to be riding the New 
Haven in the morning with nothing to read but 
their tickets.” 


_ New York is news. News of the world from the UN, 
| news of the theatre from Broadway. How do you 
keep up with it all — the news of a sale on Fifth 
Avenue, news of the sails on Long Island Sound? 
You buy The New York Times. It serves New Yorkers 
with the most news... sells them with the most 
advertising. New York is The New York Times. 
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1960 DRUG SALES~‘16,477,000° 


UP 200% OVER 


More than Albuquerque, El Paso, Spokane and many other major markets. 
*SM Survey of Buying Power 


She Ariza Daily Star 


if you want te cover Arizona 
the Star and Citizen are a must 


Tucson Dailp Citizen 


2 Independent Newspapers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, Inc. 
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Drug (Maker) 
Chloromycetin (Parke, Davis) 
Equanil (Wyeth) 

Orinase (Upjohn) 

Declomycin (Lederle) 
Achromycin (Lederle) 

Diuril (Merck Sharp & Dohme) 


Hlosone (Lilly) 

Panalba (Upjohn) 

Compazine (Smith Kline & French) 
Dexamy! (Smith Kline & French) 


Cano We WwWn— 


| 10 


Top Ten Prescription 
Products of 1960 


Estimated by Advertising Age 


*Manufacturers’ prices; excludes hospital sales. 


Type Sales*» 
Antibiotic $24,000,000 
Tranquilizer 22,000,000 
Antidiabetic 22,000,000 
Antibiotic 21,000,000 
Antibiotic 16,000,000 
Diuretic 15,000; 
Antibiotic. 13,000, 
Antibiotic 11,000, 
Tranquilizer 10,000,000 
Anti-obesity 10,000,000 


_WOBT Joins NBC Radio 
| WOBT, Rhinelander, Wis., previ- 
| ously an independent, has become 


_ affiliated with NBC Radio. 


In some industrial markets you can drive yourself 
mad trying to measure the vital differences between 
“Magazine A”, and “Magazine B” (to say nothing of “C” 
and “D”)...but here in the fast-moving plastics market... 


there’s not 
one bug 


Here is a summary of the results of the 


MODERN | Plastics Plastics SPE 
i ; PLASTICS | World Tec Journa 
Audits & Surveys Inc., personal inter- , a5 — ax =H 
views among 1,095 visitors at the Na- Read Regularty 85 54 39 21 
‘ : nen : Most Useful 62 14 8 5 
tional Plastics Exposition this past June. 
. P INDUSTRY CATEGORY 

Consider it thoughtfully .. . to construc- End User industries | 60% 16 7 4 
tively influence your judgement or to Custom Converters | 65 13 10, 4 
confirm your convictions. On the sensible Suppliers 62 12 10 6 
basis that your best advertising is no BY JOB TITLE 

stronger than the magazine carrying it ===} Corp Execs, Gen Mers| 70% 15 7 4 
to market, may we remind you that no 2 Sales ~~. 58 : : : 
matter where you put your media-meas- @} Crem eee 59 : ‘ 

, ‘ YJ) Production Engineers | 62 13 14 

ure on MODERN PLASTICS, it domi- | Design Engineers 64 8 5 
nates . .. by plant size, by purchasing Purchasing Agents 62 21 4 
influence, by coverage of job titles, or D eueanuns we 

functions . . . by products, by its strength ny Be ep 

: : Plastic Resins & 

with molders, extruders, laminators or = iatiieneeesenss | 0% 12 8 5 
with plastics end-users. No matter how Chemicals & Additives | 66 13 9 5 
adequately you’ve seen these exclusive Machinery & Equip. 63 13 8 5 
assets demonstrated in the past, you PLANT SIZE 

ought to take a look at this new Audits & Under 100 Employees} 63% 7 ; 
Surveys Report. Just write, wire or 100-999 3 a > . 
phone our Research Director... 1000 or more 


of doubt 


Authority of the field for thirty-five years emesin PUBLICATION 770 Lexington Ave, New York, N.Y. 
orrices: Atlanta, Chicago, Cleveland, Los Angeles, Frankfurt, London, Tokyo. 


PLASTICS 


TENDER—Introductory ad for new 
Tender Touch features a reclining 
nude with superimposed: bottle of 
the bath oil. Black background sets 
off multi-colored type in the copy. 


Helene Curtis’ 


Tender Touch Bath 


Oil Bows in Print 


| CuHicaco, Oct. 10—Helene Curtis 
| Industries Inc. this month is 
| launching a new product, Tender 
| Touch bath oil, using color pages 
| in Family Circle, Good Housekeep- 
_ing, Harper’s Bazaar, McCall’s, 
| Reader’s Digest, Vogue, and in 
| Sunday newspaper supplements. 

The campaign will run through 
| February. 

The company describes the new 
product as a concentrate of mois- 
| turizing oils “like those in more 
|expensive products, but it is sold 
| at retail for $1.50.” 
|@ At the same time, the company 
| announced it will return to print 
|for its Suave lotion hairdressing. 
|Color pages will appear in Mc- 
|Call’s, Modern Romances, Modern 
| Screen, Photoplay, Reader’s Digest 
| and True Story and in Sunday sup- 
| plements. Suave has been promot- 
'ed consistently on television, but 
| advertising on the product has not 
|appeared in the print medium in 
‘three years. Ads will offer com- 
|plimentary bottles of Curtis’ Spe- 
|cial Enden hairdressing for dry 
|hair with purchase of either the 
|69¢ or $1 size of Suave. 
| Edward H. Weiss & Co. is the 
| agency. # 

_APR Taps Gallo 

| Ray Gallo has been elected sec- 
|retary of the Assn. of Publishers’ 
Representatives, New York. Mr. 
|Gallo is president of Ray Gallo 
| Associates, and associate publisher 
|of Greater Amusements, a film- 
booking publication, and Interna- 
|tional Projectionist, which deals 
with projection engineering. 


j 
| 
| 


Watnick to Griswold-Eshleman 

Marvin Watnick has joined Gris- 
wold-Eshleman Co., Cleveland, as 
a copywriter. Mr. Watnick was for- 
merly a copywriter with Fuller & 
Smith & Ross, Cleveland. 
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Tizzy on New Drug 
at Bristol-Myers 


Called ‘Premature’ 


New York, Oct. 10—Bristol- 
Myers reported last week that ru- 
mors of a new drug developed by 
the company apparently was re- 
sponsible for its stock shooting up 
five points in one day on the New 
York Stock Exchange. 

A company executive said that 
Bristol-Myers researchers will ap- 
pear at a forthcoming medical 
symposium to give clinical results 
on use of an oral form of its staph- 
cilin, a synthetic penicillin, ef- 
fective against bacteria that are 
resistant to ordinary penicillin. 
Staphcilin is given presently by in- 
jection only. 

The executive said that it is too 
early for promotion plans and that 


interest in the new drug is “a bit | 


premature” since it has not yet 
been cleared by the Food & Drug 
Administration for marketing. + 


Olin Plans Campaign to 
Increase Bakery Sales 

Olin Mathieson Chemical Corp., 
New York, has announced plans 
for a national campaign to help 
bakers increase their sales in 1962. 
Olin’s film operation supplies 
packaging materials to bakers. 

The campaign will be built 
around recipes for new dishes, us- 
ing bakery products. In addition to 
a consumer-directed ad campaign, 
featuring the new recipes, Olin will 
run a simultaneous ad campaign in 
food trade publications to encour- 
age promotion of baked foods. Olin 
will also provide to bakers display 
materials for use in supermarket 
and retail bakeries, in addition to 
supplying ad mats and pre-tested 
radio and tv scripts for local spot 
advertising. 


Earl to Crowell-Collier 


L.A. Water, Power Dept. 
Drops Robinson & Haynes 

The Los Angeles department of 
water and power has terminated 
its association with Robinson & 
Haynes, Los Angeles. The $400,000 
account is expected to be assigned 
to Irvin L. Edelstein Associates. 


Bloomenthal to Flavor Corp. 

Flavor Corp. of America, Chi- 
| cago, has appointed Jordon Bloom- 
|enthal marketing manager. Mr. 
| Bloomenthal was formerly adver- 
tising product manager of the 
Kendall Co. 


| Ar imaginative few of the 
READING. VIEWING and 
LISTENING PUBLIC 
may try to interpret your copy 
or script to be 


4 LIBEL, SLANDER, INVASION OF 
_. PRIVACY, VIOLATION OF COPYRIGHT, 
PIRAGY of PLAGIARISM 
Good timing suggests being ready for 
such events by having our Special EXCESS 
INSURANCE before the claim arises. It is 
adequate for its special purpose and 
reasonable in cost. 
For details and rates, write 


EMPLOYERS REINSURANCE 
CORPORATION 


‘ => wr Kansas oo, : 
107 William 175 W. Bush 


MacDonald Named President Barden Names Winninghoft 

A. D. MacDonald has been esl John D. Winninghoff has been 
ted president of Coca-Cola Bottling | appointed marketing manager of 
Co. of Los Angeles, succeeding | research precision mechanisms, 
Chase Sweetser, who has resigned. | division of Barden Corp., Danbury, 
Mr. MacDonald has been vp and Conn., manufacturer of precision 
general sales manager of the bot-| ball bearings. Mr. Winninghoff| 
tlers and before that had a similar | was formerly assistant to the vp of | 
post with White Rock Bottling Co. | marketing at Aeroflex Corp. 


| 

Wagner to National Shoes Parker Names Murray | 

National Shoes Inc., Bronx, NY.,| Jack V. Murray has been ap- 

has appointed Mary Wagner aged | eartony an account executive of| 

promotion director. Mrs. Wagner | Parker Advertising Co., Dayton, O. 

was formerly fashion educational|Mr. Murray joined the agency in 
director of A. S. Beck Shoe Co. September. 


ak 


100 Bush 
Jackson St 


AS JACKSONVILLE GROWS 
SO GROWS THIS STATION! 


Warren Earl, formerly with KFI, 
Los Angeles radio station, has 
joined Crowell-Collier Broadcast- 
ing Corp., Los Angeles, as director 
of advertising. He succeeds Allen 
A. Arthur, who has resigned to 
open an advertising and publicity 
office. 
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WFGA-TV is the station to watch in Jacksonville! 


Rising beside one of the best deep water ports in Florida, 
Jacksonville’s new City Hall has been designed to serve the 


city every month. As indicated by the June ARB, these new 


residents are joining the large number of “‘Jaxons” who 
already make WFGA-TV the station to watch in Jacksonville! 


Ask your PGW Colonel for the details on the unique Jacksonville 
market, covering the entire North Florida-South Georgia area. 


@ WIGA-TV 


JACKSONVILLE 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 


MEDICINE CHEST—Pre-| 
packed 18442x16x59” display spear- 
heads “Family Medicine Chest 
Time” promotion for Bayer aspi- 
rin, billed as the “most widely 
used medicinal preparation in the 
world,” and Phillips’ Milk of Mag- 
nesia, best seller in its market. 
Promotion by Glenbrook Labora- | 
tories Division, Sterling Drug Inc., 
is running from September to De-| 
cember, and is in its eighth con- 
secutive year. 


tremendous numbers of new residents moving to this dynamic 


WOMETCO 
ENTERPRISES 
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You can learn a good deal about business 
growth from the tree farmers of Vermont. 
They know that almost every tree produces 
annually a few seedlings that struggle to the 
sunlight. 

But to build a new stand of strong, vig- 
orous trees, with clean, straight grain, you 
need a “bully tree.” The “bully tree” has 
broad reach and constant vigor—it throws off 
hundreds of seedlings, shelters them in its 
magnificent growth, until they, too, shoot 
up, tall and straight. é 

Not every magazine in which business in- | 
vests its advertising dollar is a “bully” mag- 
azine which offers the promise of big, fruit- 
ful returns. But you can tell the “bully mag- 
azine — the fruitful magazine easily. It is 
growing, growing big and powerful. The 
magazine has a well-knit team of people, 
who throw off ideas by the hundred, has a 
deep reservoir of research, promotion and 
specialist services. 

The magazines of Cahners Publishing 
Company are growth magazines. The peo- 
ple who build them work in a climate where 
excellence is both encouraged and de- 
manded—where tools for editors and adver- 
tisers are honed against the keen minds of 
demanding executives. They are magazines 
reaching out for new dimensions. 

They are, in short, “bully magazines,” 
where your corporate growth can grow 
faster. 
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CBS Films Realigns Statt 


CBS Films, New York, tv film 
distributor, has realigned assign 


of New York state and northwest 


ahan, District of Columbia, Mary- 
|land and Delaware; Victor Bikel. 
| Virginia and West Virginia; and 


Advertising Age, October 16, 1961 


> jent that a full-scale promotion 
ice would be needed. 


. illi ate SS ete Initial ads ran in about 50 pub- 
7 ments for its eastern sales staff. | William Stynes, westera Penney! a of Sess lications. A series of six mailings, 
Kenneth Flower will be in charge | V@2ia and eastern Ohio. Female cyctic Fancti 


iteennttees (tO some 125,000 doctors, started in 


ma beak ( 
ENOVID Shea 4 June, and will represent about 
Pennsylvania; Robert J. Kolb, Con- Bowers to F&S&R eee + oie oe one-third of Searle's mailing ac- 
necticut, central New Jersey and| Maurice Bowers, formerly with ree mares Sap a eee tivity for the remainder of 1961. 
eastern Pennsylvania; James Mon- | Erwin Wasey, Ruthrauff & Ryan, mo A ae 


|has joined Fuller & Smith & Ross 
|as media buyer in the Los Angeles 


state 


Ht 


' 


® The price of Enovid was cut 
30%, and on the basis of further 


I 

r 
sep 

fl 

H 


wot Bees oy es 
office. He succeeds Al Iftiger, who ee Eee tests the dosage was reduced by 
was called to active duty in the seven — 50%. This brought the price for a 
Air Force. be month’s supply (20 tablets) from 


$10 to $3.50. 

To avoid a sensational atmos- 
phere, advertising and promotion- 
al literature for Enovid did not 
play up the contraceptive activi- 
ties of the drug (it also helps 
prevent natural abortion and cor- 
rects other disorders). The prod- 
uct is promoted as “the first com- 
plete physiologic regulator of fe- 
male cyclic function.” 

Robert E. Wilson Inc., New York, 


_Pairan Opens in Cleveland 

| Pairan-Shepard Advertising, 
Akron, O., has opened a branch of- 
fice in Cleveland in the 10000 Car- 
negie Bldg. Fred Shepard, vp, will 
head the new office. 


if 


et cami ere 
Crt mpchoiags Andromeda trea inom ber chai, 


‘Percolor to Dunas 
Bruesselbach Chemical Co., Los 


Mc | 
WHERE TO FIND «asx roe Coton Feiner Angeles, has named Edwin C. Du- | 


MYTHOLOGY SELLS ETHICAL—Andromeda of Greek mythology being freed 
from her chains is pictured in Searle ad for Enovid oral contra- 
ceptive. Two-color spread ran in 50 medical publications. 


= The man behind the advertis- 
ing at Searle is John L. Scott, 
who has had his share of success- 
ful promotions during his 18 years 
with the company (before that he 
was editor of several Dartnell pub- 
lications in Chicago). 

He reports to Franklin P. O’- 
Brien, who recently had his title 
changed from vp of distribution 
to vp of marketing, to more ac- 
curately describe his work. Wil- 
liam L. Searle, fourth generation 
member of the founding family, 
directs the field organization with 
the title of director of medical 
service. Robert M. Sweeney is sales 
promotion manager, and Robert I. 


GOOD ADVERTISING JEWELRY! nas Co. to handle advertising for | 
. motion for Enovid, developed a 
figs Sabmocaamasacmandiay| Cues. symbol for the product—an illus- 
: Enovid Oral Contraceptive Helps tom’ her nan Snr ot Greek 
sa! p p mythology. 
; 2 Sales of Enovid have now be- 
GIVE IT THE Boost Searle Sales 18% in Ist Half «= :0 20. ror tne sss six mont 
| oo 4, | $3,500,000, and much of the in- 
| Closed Circuit Tv, maaan tn gchar oneth onyge# ‘." crease is attributable to Enovid. 
IN CINC Medical Journals, drug company is lucky if it enjoys 
Mail Lead Drive |ity before a competitor reaches 
jthe market with a similar drug. 
my Sawuguse &. Beberty | Searle did only sporadic pro- 
..|motion for Enovid in 1960, while 
|Sen. Estes Kefauver turned his|,ondering the effects of Senate 
| investigative spotlight on the drug hearings ard studying the touchy 
|industry, pharmaceutical 
|facturers have been super-careful | opposition to birth control. 
| of their public “image.” 
When the Senate investigators|s In January, Searle’s sales de- 
|high drug costs was excessive pro- | television broadcast for 15 cities, 
|motion, the industry trimmed its|where doctors and druggists as- 
| promotional sails. |sembled to hear a symposium on 
It was in this walking-on-eggs | Enovid. The text of the show was 
jatmosphere that G. D. Searle &|subsequently printed and widely 
|Co., ethical pharmaceutical house, | distributed to the medical profes- 
; h. 
|moting a real blockbuster of a! The product had already bene- | Tesearc 
_drug—an oral contraceptive. ‘fited from extensive publicity,|_ Only a small staff attends ~ 
The drug, Enovid, had been on based on results of tests Searle had | Scott—a production man, a medi- 
‘for treatment of certain female and Los Angeles. Hopefully the |‘W° clerical workers. A a 
disorders. In May, 1960, following company watched to see if this — Age Be yee eer gel 
P ° . 'extensive tests, the Food & Drug publicity, plus the informational ’ 
Get behind your product with The Post and Times-Star, ‘4 . lied to F r v 
" ° as es : : + ren 3 ws of new drugs. ese subsequently 
er and the visibility | as a contraceptive. sales of this significant drug " . 
the medium with the greatest hor se pow y | ‘The potential for Enovid was, | rolling. form the _- * enenen 
advantage inherent in the daily press. It’s a smooth and jof course, tremendous. And the| But by April, it became appar- literature. And now tha as 
reprints of these brochures are in- 
P . - one cluded with all packages of the 
push in this market famous for its wealth and stability. seadalls diwali es with olf pee- 
For the greatest coverage of all income groups, be a guest 
with us in the homes of almost a million readers! 


, hired exclusively to handle pro- 
KINNEY co 123 STEWART ST. its new Percolor line of hair 
from her chains, a bit of Greek 
of 1961, Searle’s total sales are up 
more than three years of exclusiv- 
| SKOKIE, ILL., Oct. 10—Ever since | 
manu~|»roblem of moral and religious 
/heard charges that one reason for | partment arranged a closed-circuit 
| 
|}was faced with the task of pro-|sion. Chien is director of marketing 
‘the market for about three years | conducted in Puerto Rico, Haiti | 4! publications researcher and 
Administration approved its use | telecast, would be enough to start | 8 supplied to FDA for approval 
. A ° passed its “full disclosure” rule, 
steady ride for any good product when you give it the big 
motional literature. 


@ Searle’s agencies prepare the 

bulk of the promotional literature. 

Harry C. Phibbs Advertising, Chi- 
(Continued on Page 110) 


out of 


OME t:28 = 


P . |  BUYERINIO | 
| 0 Cincinnatians €@ KNOWS THIS ABOUT 
A | MY” OREGON TRIANGLE 
MM read the Cincinnati POST Times-Star a THLAVISIOND 


Largest Circulation of any Cincinnati Daily 
ao 


—that OTT in Eugene-Springfield, Roseburg and Coos Bay ci 


Why not talk to your HOLLINGBERY man or ART MOORE & 
ASSOCIATES (Portland-Seattle). One order, one.billing. 


= , Spares 


; 
: and Co Li be 
" areas has retail sales equal to 26% of the retail sales in Portland, 
Greatest Coverage of Highest Income Groups, Oregon. Here are the figures from Sales Management 1961 L O M O a? I : 
as of all Groups. SM-Quality | 
* Retail Sales ndex ime 
, oc nn $784,534,000 128 controts diarrhea 
43% Read No Other Daily Eugene-Springfield .................. $141,623,000 122 Sino hy mpl gape « 
* poscharg Bras ab ocase ss cesseceeesns $ 30,263,000 136 Denaeciens 
oe cone Coos Bay-Nor SORTER ie Ds $ 39,461,000 143 <= ~ 
One of the nation’s lowest Milline rates Over 110,000 TV homes depend on us for clear local television. ed 
a atewy 


The Newspaper that Spends the Evening with 
almost 1,000,000 Read 


ROBERT K. CHANDLER 
Manager, General Advertising Department 


Represented by The General Advertising Department 
SCRIPPS-HOW ARD Newspapers 


@0 SEARLE «co 


| TELLING DOCTORS—G. D. Searle & 
Co. uses ads like this one for Lo- 
| | motil to tell doctors and druggists 
labout its pharmaceuticals. The 
[commen regularly advertises in 
about 100 professional publications. 


CABLE 4 Coos Bay 


Affiliote 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


The growth of Northern California is quickly visible 
even to the occasional visitor. Leading the population 
ae and sales statistics is the Metropolitan Oakland area. 


THOMAS A. WRIGHT, JR. 
The dynamic market facts about the Oakland area 


Vice President — Media 
make it an important consideration in our clients’ LEO BURNETT COMPANY, INC., Chicago 


current campaigns and future marketing and adver- 
tising plans. 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


Oakland Tribune 


COVERS METROPOLITAN OAKLAND * 


National Representatives: 
CRESMER & WOODWARD, INC. 


Member Metro Sunday Comics Network In the TRIBUNE... 


*GREATEST HOME DELIVERED 
CIRCULATION IN 
NORTHERN CALIFORNIA 
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The size of an order isn’t necessarily determined by the size 
of the company making the purchase. But it is a fact that the most 
promising potentials for big sales and repeat business are 


with the larger industrial firms. It’s A-B-C simple. 


The more a company produces, the more supplies and services it must buy. 


Your best industrial prospects are highly concentrated. 

Out of more than four million firms of all types in the U. S., only 
35,000 are big enough to employ 100 or more people. 

One thing is sure. Fortune puts your advertising before your best 
industrial customers and prospects because its circulation is concentrated 


among management men in the 100-employees-and-up companies. 


It's one of the reasons why - re) RT uU ed a gets results. 
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(Continued from Page 106) 
cago, handles most products. In 
addition to Enovid, Wilson now 
handles Dramamine and Aldoc- 
tone. Sproul & Associates, New 
York, prepares some South Amer- 
ican promotion material for Searle. 

Dramamine (for motion sick- 
ness) and Metramucil (for con- 
stipation) are the only two Searle 
products that can be purchased 
without a prescription. 

Trade sources estimate that 
Searle spent about $1,000,000 on 
advertising in medical publications 
and direct mail last year (with 
about two-thirds of that going in- 
to a schedule of about 100 medical 
publications). Increased activity 
on behalf of Enovid will boost 
that total this year. 


Top Ethical Drug Producers 


(In Millions) 
Sales Profits 
1960 1959 1960 1959 
Parke, Davis $200.0 $191.5 $30.5 $31.0 
Eli Lilly 1785 1870 188 23.4 
Upjohn 159.4 1569 228 23.2 
Smith, Kline & French 1445 1349 240 25.0 
Abbott Labs 126.0 1226 124 130 


1961, Ist 6 Mos. 
% Gain or Loss 
Sales Profits 
—9.0 —377 
8.4 10.5 
2.8 — 43 
69 16.1 
0.8 —13.1 


three mailings a month. They go 
to a basic list including general 
practitioners and internists plus 
whatever specialists might be in- 
terested in the particular product. 
A mailing will usually run be- 
tween 100,000 and 160,000 pieces. 

Searle sells only to wholesalers 
(about 350 in the U. S.) and large 
institutions, such as hospitals, but 
the detail men visit doctors and 
retail druggists as well. For an 
ethical drug house, the doctor is 
of course all important. As the 
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writer of prescriptions, he decides 
which products the consumer (pa- 
tient) will use. 


® Searle has a very short line of 
products—currently about 30. Only 
about 12 of these are actively pro- 
moted. 

“If you have a long line of prod- 
ucts,” said Mr. Scott, “you pretty 
much have to have them all.” 
Searle prefers to stick to the spe- 
cialties, such as steroids (in effect, 
artificial hormones), and avoids 


® Searle told the Kefauver com- 
mittee that it spent 19.4% of its| 
sales dollar on “selling.” This) 
would mean about $7,100,000, | 
sales of $36,900,000 last | 


ee ; i 
>. 


based on 


vet 


PRO-BANTHINE PA. 


PROLONGED-ACTING TABLETS—30 mg. 
Effective - Convenient - Sustained Action 


or” c keeling anette. ew nemesis 
<a 


NEW DOSE—A change in product, or 
product dosage, is important med- 
ical news which G. D. Searle &| 
Co. passes on to doctors with ads | 

like this one for Pro-Banthine. | 


year. The largest portion of this 
probably goes for the company’s 
300 salaried detail men—perhaps 
between $4,000,000 and $5,000,000. 
Sampling is another expense, along 
with production of literature and 
other advertising in addition to 
paid space and direct mail pieces. | 

The company gets out two or 


- BOARD 


WATCH thot lion! The mother 

lion opened her eyes lozily 

and sow her young son chas- 

ing @ hunter crovund and 

cround a tree. “Junior,” she 

“Watch it!"" called, ‘don't play with your 

food." (How's that for Grand 

Forks-full Lions? Thanks to Simmons Ad Agency's 
E. €.1) 


WATCH wirf-tv 


WATCH thot line! A football game is one place 
it pays to kick when things aren't going well! 


WATCH Wheeling 
WATCHing the gals! Promotion Man Jim ‘“Watch 
Seven Day And’ Knight soys, “No wonder 
Marilyn Monroe's voice comes out so well, look 
where it's been!" 


WATCH Seven 
WATCHING cash? Don't hedge .. . if you're 
short of cash just lay your (credit) cords on 
the table! 

WATCH wirf-tv 


WATCH him gol Stacey Franks, Warner Brothers 
hopeful, says he knew he was meant for Holly- 
wood the day he hod to tell his cronies thot 
“High Noon" was not co three martini lunch! 


WATCH Wheeling 
WATCH it! Strotegy overheord: “let's face it, 
men. We have to go clong with this modern 
. Which would you rather do—<come home 
to find the refrigerctor on the blink or come 
home to find the icemon out of order? 


WATCH Seven 
WATCHing audience? WTRF-TV has it and thot's 
why olert odvertisers moke it a point to schedule 
Wheeling to reach the buying public in the 
Wheeling-Stevbenville industrial Ohio Volley. 
George ?. Hollingbery will be happy to give you 
the specifics. Give ‘em sell-on-seven, George! 
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antibiotics and vitamins. 

Up until Enovid’s rapid rise, two 
drugs—Banthine (for peptic ul- 
cers) and Dramamine—accounted 
for about 50% of sales. Awaiting 
FDA approval is Flagyl, an oral 
treatment for vaginal infections, 
which is said to have good sales 
potential. 


® Financially, G. D. Searle & Co. 
—which ranks about 14th in the 
industry—is a tidy operation. Last 
year’s sales of $36,900,000 were 


7% above 1959, and net income 
was $7,457,000. For the first half 
of this year, sales hit $21,800,000, 
an 18% jump over the same pe- 
riod last year. With Enovid lead- 
ing the way, Searle may be headed 
for the biggest sales increase in 
its history this year. 

Investors apparently like the 
company’s potential. Its gross prof- 
it margin is one of the highest 
in the drug industry, and its re- 
turn on net worth has averaged 
25% over the last decade. Its stock, 


sold over the counter, is currently 


111 


running about 110; ten years ago 
it was about 20. 

The company was founded by 
Gideon Daniel Searle, a pharma- 
cist, in Omaha in 1888. Two years 
later the operation was moved to 
Chicago. In the 1930s the company 
began its present policy of selling 


1 Wallace Laboratories .... $6,000,000 
2 Merck Sharp & Dohme 5,500,000 


only a few products, and trimmed 3 Smith, Kline & French .. 5,000,000 
its list from more than 800 items 4 Parke, Davis & Co. ........ 4,600,000 
to fewer than 30. OD. cid ceronnn 4,500,000 

Annual sales reached $1,000,000 || 6 Lederle Laboratories .... 4,000,000 


in 1936, and passed the $30,000,000 


Top Ethical Drug Advertisers, 1960 


In Direct Mail and Medical Publications 


9 Schering 


13 Upjohn 


Ask anyone, 


anyone 
you're trying 
to sell in the 


aerospace market, 
what 


BUYERS’ GUIDE 


he uses most. 


BASIC TEST FOR MEDIA SELECTION 


Without a doubt, you will find 
AVIATION WEEK and Space 
Technology’s ANNUAL BUYERS’ 
GUIDE ISSUE the most widely 
used reference edition. 


It is the only BUYERS’ GUIDE 
covering all segments of the vast, 
technologically complex aerospace 
industry. It contains over 50,000 
manufacturers’ product listings in 
1,800 product categories. Major 
categories include: Aircraft, Avi- 
onics, Space Vehicles and Missiles, 
Support Equipment and Activities, 
and Airport and Airline Equipment. 


ADVERTISER BENEFITS 


- Advertisers’ product listings 
in Bold Face Type 


* Year long ad life 


* Multiple exposure of 
advertising 


* Reader Service Inquiry Cards 


* Manufacturers’ Indexes (by 
product and by manufacturer) 


* Advertisers’ Indexes (by 
products advertised and 
by advertiser) 


If you sell products, services, or 
materials to the aerospace industry, 
your advertising message belongs 
in the SEVENTH ANNUAL 
BUYERS’ GUIDE ISSUE — along 
with your company’s product list- 
ings. 


PUBLISHED: MID-DECEMBER 


Aviation Week 


Space Technology 


14 Eli Lilly 
1S Geigy ..ccscsscvseee 


17 Eaton 


19 Wyeth 


Totals estimated by Advertising Age 


mark in 1957. The company moved 

;out to suburban Skokie in 1942, 
|and now occupies seven buildings 
here. More than one-third of the 
physical plant and facilities aré 
devoted to research. 


. John G. Searle, the present 
|president, is the grandson of the 
| founder, and two members of the 
|fourth generation work for the 
company, which is 51% family 
| owned. 

Foreign operations have been a 
|steadily growing source of income 
\for Searle. Last year it accounted 
|for 17% of total sales, compared 
| with 15% the previous two years. 
| The products are sold throughout 
\the free world, either through 
| subsidiaries or distributors. 
| Looking toward the future, the 
company has established a division 
of animal products research, al- 
though no veterinary products 
have yet been put on the market. 

With the high percentage of very 
young and very old people (whose 
drug use is heavy) in the US., 
and the great need for new drugs 
for treatment of a vast number of 


(Continued on Page 112) 
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| 
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It’s simple . . . SHOW HIM with living 3-D 
pictures. Stereo talks a language every- 
body understands. 


plete, dramatic realism of full-color stereo 
| carries your message as no other media 

can. Stereo is always seen—never goes 
| into the wastebasket. Your prospect sees 

your product exactly as it is—be it buttons 
| or bulldozers—and hears it speak with 
commanding authority. Design, color, tex- 
ture, all details and features are repro- 
duced with a “reach out and touch” real- 
ism that “reaches out and sells”. 


in today’s demanding market, the com- 
| 

| 

| 

| 


Put View-Master Stereo to work 
for you—write today. 


SEND FOR FREE SAMPLE: View-Master 
product reel and hand viewer. Mail coupon to 
Sawyer’s, inc., Dept. A, Portland 7, Oregon. 


Name 
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Advertising Age, October 16, 1961 


Before putting a new product into the national swim, give it a 
shakedown cruise in the receptive South Bend market. It’s Indiana’s 
richest market . . . isolated from outside influences . . . adequately 


covered by distribution facilities and repeatedly used by experienced . 


researchers. To reach this rich market you need only the saturation 
power of The South Bend Tribune. Tests cost less because one 
newspaper does the job. Split runs and ROP color available every 
day. Get the answers by testing first with The South Bend Tribune. 


The South Bend Ind Mortar 
Seven Counties. over 
One -Holf Millon People 


Franklin D. Schurz, Editor and Publisher © Story, Brooks & Finley, Inc., National Representative 


In over six vears of clinical use... 


Effective 


H jfor relief of anxiety and tension 


Outstandingly Safe. 4 
me pen oe 


met and differnt chrage 


Put your 
low-back patient 
back on the payroll 


Soma relieves stiffness 
~stops too 


©) dems mt proce stamna imate the 
appetite oe ahey weal function 
Ym cwentancve cleets i bong terse therapy 


4 dacs nat produce deprewion Part were dhe 
jaundier on agramabory women 


is 


5) demon cot eet the email or atect marmal betnat 


Miltown 


. AP ee 


WALLACE BLITZ—Wallace Laboratories, division of Carter Products, is 
the largest user of medical journals. Wallace has no detail staff and 
includes coupon in its ads for physicians who want to write for 
samples. Miltown advertising is handled by Ted Bates & Co. while 


(Continued from Page 111) 
ailments, the future for the ethical 
drug field is challenging. Com- 
panies whose research laboratories 
_turn out tomorrow’s “wonder 
| drugs” will capitalize on new prod- 
| ucts. 
|| In the field of ethical drug pro- 
|motion, the problem is similar to 


Assistant plant manager Stanley 
T. Murphy, in charge of night 
operations at the Long Island City 
plant, checks the status of a job 
at the control desk. 


the busy man... 


to get something done, the old proverb 

© has it... whichenay be another good 
reason for going to Intaglio Service 
for your gravure production. 

Oldest, largest, and busiest gravure 
processor, last year Intaglio handled 
more publication and packaging jcbs 
than any other rotogravure engraver. 

Intaglio’s volume requires four 
plants in New York, Chicago, Detroit 
and Cincinnati. The continuous work 
flow, and nearness to customers, helps 
in time and costs. 

Only Intaglio has the capacity for 


such volume ... with a working force 


of more than 500 skilled personnel, 
35% of whom have been with Itaglio 
for ten years or more... four new 
ind completely modern plants . . . with 
every available control for quality, air 
and light. Also more, and more varied, 
experience in gravure than anybody in 
the world! 


The advertisers who use gravure 
most, in print and packages, depend 
on Intaglio for the best in gravure. 
You can, too! 


Intaglio SErVICE corPoRATION 


America’s First Gravure Servicers 


1828 Lewis Tower Bldg.,.Philadelphia—126 West McMicken Ave., Cincinnati— 
1932 Hyperion Ave., Los Angeles—544 Market St., San Francisco— 


| the consumer field—too much ad- 

| vertising. In the pre-Kefauver 
|days, the drug companies’ prime 
| target, the M.D., was getting about 
/100 mail pieces each week. This 
|has dropped to about 65 or 70, but 
|the insistent rush of new products 
jis sure to push that figure up 
| again. 


|= Referring to criticism of promo- 
\tion voiced during the Kefauver 
|investigations, Mr. Scott said, ‘““No 
one seems to realize that it takes 
a lot of contacts to get a doctor’s 
attention. The only things we can 
use right now are medical journals, 
|mailings, meetings, sampling and 
salesmen.” 

Mr. Scott noted that he is always 
/ready to investigate new ways to 
| reach the doctors. 
| “We probably would be inter- 
ested in closed-circuit broadcasting 
into physicians’ offices, if it ever 
becomes practical,” he said. 

“The tempo of promotion in the 
ethical field has increased over 
the years,” he noted. “But we have 
always used a conservative and 
scientific approach. We keep it on 
|a professional level.” + 
| 


| 
| 


ONE FOR THE 
ROAD BACK: 
 LIBRIUN 


Durtng 2d ofa om sew stmaote mpieete 


} Aet CASOD SOM NaTeS BCOEINS Bw! Meine COTATO wa 
Crewe: symptoms The complications of Onrenic aco: 

| PONE ONCRIIIy MONO ANOOS ANd Getitnam Wemenn 

| can often De eteviated ein \brum 
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| and job. Librium therapy hetps to reduce the patients 


|piG—Sales success of 1960 was 
|Roche’s Librium, a_ tranquilizer 
|which hit $10,000,000 sales in its 
| first year. Agency: William Doug- 
las McAdams. 
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three minutes from the cash register 


Approved Outdoor Advertising strives to be located on 
arteries that lead to the store. 


Approved Outdoor Advertising would be approved neither by 
business nor the public if it violated both sound business 
judgment and good taste by appearing helter-skelter on the 
nation’s rural highways. 


For the Standardized outdoor medium — which is the only 
kind represented and promoted by OAl—is sold and bought 
as a marketing tool to reach prospects one-two-three min- 
utes from the cash register. 


Because our Approved Outdoor posters and painted bulletins 
give the last visual picture of the product before the pros- 
pect enters either the store, the tavern or the dealership, 
we must stay on arteries leading to business. 


This makes sense to us because it makes sense to adver- 
tisers. Particularly to marketing managers and others con- 
cerned with the rising costs of distribution. 


Particularly to marketers who know that in this do-it-yourself 
age no one recommends a brand in the store; since fewer 
than one-third of supermarket shoppers make buying plans 
at home, the sale must be started en route. 


Guiding the hand to the shelf or the car to the pump is one 
of the key purposes of advertising. For this call to action 
you can count on Approved Outdoor—the medium that’s only 
three minutes from the cash register! APPROVED OUTDOOR 
_.. the smart money answer to today’s tough marketing situ- 
ations. Approved Outdoor represented nationally only by 


Outdoor Advertising Incorporated 
360 Lexington Avenue, New York 17, New York. Phone: MU 2-2800 


Offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, Philadelphia, St. Louis, San Francisco, Seattle 
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Drug Trends Charted: Prescriptions, Product Cycles 


TYPICAL LIFE CYCLE OF A PRODUCT 


Leading Antibiotics, 1959 


Source: Nielsen Drug Index 
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FLEETING SUCCESS—Chart presented to Kefauver com- 


shows market for corticosteroids, used to treat rheu- 
matoid arthritis and other illnesses. When Merck in- 
troduced cortisone in 1950, it had 100% of the mar- 


ket. Schering brought out Meticorten in 1955 and 
mittee by Merck & Co. shows how fleeting is a within a year it controlled 53.9% of the market. 
product’s success in ethical drug market. Chart Meticorten began to fade in 1958 under the im- 
pact of Lederle’s Aristocort, Upjohn’s Medrol and 
Squibb’s Kenacort. Chart only goes to 1958 but 
since then Merck has rebounded with Decadron. 


WOMEN'S 
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WOMEN'S WEAR DAILY 


DAILY NEWS RECORD 


HOME FURNISHINGS DAILY 


FOOTWEAR NEWS 


Private line, wire, wireless, and 
cable networks link Fairchild's 
New York headquarters with 383 
American cities and 33 foreign 
countries. Result: speedy transmit- 
tal of business news —from wher- 
ever it breaks —to the pages of 


FAIRCHILD 


BUSINESS NEWSPAPERS 
..-_ publications of the world’s larg- 
est business newspaper organi- 
zation. 

One million business men and 
women know that fast news can 
mean the difference between prof- 
it and loss—which is why they get 
their business news first — from 
Fairchild. 

Shouldn't they be reading your 


advertising first? 
THE BIG DIFFERENCE IS 


NEWSO 


SUPERMARKET NEWS + ELECTRONIC NEWS + METALWORKING NEWS 


FAIRCHILD PUBLICATIONS, INC., 7 EAST 12 ST.. NEW YORK CITY 


DRUG NEWS WEEKLY 


MEN'S WEAR MAGAZINE 
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Robertson Spurr Veckly 


Gudeman 
ARF MEETING—Researchers attending the annual meeting of the Advertising Research 
Foundation were George Robertson, General Electric; John Spurr, McGraw-Hill; John 
Veckly, U.S. Steel; Edward Gudeman, Under Secretary of Commerce; Arthur Hull 


Hayes Wulfeck Beville 


Louis & Brorby; and David McCall, Ogilvy, Benson 


McLain to ‘News-Call Bulletin’ 

Harry C. McLain, former exec 
vp in charge of sales for the Ore- 
gon Journal, Portland, has been 


named advertising director of the 
San Francisco News-Call Bullet n. 
Mr. McLain succeeds Wallace 
Brooks, who resigned. 


Jackson Area 
Buys 128% 
MORE AUTOS 


Automotive sales here are up dramatically since 
1950 and so are all other economic indicators as 


reflected in sales tax records. 


As the center of a 100,000 square-mile ‘“em- 
pire,” the Jackson 16-county trade zone is even 
more important to you. And the best way to reach 
this growing, spending market is through the 
Clarion Ledger and Jackson Daily News . . . Mis- 
sissippi’s leading newspaper by 4 to 1 . . . 92,412 
circulation and 87,126 for the combined Sunday 
edition. 


ae 


Co-Owners WJTV (TV) WSLI (Radio) 


Discounters Band 


‘Together: Plan Ratios Remain Stable, 
Industry PR Drive | Boston, Oct. 11—In 1960, for 


the third straight year, department 
| New York, Oct. 10—Formation|and specialty stores’ advertising 
|of a discount trade group, called | costs as a percentage of net sales 
|the Assn. of Discount Merchants, |have remained stable, a Harvard 
| was announced here Oct. 3. | Business School bulletin, “Operat- 
| Members of a preliminary ex-|ing Results of Department and 
ecutive committee are Stanley |Specialty Stores in 1960,” reports 
|Danburg, president of Globe Dis- | (AA, July 6, 1953 et seq.). 
‘count City, Houston; Lawrence | And as before, stores with net 
Community Stores, Chicago; Sam- | annually spend the largest propor- 
| uel J. Rosenstein, chairman of the | tions of sales for advertising, the 
|board of Towers Marts Interna- | study shows. 
| tional; Stanley Feldberg, president| The report, 
iof Zayre Corp., Natick, Mass.;|Isaacson, research associate in 
|Stephen Masters, president of|business administration, is the 
Masters Inc., New York; Martin|4lst annual Harvard survey of 
'Chase, chairman of Ann & Hope | Margins, expenses and profits of 
Factory Outlet, Cumberland, R.I.;|department stores. It is based on 
and Paul Dichter, president of|reports from 285 department store 
Maxam Inc., Rosindale, Mass. companies and 99 departmentized 

Plans to hire an executive sec- | specialty store concerns. Reporting 
retary, conduct a membership | companies were fewer for 1960, 
drive and develop an industry pub- | but the aggregate number of stores 
lic relations program have been | represented increased from 713 in 
formulated. + | 1959, to 787 in 1960. 

| 


by H. Lawrence 


|@ For the first time, the survey 
California Rules Agency |details a breakdown by media of 


Isn't Taxed on Service Bills |advertising expenditures and store 
The California state board of| yolume. 

equalization has issued a ruling) 

classifying advertising agencies as) 

“agents,” and not “retailers.” The | 

sales tax ruling stipulated that | 

agencies act as agents of their) 


Net Sales in owned 


Swanson 


Pntereneore president of Goodman | sales from $5,000,000 to $20,000,000 


October 16, 1961 


Kent McCall 


Hayes, CBS Radio; Wallace Wulfeck, William Esty Co.; Hugh Beville Jr., National 
Broadcasting Co.; Charles Swanson, Curtis Publishing Co.; Leonard Kent, Needham, 


& Mather. 


De partment. Ss pecialty Stores’ Sales-Ad 


Harvard Study Shows 


Advertising expenditures by 
class of stores are detailed in the 
table below. 


Volume Class 


Less than $1,000,000 .................... 
$1,000,000—$2,000,000 


% of Sales 


$2,000,000—-$5,000,000 
$5,000,000—$ 10,000,000 , 
$10,000,000—$20,000,000 _.......... 3.5 
$20,000,000—$50,000,000 .......... 2.7 
$50,000,000 or more .........c.0cc0000 2.4 


|@ Why the bulge in the lower- 
gross stores’ ad percentages? “At 
least three possible causes may be 
operative here,” the study says. 

“First, these stores must com- 
pete for attention in most media 
with larger competitors who can 
spread identical space costs over 
greater volume; secondly, these 
stores may be less able to use some 
kinds of advertising help from sup- 
pliers; and thirdly, these stores 
may not be able to qualify for the 
lowest media rates based on vol- 
ume space purchases.” 

Stores of all classes still devote 
the lion’s share of their ad budg- 
ets to newspaper linage, the study 
reports. Here is the breakdown: 


Advertising Media Costs: 1960 


departments= 100% 


Direct Mail, 

clients and thus may not be taxed| _— Volume Class Newspaper Catalogs Radio TV Other Total 
on fees, commissions, service) (000,000 omitted) 7 
charges or creative services. Less than $1. ........ 1.8% 0.1% 0.2% 0.0% 0.4% 2.5% 
| Items taxable under the ruling. NS koeninks 2.45 0.1 0.2 0.0 0.2 2.85 
include total charges to the client DS.” chshstncts 2.65 0.1 0.1* * 0.25 3.1 
for “items of tangible personal SITU. saceccresceases 2.65 0.1 0.1 0.1 0.2 3.15 
property, such as drawings, paint- | UII  kcscckesssinee 2.8 0.15 0.1 0.05 0.4 3.5 
ings, designs, lettering, assemblies, | EE 2.45 0.1 0.23 0.0 0.12 2.7 
and printed matter.” Whether these $50 or more ...... 2.15 0.15 0.0 0.0 0.1 2.4 


items are used for reproduction or 
display purposes is immaterial, the 
ruling said. 


*Radio and tv combined=—0.1% 


/ment, the Fort Worth store report- 
|edly is an experiment, and may be 
the forerunner of a Sears drug 
store chain. 


Sears Studies Drug Chain 
Sears, Roebuck & Co., Chicago, 
will reportedly open a large drug 
store in its Fort Worth shopping 
center next spring. This would 
be a first for Sears, although it 
/now sells drugs in its department 
stores and through its catalogs. Al- 
though the retailer declined com- 


_Lock Joins Gartield, Hoffman 

Marion Lock has joined the copy 
|\department of Garfield, Hoffman 
& Conner, San Francisco. Miss 
Lock was formerly with Lilienfeld 
| & Co., Chicago. 


DAYTIME COLOR TELECASTS 
ALMOST TRIPLED 


Daytime Color programming has mushroomed from 
306 hours in 1959 to 815 in 1961. No wonder the big 
switch is to Color TV. Are you with it? Get the full 
Color picture today from: W. E. Boss, Director, Color 
Television Coordination, RCA, 30 Rockefeller Plaza, 
New York 20, N. Y., Tel: CO 5-5900 


= 1960 department store sales were 
up slightly and profits off sharply, 
the report says. Managements, an- 
ticipating the “soaring °60s,” had 
committed themselves to expan- 
sion of facilities, inventories and 
services. “When expected volume 
was not forthcoming, a sharp cut- 
back was required to prevent sub- 
stantial losses,” the report says. + 


| Allen Appoints Coombs 


| Sam Coombs has joined Allen, 


|de St. Maurice & Spitz, San Fran- 
cisco, as creative director. Mr. 
Coombs was formerly with Mc- 
Cann-Erickson and Batten, Barton, 
Durstine & Osborn, San Francisco. 
Boege to McCann-Erickson 
Richard A. Boege had joined 
McCann-Erickson, Portland, as 
media director. Mr. Boege was 
formerly media director of Dan- 
cer-Fitzgerald-Sample, New York 


Jackson Joins Frojen 

Sylvia Jackson, formerly with 
J. Walter Thompson Co., has 
joined Robert C. Frojen & Associ- 
ates, Los Angeles, as a research 
specialist. 
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Young Radio-TV Companies 
Announce New Appointments 
John T. Fenwick, formerly with 
WNBC-TV, New York, has joined 
the New York sales staff of Young- 
TV, tv station representative, re- 
placing Roger Sheldon, who has 
been appointed manager of the 
| Chicago office of Adam Young Inc., 
radio station representative. 
George Yonan, who had been dis- 
| trict manager of Sutton Publishing | sales manager in the company’s 
Inc., has joined the Chicago staff | San Francisco office. James (Ted) 
of the radio representative, suc-| Brew, formerly media supervisor 
|ceeding Jack Bivans, who went to| at Batten, Barton, Durstine & Os- 


WBBM, Chicago. 

Lee Redfield, who has been han- 
dling Philadelphia, Baltimore and 
Washington for the radio division, 
will also cover these cities for tele- 
vision. In still other appointments, 
John M. Walker, formerly man- 
ager of the St. Louis office of Dar- 
en F. McGavren Co., has been 
named to head Young’s office in 
that city. He succeeds Dell Simp- 
gon, who has been named radio 


born has joined Young’s New York 
radio staff. Added to the Los An- 
geles radio-tv staff was Millard F. 
Ewing Jr., formerly with the staffs 
of KLAC, KXLA and KNX, Los 
Angeles. 


Technicolor Boosts Burns; 
Adds Atkins Travel Slide 

James T. Burns, vp of Marshall- 
Burns, Chicago division of Techni- 
color Inc., has been elected a vp of 
the parent company. Meantime, 
Technicolor announced acquisition 
|of Atkins Travel Slide, San Fran- 
| cisco, for an undisclosed price. 
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Just 2 Minutes 

North of Miami Beach 

in b tiful, Fashionable Bal Harbour 
A Truly Distinguished 

Oceanfront Resort Hote/ 


Our Color brochure end rates are yours for the asking. 
LARRY CLIFF - MANAGER 
101758 COLLINS AVE., BAL. HARBOUR, FLA. 


wins friends for Dormeyer... profits for you! | 


PORE yp BT Ry eH 


GLADIRON—Dormeyer is promoting 
its friendly iron with a b&w se- 
ries in Electrical Merchandising 
Week, Home Furnishings Daily | 
and Mart. North Advertising is the | 

agency. 


Meredith Earnings 
Drop Sharply on 
Higher ‘61 Gross 


Des Mornes, Oct. 11—Meredith 
ae Publishing Co. told _ stockhold- 
ers at their annual meeting here 
Oct. 10 that earnings for 1961 
dropped sharply on gross sales 
slightly higher than those in 1960, 
when earnings were the second 
highest in the publisher’s history. 
Revenues for fiscal 1961 were 
$60,197,137 and net earnings and 
special credits were $1.90 per 
share, or $2,514,000, down from 
last year’s $4,421,000, Fred Bohen, 
president, says in the diversified 
publisher’s annual report. 
we “1961 was a year of divergent 
ee trends,” he reports. “Earnings 
: dropped sharply, circulation of our 
magazines continued to grow, im- 
portant acquisitions were made in 
the book publishing field, the move 
to the new printing plant was com- 
pleted, and new product divisions 
were established.” 


® Meredith now has six divisions, 
“each with its own management 
and each with its own profit re- 
sponsibility.” The magazine pub- 
lishing division publishes Better 
Homes & Gardens and Successful 
Farming magazines; Meredith 
Press division, headed by newly- 
elected vp Jack Barlass, publishes 
general and trade books under the 
imprints of BH&G, Appleton-Cen- 


tury-Crofts and Duell, Sloan & 
Pearce. 
Meredith’s textbook division, 


headed by Allan Ferrin, former 
president of Appleton-Century- 
Crofts, publishes textbooks under 
the Appleton-Century and Lyons 
and Carnahan imprints. 

The broadcasting division, un- 
der Frank Fogarty, includes four 
television and five radio stations: 


WHEN (am and tv), Syracuse; Pex 2S tae a ad 
KCMO (am, tv and business mu- “tee” & 
sic service), Kansas City; KPHO ee ‘Se ] 
(am and tv), Phoenix; WOW (am, SS 3 
fm and tv), Omaha; and KRMG, : a. 


Tulsa. All except KPHO are CBS 


MEDIA AND 

ADVERTISING PLANNERS 
Ask your PGW Colonel to 
show you PERSPECTIVE '61 
—é quantitative study 

af South Florida media. 


® Meredith’s geographical globe 
division, under Luther I. Replogle, 
produces a complete line of ge- 
ographical globes, and the printing 
division, headed by Gordon Ewing, 
prints the Meredith magazines, 
some books and does outside print- 
ing. + 


Taylor-Jessop Names Dozer 

Taylor-Jessop Advertising Co.,| 
Akron, O., has appointed Clark L. 
Dozer sales manager. Mr. Dozer 
was formerly manager of WCMW, | 
Canton, O. 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, 


Metropolitan Miami has now become a member of the magic circle 
of American cities with populations of one million or over. This means 
Miami joins that distinguished group of 15 cities which account for 
one-third of America’s population and retail buying power. Today, the 
population of the vast South Florida market is 1,850,000—and only 

* WTVJ among all media covers it totally, with one signal, with circulation 
affiliates. ¥ greater than any other TV station, greater than any newspaper. 


WTVJ 


A Wometco Enterprises, Inc. Station * South Florida's Largest Daily Circulation 


WOODWARD, INC 


TELEVISION IN 
SOUTH FLORIDA 
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fuk SHRIMP 
COCKTAIL 


IN TRANSIT—Sau-Sea Foods, Inc., 
aiming at “massive holiday sales” 
in New York and New England, 
has scheduled this “first” New 
York subway poster for Sau-Sea 
ready to serve shrimp cocktail as 
part of the biggest campaign in its 
history. 


Blackburn Folds 
“Modern Server’ 


New York, Oct. 12—Blackburn 
Publications has suspended publi- 
cation of Modern Server & Spirits 
Store with the September issue. 

The company’s sole publication, 
it had been converted from a bi- 
weekly tabloid to a monthly mag- 
azine for that issue (AA, Aug. 21). 
It offered four editions with a total 
circulation said to be 90,000. 

James E. Blackburn, former vp 
and director of McGraw-Hill Pub- 
lishing Co., formed Blackburn 
Publications in 1959. Mr. Black- 
burn bought The Server from 
George W. Blakeley, who founded 
the newspaper about 25 years ear- 
lier. Mr. Blakeley continued with 
the paper as associate publisher 
and a director. Another Blakeley 
associate who remained was Wil- 
liam J. Papp, formerly managing 
editor, and later editor and a di- 
rector. 


8 Mr. Blackburn changed the name 
to Modern Server & Spirits Store, 
offering three regional editions— 
Atlantic, Midwest and Pacific— 
circulated with its regular national 
edition. Initial rates were set at 
$1,288 a page for the national edi- 
tion. Regional rates had a low of 
$448 a page (Pacific). 

It was learned that the company 
lost about $100,000 on the venture. 
Mr. Blackburn, who could not be 
reached, has been serving as a pub- 
lication consultant and business 
paper broker since his retirement 
in December, 1956, after 32 years 
at McGraw-Hill. 

Associated with him as a direc- 
tor in the venture was A. Gardiner 


90% 
MORE READERS 


for your highway signs 


“Codit” Reflective Liquid gives your 
highway “tacker” signs the power to 
impress motorists at night—without the 
cost of lights! Signs reflect light from 
oncoming cars. You get 50% more readers 
than with daytime-only signs, because 
¥, of all traffic travels after dark. 
WRITE FOR FOLDER AND 
FREE DEMONSTRATION SAMPLE 


ODIT 


SsRanod 


| Gibbs, vp, circulation division, 
| Standard Rate & Data Service. Mr. 
Gibbs was formerly manager of 
|mail circulation of all McGraw- 
Hill publications under Mr. Black- 
burn. 

Another director was George E. 


Lockwood, president of Lockwood 
Trade Journal Co., New York. 


# Walter P. Lantz, director of mar- 
ket research with Shulton Inc., 
New York toiletries manufacturer, 


and a former president of Audit 
Bureau of Circulation, was secre- 
tary. # 


MR&S Executives Move Up 
Herbert W. Moloney has been 
elected chairman and chief execu- 
tive officer of Moloney, Regan & 
Schmitt, New York. Herbert W. 
Moloney Jr., formerly general 
manager, succeeds his father as 
president and chief operating of- 
ficer. At the same time, William J. 


Schmitt, exec vp, has been named 
vice-chairman of the board and 
Robert H. Lambert, sales manager, 
has been named to succeed Mr. 
Schmitt. The appointment will be 
effective Jan. 1. 


NBC Films Names Rittenberg 
Morris Rittenberg has been ap- 
pointed president of NBC Films, 
New York, tv film distribution di- 
vision of NBC Enterprises. NBC 
Films last June replaced California 
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National Productions. Mr. Ritten- 
berg also has the title of director 
of domestic enterprises. 


Rolley Names Randall 

William B. Randall has been 
elected president of Rolley Co., 
Reno, division of Botany Indus- 
tries, succeeding founder Charles 
A. Rolley, who resigned. Mr. Rand- 
all, formerly general manager, 
joined Rolley, manufacturer of 


Sea & Ski suntan lotion, in 1949. 


| 


REFLECTIVE LIQUID 


Minnesota Mining & Manufacturing Co. 3am 
Dept. RCW, St. Paul 6, Minn. 


Practical 
Builder reaches 


moe BUILDERS 


more actual builder 
BUYING POWER 


PRACTICAL BUILDER 
5 South Wabash 
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nky Dinky Marts Launch 
ipe-Saving Promotion 

Hinky Dinky supermarket chain 
s launched a promotion in three 
its stores by which consumers 
n purchase Philco appliances 
d pay for part of the cost with 
sh register tapes. The 42-store 
ain, headquartered in Omaha, 


Neb. Contracts for the appliances 
are made with a Lincoln Philco 
dealer, Triangle TV Co. A $30 
weekly purchase at Hinky Dinky 
will result in $7.15 toward pur- 
chase of the appliance. 
Independent Grocers Alliance, 
a Chicago-based chain, had an- 
nounced a similar promotion, us- 


the Florida Real Estate Commis- 
sion (AA, Sept. 11). 


Two Join ‘L.A. Magazine’ 
Michael S. Hammond and Jean 
Bridges have joined the ad staff 
of Los Angeles Magazine. Mr. 
Hammond was formerly with Point 
West, Miss Bridges with California 


Fletcher Richards, Calkins & Hol- 
den, San Francisco. Miss Fitzwater 
was formerly merchandising man- 
ager of the San Francisco Chron- 
icle. 


Xerox Boosts Clark 
Donald L. Clark has been ap- 
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ing cash register tapes, with the 
tapes being used toward the pur- 
chase of a Florida lot. But it has 


Stylist. 
Fitzwater Joins Fletcher 


|pointed manager of marketing of 
| Xerox Corp., Rochester, N. Y., a 
|new post. Mr. Clark was formerly 


s initiated the “instant divi- 
nd” plan in three stores in Lin- 
In, Neb., and one in Columbus, 


been held up pending approval of 


Tommi Fitzwater has joined' 


manager of office copier sales. 


PB Fact 
Sources* 


A CAHNERS PUBLICATION 
Chicago 3, Illinois 


More builders: A.B.C. Publishers Statement 
More builder buying power: Current BBMR 


Continuing Reader Study. 
*copies on request 


Your advertising investment in PB goes 
where it earns the best possible return— 
active builders ready-to-buy. Practical 
Builder offers the most highly concen- 
trated audience of builders (86.96%) ... 


and the greatest number of builders. 


These PB builder readers are the buyers 
of products going into a staggering $22 


BILLION-worth of Light Construction. 


The plain fact is this: in Practical Builder 
ALONE, your advertising not only 


4 ’ 
works harder... it earns more: 


’ 


Center of Satisfaction — 


_——- Dhkis ia the corp Of a Melntogh apple. Reaching it ispare 
7 pleasure any @ hunch box nea! at school or 
while watehing TV at home. As snacks, crisp, juicy Mace 
have ne peer, And you cen cook ‘om, too, How about 
oi: & fresh apple pie, tonight? 


Reach for Juicy Mcintosh Apples Today 

message from The Western New York Apple Growers: y 
SOS Tee ee 
MUNCHER’S DELIGHT—The Western 
New York Apple Growers Assn. is 
running ads like this in 23 upstate 
New York and Pennsylvania news- 
papers (AA, Oct. 2). Charles W. 
| Hoyt Co., New York, is the agency. 


No Boost in ‘Post’ 
Ad Rates Before 
Fall of 62: Schruth 


PHILADELPHIA, Oct. 10—The Sat- 

urday Evening Post won’t increase 
its ad rates until September, 1962, 
\first anniversary of the “new” Post, 
according to Peter E. Schruth, vp 
and ad director. 

In a letter to advertisers and 
agencies, Mr. Schruth said re- 
sponse to the new format has been 
“immediate and enthusiastic” and 
that newsstand sales of the Sept. 
16 issue—first with the new for- 
mat—were more than 200,000 cop- 
ies above the previous issue. 

Although this would seem to be 
the “ideal time” to increase ad 
rates and boost the current rate 
base from 6,500,000, “the experi- 
ence of the magazine industry 
during the past decade, during 
which the Post circulation rate 
base rose more than 70%, indicates 
that many advertising budgets are 
adjusted to higher rates by the 
simple expedient of buying fewer 
pages,” said Mr. Schruth. 


® The Post will emphasize further 
improvement in quality rather than 
circulation volume and “the reader 
will pay a greater share of pub- 
lishing costs,” he said, referring to 
the recent increase in newsstand 
price to 20¢. # 


the 
uew 
Cowmodore! 


| Ask about the handsomely decorated 
and magnificent new Windsor Ball- 
room and smaller suites for all your 


functions, large or small. 


Heart- of-New York Location! 


|Between U.N. and Theatre Districts; 
minutes from the Coliseum, Madison 
Square Garden, shops, night spots. 
|All transportation at door. Close to 
Rail and Air Terminals; right at Grand 
Central, near Eastside Airlines 
le 


Easy to reach by Car! 
| Private Motor Entrance... 
| uncongested, traffic-free. 
2000 Modern Rooms and Suites! 


All outside with private bath 
FOR RESERVATIONS, WiRE, WRITE OR CALL: 


r HOTEL { 


42nd St. at Lexington Ave., 
New York 17, N.Y. MU 6-6000 
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almost 

any package 
is easier 

to open 
with... 


ZIP-TAPE 


THE DOBECKMUN COMPANY 


A Division of The Dow Chemica! Company 
CLEVELAND 1,OH!IO + BERKELEY 10, CALIF 
Offices in most principal cities 


Rotating Spot Plan 
Set for WMAL-TV 
Late Night Showings 


WASHINGTON, Oct. 11—WMAL- 
TV has adopted a new system of 
rotating spot announcements pat- 
terned on the recommendations of 
the American Assn. of Advertising 
Agencies committee on broadcast 
media. 

The system, designed for feature 
films, will be used in scheduling 
advertising spots on the station’s 
late movies (11:30 p.m., Monday 
|through Friday) and “Play of the 
| Week” (11:15 p.m., Saturday). It 
|is supposed to assure that all get 
|“identical weight,” and that no 
advertiser is frozen for an exten- 


|sive period in either half of the) 


| program. 
_ The new plan provides that an 
advertiser who starts out in the 
first position on the program will 
be scheduled in the last position 
the following week. The third 
‘ week he is scheduled second from 
the top and the fourth week sec- 
ond from the bottom. In successive 
weeks he moves into third position 
from the top, then third from the 
bottom. When he reaches the mid- 
dle position, rotation starts again. 
Older rotation systems provide 
for advertisers to move in numeri- 
cal order from last position to first, 
so that many weeks are required 
for advertisers to obtain maxi- 
mum message delivery. + 


Mansfield Sets Campaign 

Mansfield Industries, Chicago, 
will center its Christmas promo- 
tion for its Holiday home movie 
outfit around a color page in the 
Nov. 24 issue of Life, which will 
run opposite a half-page b&w deal- 
er listing. Newspaper ad mats, 
point of sale displays and other 
materials will be available to deal- 
ers. Schram Advertising Co., Chi- 
cago, is the agency. 


Fried Adds Morse Electro 

Ad Fried & Associates, Oak- 
land, Cal., has been appointed to 
handle northern California adver- 
tising for Morse Electro Products 
Co., New York. 


Bankart Leaves Ayer 

Norman M. Bankart has resigned 
|as vp and account supervisor of 
|N. W. Ayer & Son, Chicago. His 
plans will be announced later. 


TELL us 
WHAT FARMERS — \ 


NEED 


NO OBLIGATION 
WIN VALUABLE PRIZES 


| 


Hayes Pember Gray 
GRASS ROOTS RESEARCH—Harold.O. Hayes, vp, led the team of Fuller 
& Smith & Ross clients and account men who obtained first-hand 
reactions from farmers and their wives at the Jasper County, Ind., 
Farm Progress Show sponsored by Prairie Farmer (AA, Sept. 25). 
Participating in the interview with the unidentified farmer and his 
wife were Donald Pember, F&S&R account executive, and Mike 
Gray, president of Myzon Laboratories, a client of the agency. 


taurants and confectioners. 
“The raisin industry,” Mr. 


Raisin Board Sets 
White continued, “has allocated 


Outpo st in Sweden $25,000 for the first year’s program 


FRESNO, Oct. 10—A new Califor-|in Sweden, a part of this being 
nia Raisin Bureau will be opened | matching funds from the Foreign 
in Sweden as part of a campaign | Agricultural Service, a division 
to boost European consumption of | of the U.S. Department of Agri- 
American raisins. | culture.” 

Donald C. White, manager of the Sweden currently imports 4,600 
California Raisin Advisory Board,|tons of raisins from California, 
which has headquarters here, also| which represents 75% of that na- 
announced appointment of Ole) tion’s total raisin consumption and 
Brondum Inc., of Stockholm, to|7.8% of all California raisin ex- 
carry out an extensive pr program ports. 
in Sweden and a less extensive | 
program in neighboring Finland.| = The board earlier this year es- 

Tessab of Stockholm, a corres-| tablished an office in London, 
pondent agency of J. Walter|where an extensive promotional 
Thompson Co., which is conducting | program is being carried out. Sim- 
a three-continent promotion pro-|ilar programs are being launched 
gram for the board, also has been | in Germany, France and Denmark. 
appointed to handle the advertis-| In Japan, the first of the board’s 
ing campaign in Sweden. | promotional programs abroad is 

| credited with helping create the 
8 “The first step in this program,” largest export market for Califor- 
‘Mr. White said, “will be a market nia raisins for the 1960-’61 mar- 
research study covering the cook- keting year. 
ing habits and tastes of Sweden’s Ole Brondum, who will direct 
housewives and the flow of Cali- the pr effort in Sweden, recently 
fornia raisins into bakeries, res- spent 14 months in the U.S. study- 


ing the advertising and pr opera- 
tions of JWT. # 


‘Hunt Foods’ Sales Gain 


Hunt Foods & Industries, Ful- 
lerton, Cal., has reported net sales 
for the fiscal year ended June 30 
|at $324,264,000. Net profits for 
|the period were $12,798,000. Due 
to a merger with Wesson Oil & 
Snowdrift Co., the company did 
not report comparable earnings 
|for the 1960 fiscal year, as this 
|encompassed only a seven-month 
period. 


_Gibeau Joins Roche 

Roche Laboratories, division of 
| Hoffman-La Roche, Nutley, N.J., 
has appointed John A. Gibeau 
market analyst. Mr. Gibeau was 
formerly assistant marketing di- 
| rector of Sudler & Hennessey. 


| 53% of Westways readers do not read Sunset. 31.6% of Westways readers 
do not read the Los Angeles Times Home Magazine. 66.8% of Westways 
readers do not read the Los Angeles Examiner Pictorial Living Magazine. 
75.3% of Westways readers do not read Holiday Magazine. 


A Study by Facts, Consolidated of Reader Interest in Westways Magazine 
containing these facts and others just as illuminating is yours for the asking. 


WESTWAYS MAGAZINE 
232,203 ABC Net-Paid circulation covering Southern California. 


2601 S. Figueroa Street, Los Angeles 54, Calif. Richmond 8-3111. 


232,203 ABC Net-Paid circulation covering Southern California. 


Ot tt st et 


Pi 


Catal 
Imprint engeden 


Folders - Cards 
Where Any Amount 


To Buy As Required 
° On Sersen’s 
Printed = imprinting,» 
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RMRBHEAK? 


No. Different. You’ll find a women’s magazine 
—THE FARMER’S WIFE—complete with cover 
in the midst of this leading business magazine. 


And for reasons that add up fast with both 
readers and advertisers. Why? 


The nation’s biggest business remains a family 
business. The farms are bigger. Their output is 
much greater. So is the invested capital. And 
the cash return. 


But ninety-six out of every one hundred U.S. 
farms are family farms. That ratio hasn’t 
changed in 20 years. 


Pop is Chairman of the Board and President. 
Mom is Vice-President and Secretary. The 
Board usually meets in the kitchen. 


Farm business advertisers need her vote. She 
needs to know what’s happening in the business 
of farming. She also needs to know how to get 
the most out of life on the farm for herself and 
for her family. 


Wonderfully effective. FARM JOURNAL is sub- 
scribed to by more farm families than the next 
two farm magazines combined. It leads all other 
farm magazines in advertising investments. 
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Humphrey Joins DCS&S 
Henry Humphrey, formerly with 
Cunningham & Walsh, has joined 


Doherty, Clifford, Steers & Shen- | 
field, New York, as an account ex- 
ecutive. 


71% INCREASE | 
IN NIGHTTIME COLOR PROGRAMMING 


Reflecting the dynamic growth of Color TV, nighttime | 
programming increased from 476 hours in 1960 to 815 
in 1961. The big breakthrough in Color TV is here. Are 
you with it? Get the full Color picture today from: W. E. 
Boss, Director, Color Television Coordination, RCA, 30 


Rockefeller Plaza, N. Y. 20, N. Y., Tel: CO 5-5900 PROMOTERS’ PARLEY—Participants in the western re- 


Republic; 
gional workshop of the National Newspaper Promo- News; Rudy Marcus, Riverside Press Enterprise; 
tion Assn. included (clockwise) David E. Henes, De- Robert K. Bertsch, Eugene Register Guard; Din 
troitt Free Press; Charles Stiles, Yakima Herald & Fuhrmetister, Tacoma News Tribune; Charles P. 


Stan Fagerstrom, Longview Daily 


Almost ONE-FOURTH of ALL Texas food 
and drug business is done in the 100-county 
Fort Worth Market, covered best everyday 
by the Fort Worth Star-Telegram. 

Food sales in this area amount to 23.6% of the 
state’s total. Drug sales in the Fort Worth 
Market are 24.8%. Average Star-Telegram 
daily coverage in 98 of these wealthy 
West Texas Counties is 53.8% (in Metro Fort 

Worth it is 92%). Food and drug advertising 
in Texas reach more people at less cost in the 
Fort Worth Star-Telegram. 


The Fort Worth Market 
is Covered BEST 
Serer Everyday by the... 


a1 1961 FORT WORTH STAR-TELE 


Amen G. Corter, ir., Pres. & Merl Advertising Gtroner 
Reiph 0. Rey, Met! Advertising Monee 


\ 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests 
“Just @ good newspoper” 


Drury, Garden Grove News; 

! and Lawrence Wade, San Fran- 

cisco Chronicle. The association 

adopted the seminar plan this 
year. 


Push for Dailies in 
Satellite Cities Paid 
in Ads, NNPA Told 


Tacoma, Oct. 10—How and 
why a group of newspapers in 
secondary cities within 100 
miles of Seattle developed a 
sales program for national ad- 
vertising that is already paying 
off in added linage was re- 
|lated by Alfred L. Goldblatt, 
merchandising director of Bots- 
| ford, Constantine & Gardner, at 
| the western regional workshop 
of the National Newspaper Pro- 
motion Assn. last week (AA, 
| Oct. 9). 


® The project began, Mr. Gold- 
blatt said, with a careful analy- 
sis of the 1960 census data and a 
comparison with newspaper 
penetration. The study showed 
that half the Seattle market of 
1,860,000 lives outside the im- 
mediate Seattle area (King 
County). Yet one Seattle daily 
has a circulation of only 10%, 
the other of only 18% in this 
area, he said. 

From this came a campaign 
based on use of one Seattle daily 
and nine outside papers. Against 
a cost of $1.42 a line for the 
two Seattle dailies, Mr. Gold- 
blatt said, an advertiser can add 
Tacoma, plus eight secondary 
newspapers, handled as a block, 
at a total cost of $2.03 a line. 


® The eight dailies are Aber- 
deen Daily World, Bellingham 
Herald, Bremerton Sun, Cen- 
tralia-Chehalis Daily Chronicle, 
Everett Daily Herald, Olympia 
Olympian, Port Angeles News, 
and Skagit Valley Herald. 
“This promotion sells news- 
paper advertising, not a sin- 
gle newspaper,” Mr. Goldblatt eae 
. stressed. “Quit this competitive ot 
selling of one newspaper against x 
another. Some day sit down and 
listen to the national advertis- 
ing on radio. You'll find that : 
your competition isn’t the news- ‘ 
paper.” 


s The pattern worked out in aes 2 
the greater Seattle market will ats ee 
guide similar promotions in 

other major western markets, 

Mr. Goldblatt indicated. He 

added, “This represents news- 

paper promotion as it is going 

to be done for secondary-mar- 

ket newspapers in the satellite 

cities that are part of a major 

market.” # 


DeRoo Joins Mervin & Levine 

Nina DeRoo, formerly a copy- 
writer for Leber & Katz, has 
joined the copy staff of Mervin 
& Jesse Levine Inc., New York. 
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SHOWBILL 


Unlike tax returns and keep-off-the-grass signs, a maga- 
zine is not merely a statement. It is, primarily, a con- 
versation. This may be carried on by a lively exchange 
of correspondence, by spirited editorial comment — or 
by howling in the corridors. But without this conversa- 
tion with its readers a magazine is as functionless as a 
new dress suit immured in moth balls. 

It was with this point of view in mind that we put 
out our first issue back in September. We put it out 
quickly and eagerly with much of the boyish enthusiasm 
we used to employ when pegging road apples at bowlers 
on April Fools’ Day, because we wanted to get the con- 
versational ball rolling with our readers as soon as was 
possible. The new shape of ssi, which we present in this 
issue, represents the results of this conversation. 

The most obvious evolution is in our very name. We 
began by announcing to the world the existence of a 
magazine called SHOW BUSINESS ILLUSTRATED. But our 
readers began to call us ssi shortly after we first hit the 
newsracks. Inside the office, we liked the shortened 
title, too. (Saves space on memos.) So, beginning with 
this issue, we give you the spi cover that resulted. Its 
final shape emerged after a long and noisy process of 
experiment during which the original magazine logo- 
type suffered more twists and turns than a leprechaun’s 
nose. The key man at the drawing board, working along 
with Publisher Hugh Hefner and Editorial Director 
Frank Gibney, was spi’s Art Director, Leonard Jossel. 
As Art Director of Life’s book department and, earlier, 


COVER COUNCIL: jossel, hefner, gibney. 


at Look and Collier's, Jossel had pioneered in entirely 
new forms of magazine expression. The new concept of 
sBI was coming to life in his office while the first copies 
of sHOW BUSINESS ILLUSTRATED were being trucked 
around to the newsstands. 

The new cover climaxed a series of organic editorial 
changes. We moved our Listings and Ratings section 
to the back of the magazine so it would be handier for 
readers to use for reference during the two weeks follow- 
ing each issue’s publication (or to burn, if they dis- 
agreed that strongly with our judgments). By the third 
and fourth issues, we had expanded our News and 
Reviews section with pictures and with signed articles 
by guest newsmakers and reviewers, and in the fifth 
issue we added cartoons. Also in our third issue there 
began the first in our series of show business personality 
pieces, The Paar Phenomenon. The second, about Judy 
Garland, is current. 

We turn the neon on all these changes in this, our 
Broadway Issue. Our News and Reviews section leads 
up to critic Harold Clurman’s view of the Broadway 
season for 1961-62 — outlook (for a change): hopeful. 
Then there is Marvin Koner’s wonderful series of pic- 
ture images, Broadway at 8:40. To take yourself behind 
the scenes, if not into the wallets that make Broadway 
shows possible, read ex-producer Tom Noyes’s A Primer 
for Angels. 

Stories like this, and the editorial changes that sur- 
round them, are all just a part of a long and lively 
conversation, in the sort of living journalistic theater 
where every production is at once a main event in itself 
and a rehearsal of even bigger things to come. 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
> Pons Calls for coordinated ~ strategy: a dual-media appreach, utilizing the 

readershi ¢ the News-Palladium and Herald-Press . . . and the strong listenership 
of Wl FB AM/FM. ™ (1) unduplicated, in-the-home circulation in beth city zones and 
in the three surrounding counties, (2) WHFB’s loyal, camiiedl lenke tim ap mg 
that’s twice the size of the next two stations combined! Inquire teday how this 
dual-media approach can help you. 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


BUYING RETAIL 
POPULATION: INCOME: SALES: FAMILIES: 
293,500 $454,208,000 $289,245,000 90,800 


Source: Sales Management Survey of Buying Power. 


BENTON HARBOR NEWS-PALLADIUM WHFB AM/FM 

ST. JOSEPH WERALD-PRESS fics wv everettatentioney, lot 
Represented by E. A. Faulkner & Associates and Michigan Spot Sales 

307 N. Michigan Ave., Chicage 1, Ill. 410 . Michigan Ave., Chicage 11, Ili. 


| 
NEW IDEA—Durkee-Mower is promoting a sandwich idea long fa- | 
miliar to New Englanders, peanut butter and marshmallow fluff, in | 
Good Housekeeping, What’s New in Home Economics and three | 
children’s tv shows, “Bozo the Clown,” “Romper Room,” and “Pop- 
eye.” Richard K. Manoff Inc. is the agency. 


Let Wives Work —— — 
(Parttime), Urges 


Adwoman of Year 


MINNEAPOLIS, Oct. 10—A wom- 
an’s place is in the home, but wom- | 
en—including wives and mothers | 
—are needed in the business world, 
the Advertising Woman of the) 
Year believes. | 

Mrs. Emma E. W. Stock, who | 
received her title at the 57th an- 
nual convention of Advertising 
Federation of America, expressed | 
this view to the Women’s Adver- 
tising Club of Minneapolis last 
week. 

“T have no quarrel with women 
who feel they can do the best pos- 
sible job by staying home,” she 
said. “On the other hand, if her 
training has been in the direction 
that requires expression in a job 
outside the home, she ought to 
have the privilege of making that 
choice.” 

Mrs. Stock, a wife and mother, | 
is also director of sales promotion | 
for Forbes. | 


® Housewives would find it eas- 
ier to make a choice, she said, if 
business could be taught to utilize 
brilliant young women in a part- 
time capacity. 

“There’s a great deal of re-edu- 
cation to be done to develop this 
point of view,” she said. 

Mrs. Stock noted that today few- 
er women are moving into jobs re- 
quiring special training than in 
the previous generation “in spite 
of the fact that college training is 
available to so many women.” 
One reason, she said, is that 


~ brochure, they are ieee 


_ influenced by more than the et 


women are marrying so young they pe ce 
don’t have time to get a foothold good printer can help you tell ar 
in a profession or business. + A effective selling story “on pape x 
| ‘ 
Three Join Papert, Koenig So consult him early in the bya 
Paul Keye, formerly an account stages. He'll be able to help you in — 
executive with Ogilvy, Benson & any ways. Very likely he'll 
Pee bet eet Teves Eres | recommend Warren Paper, 
ecutive on the New York Herald | Because Warren Paper takes a 
Tribune account. Robert Fiore, for- good impression — and makes | 
merly an art director at Daniel & good impression. S D. Warre 
Charles, has joined Papert as an 


art director. Bernard Schlossman, Company, 89 Broad St. ae 
formerly with Benton & Bowles | 
as a media buyer, has joined Pap- 


ert as a media supervisor. 


| 
Beauchamp Rejoins Katz 
Jack Beauchamp has rejoined the | 
tv sales staff of the Katz Agency, | 
New York, as a media representa- | 
tive. He left Katz last May to join 
Television Advertising Represent- | 
atives. 


Adam Young Names Dooley 
Thomas A. Dooley, an account 
executive with Adam Young Inc., 
radio station representative, has 
been promoted to eastern sales 
manager, filling a post that has | 
been vacant for several months. 


BROAD ST., BOSTON, MASS. 
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Effectiveness, Not Versatility, 
Is Criterion to Judge Agency 

To the Editor: The sound com- 
ing from Seymour Kameny’s ack- 
ack as he tried to knock down 
Doyle Dane Bernbach’s high-flying 
ads for American Airlines and El 
Al (AA, Sept. 25) had the ring of 
small caliber yack-yack. 

Once upon a time, not so long 


ago, the cry from the gallery was: | 


“Just wait till they get bigger. 
DDB’1l bog down like all the rest.” 

So now they’re bigger and the 
popcorn-munchers chorus is heard 
from again: “All DDB’s ads look 
alike. Same old big pictures. Same 
little old copy. Same old typefaces.” 

Such captious comments sound 


like the symptoms caused by too | 


much stale popcorn—and sour 
grapes. A diet sure to induce dys- 


Siis not 
(the real kind is priceless!), but!as Mrs. Tucker’s shortening, Flair 
what price vacuous and artificially | shortening, Capri salad oil, Meado- 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


pepsia of one’s discernment. 

Sure. To someone choosing to 
take the superficial viewpoint, a 
pair of ads for two different clients 
that both happen to illustrate an 
airborne object, have Gothic head- 
lines (albeit different characters 
and placement), and the same tri- 
columnar text arrangement (but 
different sizes and faces), could 
smack of autoplagarism. But are 
these the genuine criteria of an 
ad’s effectiveness—or an agency’s 
worth? DDB’s record would refute 
such a thesis. 

It would seem that DDB—and 
other agencies worth their salt— 
hold firmly to a set of sound prin- 
ciples that reject the niggling no- 
tion that an ad for one client 
should never bear even a surface 
resemblance to another client’s ad. 
Such a fatuous formula would be 
(and is) the noose around the neck 
|of many great ideas; ideas guilty 


| 


: only of having a skindeep similar- 
ity to other inspired solutions. This 
kind of capital punishment of crea- 


tivity we can do without! 
The real question, Mr. Kameny, 
“what price creativity?” 


inseminated versatility? 


Ed Mitchell, 
| Copy-Art Consultant, Los An- 
geles. 

ca & a 


His Cash Discount Card Often 
Results in Discounts—and Fun 


them at face value and allow 5% 
without batting an eye. On a pur- 
chase of $100 in merchandise, it is 
a welcome dividend. 


2. Big restaurants provide a ver- 
itable floor show. The waiter takes 
the money and card to the cashier 
accompanied by much shrugging 
and whispered conference. Then 
they beckon for the manager who 
joins more of the same. The waiter 
returns with the change and card 
and apologizes, the manager a few 
feet behind him to back him up... 

Henry Adam Morse, 

Publisher, Milk & Ice Cream 

News, Los Angeles. 

© * * 
Anderson, Clayton Has Been 
in U.S. Markets Since ‘54 


Whatever the price may be, it’s 
| too much. 


To the Editor: I was startled to 
read on the front page of your 


\Sept. 18 issue of Anderson, Clay- 


ton foods division’s “...maiden 


| effort in U. S. consumer market- 


ing.” As I say, this was most in- 
teresting to me since I personally 
|have worked with ACCO over the 
| last seven years, doing research on 
|such branded consumer products 


lake margarine, Cue barbecue 
sauce, and others. These products 
are marketed over a wide territory 
including most Southwest and 
Midwest states, or they have been 
test marketed in such scattered 
points as Houston and Lubbock, 
Tex., Rockford, Ill., and Cleveland. 

ACCO’s infitial ‘entry into the 
consumer food business was in 
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Case of the Salesman’s Photo; |g00d guys in white hats in West- 

Or, How to Coin a Lens Cliche erns. Or like when you have a fly- 
cecen i Western you show the good 

To the Editor: What ya gotta do, yd - 

see, if you’re gonna picture a sales- |suys with round goggles and the 


man in an ad is, ya gotta show him | | bad guys with square ones. And in 


with a brie? ca If ne h |detective Westerns, you always 
se: 2X ye wanns snow | have the detective wearing a hat, 


a high class salesman, ya gotta! 
show him with one of these here| Here are some examples of the 
new attachy cases. | way to show a salesman in an ad. 
Some people call these “pictcher ‘Do ya get it? See the attachy case? 
clitchys.” Like always showing the | | Them are high class salesmen. 

bad guys with black hats and the | Name Withheld by Request 


i 


eaaghe 


| see. 


last year! j}up the idea that friendliness is a 
Man’s best friend will soon have | human quality we all recognize 
eaten up not merely the farm sur- | rather quickly by what a person 
plus but the farmers as well. Wash- | does—with or without any “I’m 
ington correspondents shouldn’t be | friendly” label. And Abe Lincoln 
allowed to write any other stories. | is supposed to have said, “Calling a 
They lose all comprehension of fig- |cow’s tail a leg doesn’t make it a 
ures. leg.” 

Gene Sullivan, 


To the Editor: I was interested 
to note in your editorial columns 
of Sept. 18 that a Washingtonian is 
offering a cash discount card. 

I am enclosing a few of my own 
cash discount cards issued by my 
phantom organization called “The 
Royal Rebels” with the watchword, 
“Cash Should Be King!” which I 
originated a couple of years ago. | 

They were issued to a few hun- 
dred friends and advertisers as a/| 
taunt to places that accept credit | 
cards but charge full rate to cash | 
buyers, obviously unfair. 
| By presenting them at the time | 
of a cash purchase, some very in- 
teresting events occur: 


1. Some establishments take) 


about 1954, when they acquired 
Mrs. Tucker’s Foods, an old Texas 
company... 
Walter Bowles, 
Louis & Bowles, Dallas. 


we * a 
Relax! The Country 
Isn‘t Going to the Dogs 
To the Editor: “Just a woo,oof- 
ing” for sure! 


|once in a while, but near as I can 


|\food you mention twice (Sept. 25, 


— Now, Metal Finishing offers 
Advertisers extended coverage 


in the growing international market! 


_ Starting with the Nov. 1961 issue, Metal Finishing 
| will publish an EXPORT ADVERTISING SECTION 
to be bound into more than 2300 copies going to 
44 Foreign Countries and Canada! 


if re interested in quality, instead of quantity, and are bent 

We sales in the world’s most important markets, METAL FINISHING. dies we 
readership where it counts! Now, U.S. Firms can specifically gear their oles 
messages to international buyers with copy bilingual, if desired. Special com- 
bination rates to U.S. advertisers on request. Write for complete details. 


RESERVE SPACE NOW! Send for Rates 


Metal Finishing 


The Industry's Recognized Technical 
Authority Since 1903 


publications, inc. 


ee ae 38) Broadwoy, Westwood, Ni 
740 South Western Avenue, Los Kagelen 5, California 


Naturally politicians, night club 
| waiters, and advertising men are 
j;expected to slip a decimal point 


\figure that 2.4 billion tons of dog 
| Page 3) comes to a hundred tons a 


year per dog (or is it a thousand). 
And that you say is less than 


I suppose next year’s campaign 
will be to convince the skeptics in 
the human race that bankers are 
also honest. Why not? Isn’t being 
honest just as important as being 
friendly? 

Who knows—maybe the idea will 
take root and grow, so that we’ll 


Ridgewood, N. J. 


a 
To the Editor: In ADVERTISING 
AGe’s article covering my speech 
to the Pet Food Institute, there 
are errors, to wit: 


e@ 2.42 billion pownds of dog food 


not tons. have other campaigns depicting the 
e 25,500,000 cats in U. S. in 1959 | friendly doctor, the friendly law- 
not 1961. . yer, policeman, farmer, barber, la- 


borer, and you-name-it. 
Bully for the bankers—er, the 
friendly bankers, that is! 


e@ 22,050,000 cats in 1961 not 1959. 
e Average number of cats per 


owning family has declined from M. H. Banner, 
2.1 to 1.9, not risen from 1.9 to 2.1. Normal, Ill. 
Arden B. Crawford, 6 é > 


Vice-President, Consumer 
Panel Division, Market Re- 
search Corp., Chicago. 


AA’s writer confesses that he is 
more at home with dogs than he is 
with figures. The story should have | 
said 2.4 billion lbs., not tons, and 
the ’59, ’61 charts were transposed. 

o * * 


A Friendly Thought 

To the Editor: I was a bit sur- 
prised to learn (AA, Oct. 2) that 
the bankers (the Foundation of 
Commercial Bankers) are going to 
spend $1,250,000 advertising the 
fact that they are friendly. By gol- 
ly, that’s good to know... 

Somewhere, though, I’ve picked | 


Adman No Subtract Man 

To the Editor: The enclosed seg- 
ment of a Sure Save Market ad- 
vertisement is interesting from a 


PLANTERS 


SMOOTH. AND CREAMY 


PEANUT 
BUTTER 


39° 


{REG. PRICE 35c—SAYVE 14c) 


LARGE 
18 OZ. 


Advertisement JAR 


Don’t OverLtoox the Sweet Vermont 
Market! Cover it ee: easily, | 
economically, 
with just one 
order, one bill, 
one buy — using 
the Vermont Al- 
lied Dailies, a 6- 
newspaper group 
which covers the 
part of Vermont 
where 93.9% of 
the state’s $652 
million buying 
power originates. 


purely mathematical standpoint. 
Maybe their adman never got be- 
yond addition. 
Martin Sheridan, 
Vice-President—Public Rela- 
tions, Admiral Corp., Chicago. 


Beckett Paper Gets Big 
Response from Butler Article 


To the Editor: From the flood of 
inquiries we have had as a result 
of Kenneth Butler’s article in the 
Sept. 25 Ap AGg, it is obvious that 
he has a large audience of devoted 


Write: VER- 
MONT ALLIED 
DAILIES, Rm. 
515, Statler Office 
Mass. 


Bidg., 
(Sales Management 
readers. 

I certainly belong in this cate- 


Boston, 
.) 
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gory for “Tips for the Production | language. freedom: He Feels Bulova Trade |the “original” theme, “Who Else 
Man” is one of the few articles that| It would be pedantry at its most| “Those peoples in history who | Ads Impressed Croton | But Croton.” 
I faithfully read. . unsportsmanlike to point to the |have had the greatest political Irving D. Holczer, 
All of us here at Beckett’s sin- | split infinitives; the confusions of | freedom always have been those To the Editor: When Bulova ron Advertising Manager, Bulova 
cerely appreciate the salute given | tense and number; the instances of ‘with the most material goods, and |? trade ad consisting of six consec- Watch Co., Flushing, N. Y. 
us on our Beckett Color Selector.| pointless punctuation and capri-| we feel that one is the cause of a aie ~~ pan oe 
It was most accurate and detailed | cious capitalization, etc., that stud | oa ‘9 ?” we hoped it wou om -s 
and we are happy that he agreed | the undergrowth of this tangled ber? gooed i ry baat 2 ae " make an impression on our jeweler Ma > Se 
it is more “than a gadget.” polemic. p pein —" a eee ek dee, customers. TR U Cc K Sl GNS 
David L. Belew, | But just as one example of what right anti-esmantic Apparently we made an impres- | 9yR s1GN HOLDERS on your fleet of 10 
Manager of Advertising and /an expert can really do when he) Ce D i | sion on others in the trade as well, or more cars or trucks mean you can tell 
Sales Promotion, Beckett Pa- | Wants to assault syntax, logic and | eae — » _|because we note a current cam-| your sales story to thousands more. Write _ 
per Co., Hamilton, O. meaning simultaneously, here is| Larcom Randall Advertising, | paign consisting of six consecutive THE YARDER MFG.CO.! FREE } 
. J | Mr. Martineau on the subject of| Boston. pages in the same trade books with 724 phillips Ave., Toledo 12, 0. | PHOTO ALBUM } 


Funny Coincidence Department 

To the Editor: Three plus one 
equals two. 

PROOF: Last winter three ad- 
vertising agencies (Lowe Runkle 
Co.; Humphrey, Williamson & Gib- 
son, both of Oklahoma City; and | 
Watts, Payne-Advertising, Tulsa) | 
joined together to serve one ac-| 
count. This account was the Okla- | 
homa Department of Commerce | 
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you turn ie a 
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= 
3 OKLAHOMA! as 
. and Industry. Attached is the first | 
> advertisement in the series. It first | ae 
: ran in the Wall Street Journal the | 
g second week in April, 1961. 
: Here is another advertisement, 
1 ae produced by Tucker Wayne Co., 
1 ioe Atlanta. It appeared in the July, 


han Most agencies to get the facts for cur clienta advertising, or so cur 


Dents tell us And they find it grows deeper roots for a healthier arvertising 


program. We've learned « bet about digging in the past 2) years. Result 
baemper crops of ales for chents Newd any «padework done” a 
‘ i : 
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1961, issue of Atlania, official pub- 


lication of the Atlanta Chamber of Three vital dimensions of any sales 
Commerce. 

So...Three agencies working) ° ™ 
together, plus one agency working campaign are research, presentation 


alone, have produced two adver- 
tisements with similar photo-| 


indian ameph ne exe tech aibane | and distribution. The correct utiliza- 


shoes and a new spade. 


Is this a case of “great minds | tion of these components, however, 


working in the same channel” or a 
case of copy-cat-itis? Thank good- | 


ness our advertisement ran first! | demands another dimension, that is, 


Leslie S. Hauger, ¥ e e 


ee Svand ivertaian, a natural familiarity with the market. 
Tulsa. 


ae At Dentsu, familiarity breeds content. 


He Considers Martineau’s 
Speech Anti-Semantic 


To the Editor: While I disagree Pa 

with nearly everything Pierre D. 

Martineau said in your Sept. 18 is- £ 
sue, I would, of course, defend to 

the death his right to say it: How: Head Office: Nishi-Ginza, Tokyo, Japan Cables: “DENTSU TOKYO” 

’ n’t help wishin e ha P ° ~ 

4 it i. a sess puis ~ eed for New York Office: Time & Life Bldg., Rockefeller Center, New York 20, N.Y. U.S.A. 
there is something absolutely hero- Representatives: Chicago, Los Angeles, San Francisco, Honolulu, Okinawa, Taipei 


ic about the way he mangles the 
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You can develop thousands | 
of exciting picture ideas 
by using Halsman’s 

creative techniques... | 


dismal 


ON THE CREATION OF 
PHOTOGRAPHIC IDEAS 


HILIPPE HALSMAN is one of the most 

original photographers of our time. 
Based on his years of experience, 
Halsman has worked out six ways to 
come up with fresh, new photographic 


bought the Daily Signal. 


POTENTIAL PREMIUM PACK—Creators Unlimited, a design consulting serv- 
ice, is trying to interest beverage canners in new packs which could 
carry six or twelve cans and allow inclusion of a tamperproof pre- 


ium. The pack is opened (left) 


by stripping off pressure-sensitive 


tape; (center), the carton separates easily to free the cans; (right), a 


premium such as a record can be 


inserted into the pack. 


News, forerunner of U. S. News & 
World Report. 

| He bought Pathfinder Magazine 
| in 1939 and was publisher for four 


California Publisher, 
| years. For two years he was man- 


Is Dead at 81 | ager of the Institute of Public Re- 
Los ANGELES, Oct. 10—Leroy | lations, New York, returning to 


Leroy Sanders, 


Sanders, 81, publisher of the Hun- | Washington in 1944 to become) 


tingdon Park Daily Signal, died | president and owner of Standard 
Oct. 7. | Press. He retired in 1959. 

A former executive of the old His association with the Kip- 
Scripps West Coast League, Mr, | linger organization began in 1946. 
Sanders bought the Los Angeles| He joitied its Changing’ Times as 
Record in 1933. He changed thé’ business: manager’ and was named 
name to the Post Record and pub- director of sales of Changing 
lished it for a year. In 1934 he Times. and “Kiplinger Washington 
Letter” in 1949. He retired as a vp 
Mr. Sanders joined the Scripps in 1957. 


chain in Tacoma more than 55 
years ago, and worked for it in FREDERICK MUELCHI 
California, Oregon, Idaho and | 


BLOOMFIELD, N. J., Oct. 10—Fred- 


ideas almost at will. Each rule (and the | Utah. erick Muelchi, 80, retired publisher 
thought processes behind it) is explained ‘of the Swiss weekly newspaper, 
in absorbing detail in his new book, | JAMES L. BRAY Schweitzer Zeitung, died Oct. 4 in 
HALSMAN ON THE CREATION 


OF PHOTOGRAPHIC IDEAS. From 
it, you'll learn how you can use these 
same simple methods of idea-stimula- 
tion—and how you can do it day after 
day, time after time, without waiting 
for “brainstorms”! 

He'll show you how to get a more 
dramatic camera angle...how to 
choose an unusual setting for your sub- 
ject ... how to capture action at its most 
gripping, most meaningful moment. 
You'll learn how an easy—but rarely 
used—technique can help you create 
mood-pictures that run the gamut of 
tragedy and elation, tenderness and 
humor. This book is more than just a 
practical text. It is also a fabulous 
picture book lavishly illustrated with 
many of the author’s most famous 
photographs! 

EXAMINE FREE FOR 7 DAYS 
Mail the coupon below for a 7 day free 
trial examination copy of this new book. 
Send no money now. You must be con- 
vinced that it will quickly put you on 
the road to more appealing, more excit- 
ing pictures, or return it—and that will 
end the matter. Otherwise you need 


WASHINGTON, D.C., Oct. 10— Mountainside Hospital, Glen Ridge. 


James L. Bray, 67, retired vp of He had been with the newspaper 
Kiplinger Washington Editors, died 56 years until retiring in 1953. 


of a-heart attack Oct. 4 at his farm 
in Amisville, Va. HENRY T. PARROTT 

He came to Washington in 1920 - CAMPBELLSVILLE, Ky., Oct. 10— 
as treasurer of Consolidated Press’ Henry T. Parrott, 75, president of 
Assn., founded by David Lawrence. Taylor County Broadcasting Co., 
He became treasurer of the U. S. which operates radio station WTCO 
Daily and later publisher of U. S.' here, died Oct. 4 in Louisville. 


TOLEDO... 


First in Ohio* in 


remit the low price of only $3.50 plus 
postage and handling. But mail the free 
trial coupon today—there’s no risk or 
obligation. 


—MAIL COUPON NOW— 


ZIFF-DAVIS PUBLISHING CO., Dept. 8002 
P.O. Box 1187, Brooklyn 1, N.Y. | 


Please send me HALSMAN ON THE 
CREATION OF PHOTOGRAPHIC 
IDEAS by Philippe Halsman, for a 7-day 
free trial examination. If not completely 
satisfied I can return the book within 7 
days and pay nothing, owe nothing. 


Otherwise I will remit only $3.50 plus 
Pes ID ob. cone iss 0 vhs Sep vcc vaso | 
sd SO. Se ae | 


order with coupon new, and we pay all shipping 
charges. Same return ivilege and prompt 
refund guaranteed. (N.Y¥.C 

sales tax.) 


residents add 3% 
(de 


(aD en an en an ares ee ean 


retail sales per household N 
\\ 


; . and drug store 


sz sales per x 
household ey, 
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*Source: Sales Management, 1961 


THE BLADE 


One of America’s Great Newspapers 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


‘ 
.* 


‘Inquirer’ Eschews 
Charts, Just Tells 
‘Editorial Philosophy 


Cuicaco, Oct. 10—The Philadel- | 
|phia Inquirer may have started a| 
new trend in newspaper advertis- | 
ing presentations yesterday. It en- 
tertained a group of Chicago ad- 
vertising people at lunch at the 
Ambassador East Hotel; and then 
told the story of the Inquirer's edi- 
|torial philosophy. There were no 
|pie-charts, circulation analyses, 
competitive comparisons or studies 
of advertising trends. 


| 
| 
| 


# On the other hand, E. Z. Dimit- 
man, assistant to the publisher, 
and a former Chicagoan (he was 
the first executive editor of the 
Chicago Sun when it was estab- 
lished in 1941), told of the ele- 
ments which go to make a metro- 
politan newspaper effective in 
serving its readers and advertis- 
ers. Among the important factors 
he listed responsibility, news cov- 
erage, background reporting, cre- 
ativity, public service, and con- 
stant discontent with actual per- 
formance. 

Mr. Dimitman said that because 
of the greater scope of news re- 
porting in terms of national and 
international developments today, 
metropolitan papers tend to cover 
major news of regions rather than 
detailed news of smaller communi- 
ties. For this reason, he suggested, 
there will always be room and op- 
portunity both for the large metro- 
politan newspaper and the local 
suburban or community paper. 


@ This was the first of a series of 
editorial luncheons arranged by 


Advertisement 


It’s ALways VacaTION Trme in Ver- 
mont! And the money tourists spend 
in this 4-season 
vacationland 


the Inquirer. The next is scheduled 
for Detroit. + 


Westinghouse Offers 
‘Movie Memoirs’ for Sale 

Westinghouse Broadcasting Co., 
New York, has produced, in col- 
laboration with Columbia Univer- 
sity, ““Memoirs of the Movies,” a 
series of 16 half-hour radio shows 
including interviews and anecdotes 
of Hollywood notables. The series 
will be broadcast on the six West- 
inghouse stations—WBZ, Boston; 
KDKA, Pittsburgh; KYW, Cleve- 
land; WIND, Chicago; WOWO, Fort 
Wayne; and KEX, Portland, Ore.— 
in addition to WNYC, non-com- 
mercial New York station. It also 
is being offered for sale to other 
stations. 

“Memoirs” include such topics as 
the nickelodeon theater, the early 
comedies, the coming of talkies, 
the value of the Academy Awards 
and the advent of the wide screen. 
Each show is narrated by a famous 
motion picture star. Various fall 
starting dates have been scheduled 
for the Westinghouse stations. 


‘Parade’ Adds Three Papers; 
Increases Advertising Rates 

Parade, which adds the Houston 
Chronicle, Dallas Times-Herald 
and the El Paso Times on Jan. 7, 
1962, thereby boosting its circula- 
tion from under 10,000,000 to 10,- 
604,430, will increase its advertis- 
ing rates next Jan. 21. 

B&w pages will advance from 
$30,710 to $32,625 and four-color 
pages will go from $39,130 to $41,- 
570. Volume discounts will also be 
increased, moving from 3% to 5% 
for six pages of advertising, up to 
20% for 52 pages (instead of 
18%). Parade said there would be 
no increase in cost-per-thousand. 


Martin-Senour Sets Drive 

The automotive division of Mar- 
tin-Senour Co., Chicago, has set 
an advertising and promotional 
campaign for its line of paints 
which will include new packag- 


helps keep Ver- 
mont a Sweet 
Market. With 
one order, one 
bill, one buy, you 
can beam your 
sales message 
through the six 
key dailies that 
blanket the area @ 
where 93.9% of § 
the state’s $652 
| million buying 
| power originates. 
|For details, write: VERMONT AL- 
| LIED DAILIES, Rm. 515, Statler Of- 
fice Bldg., Boston, Mass. (Sales Man- 
agement figures.) 


|ing, direct mail, point of sale dis- 
plays, expanded trade advertising 
and jobber sales aids. The com- 
pany has supplied dealers with re- 
finishing color guides and mer- 
chandising manuals. MacFarland, 
|Aveyard & Co., Chicago, is the 
| agency. 


|Sudler & Hennessey Names 2 

| Victor T. Rumowicz, formerly a 
peseenans Fellow at the University 
| of Detroit, has been named assist- 
j}ant technical director of Sudler & 
Hennessey. Mrs. Sara Brown, for- 
merly of the professional division 
|of Doherty, Clifford, Steers & 
| Shenfield, has joined the agency as 
a medical copywriter. 
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says Jules Rudominer, Vice-President in 
Charge of Advertising and Retailing, 
THE RAYCO COMPANY 


Mr. Rudominer and The Rayco Company 
are typical of the advertising-sales promotion 
professionals and important buyers of ad- 
vertising products and services you reach in 


the pages of Advertising & Sales Promotion. 


A nationwide chain of retail auto accessory 


aca ee 


stores, Rayco underwrites a varied promo- 
_ tion program to assist its store operators 


in stimulating consumer sales. During 1960, 


a for example, in addition to a time and space 
; Mie =oad budget—in excess of $3,000,000—Mr. 
Rudominer’s promotion department spent 
d 


more than $500,000 for such materials as 


catalogues, signs, instore displays (of board, 


. wood and metal), labels, and dealer-con- 
; = test prizes. 
m Me Mr. Rudominer joined Rayco in 1948 in 


the advertising and sales department. He 
was director of advertising and merchan- 
dising before being advanced to his present 
post in 1960. Prior to his Rayco affiliation, 
he had been general sales manager for a New 
Jersey regional chain of women’s shoe 


stores. 


“A steady stream of promotional mailings, 
ranging from information on improve- 
ments in selling methods to research find- 
ings, is directed to the more than 160 Rayco 
store operators.” 


“At the unique company-owned store— 
located next to our headquarters at Para- 
mus, New Jersey—we conduct a wide as- 
sortment of tests, important among which 
are those related to all types of consumer 
promotions.” 


» 
rps 
—XZ 

\. 


“Se, 


(r 


el 


“Keeping our store operators informed 
about the products they sell to the motor- 
ing public and the best techniques to use 
is a continuous job calling for the maximum 
in effective selling tools at the disposal of 


- the Rayco headquarters staff. In this con- 


nection, Advertising & Sales Promotion 
makes a contribution ranging from new 
ideas to new supply sources. In short, A & 
SP is a member of the Rayco team.” 


bc oes ~ Ba VSR rail 
E 
ror 
= 
COMPRET Cares Sr «- 


“At Rayco, we believe that every item we 
use in packaging should contribute to the 
total selling effort. Scores of new containers 
are produced each year for this purpose.” 


2h 


“Constant evaluation of the effectiveness 
of our sales promotion and advertising en- 
ables us to move with decision and speed on 
new requirements and new developments. 
We maintain a current history on all of our 
promotion material.” 


Als 


Advertising & 
S|P Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
630 THIRD AVENUE * NEW YORK 17, NEW YORK 


ie lca Amant oA, oo REE Se niagara 5 Siete tee aia any Ws ie wilt dies Cie ae Mies a! ee: SB ATY enc es wip Dae aS bast ae Pier Ae trial ge em SOE 
Bra aluadie clang erie ee. at eee ae woe? a ae Pa ONE r AE ge ee ree mei ae Ot 2 Pee 
a aie. pc Qacehglt Se 2" ee) cee au ati seers net bs 5 yi oe see ee esac TS an ieee ee ee ee gi hat al 
ae eR, Sale Said Pree $c Be ek eNO ae eee Bear eect. ae Yiegtetgs cteh er seers a ‘ SE arpa ese aa = GR ey TN a ee re He es 
Ee eee: ey wend eye o “as we ee oo ee oes - 7 eee - b. Seine het ee eae. Giese ae ep ee oie She tee 2 eta: i abe 5 Aes aa a se ey 
OR = RN oe he ee 5a ig eR 2 ~ gic ae nin: ee pa Le oe RRP YS tS REE GES 2 Tea a OR Operas <a Ne ae eeeRi rc AR mea SAL ta: |” Oem ak aL DRE OMe EP 
Labeie SE ese ee ce Se oe, ee" 2 eee Fee Nieto tr TS eee a) scsi ig Oe ee” Sieerer's., ': Se 6 Oe eee hee oS. Lee apes = ot ee es paler ie eke oe pote Sipe a ate rer ee ee Sewell ae aa ee Bie ty ee id in ae 
Peapiaeon ss Po eae ys wae Se say a eee ee 3): en es ee te eet fy lcl ‘Mn aM 8g tN a a ee a eee age fey aetna MC ny “ ns 
a ces sing a ee | eo ake ak Sane SN Maer cy. oh es aaa. ee Fs | AO iiee 8 meer = Xo) PRR ee rae. SS ci hoe MG : “ol Sea ae ene Bice Ae Min See Ree ad Teifeatig he ak a rey am Ee i Peet Sesh 2 $1 a aT RSL va 
a ee eee ee OS ae ee eee gen ee! ee ear ee Ce ee pe ee 
es oe : , ; ; : ; sere ae 
Zz 7 7 
gig coe ere 
ics armel 
5 Pee bie ee 
* af eee 
: AY Sertam ar bare, a , 
cod . mY . ' a eo ee pe a F — | + Sgt? 4 ae a -§ < a 
= etme oo — " by ae og ae | es yy ip 
. “ ¥ z * at : i: i. ; i oe 
noe ate i es : ; \ PLP e ae vet 7c while ae ee, 
3 ss a w . ; —- J at Ps ee = Sig csc ghee 
Oe 3 es sm ek / ve ak i See Te wears 
: , - A : y id ia. eae. ; oo ae a Meee dec ep Ee teee 
ss : “SS wees |. ea - - at: ee 
" ey 7h. i ep - % Aj a b, . a + a : oy 
: a” ? ~ P rH . ; eae aoe ie eed 2 
A er . 4 : eg ue i i =) oe : WE W Ga eee. 
eh - is pe . i “eS <i gulls aa Hea ite RU ek eB ERS GE 
ie es git Ok : = a ae ee F reed ee og tae 
i pe: a ee ee om eer pees 2 ' oh Toke: Meare oe 
bata ; wake Ee? ‘age sarees oe ie og fr od cc ‘i ; ; : iy 
oS PRS ae 5 : Jd ene ‘a 4 { = 9 . eo! Pat cosa 
z - | Fy Fi a > E : = {| mam aie ee 
* a3 H Ce ee . * ee AOS cass Me wit ~ ee ie 
Protector Ps - = ee ae iii = ¥ Ms ES oe ee “e9 ; ; 
; o 5 = 5 Se 3 oe Sey ia ee 
7 , = J : ve | Re So ga ee, 
aa * Ciena e Sg . 4 -: ie mt tae fda i) 
ies [eo Wee ee, — ae or geee 
si al P we Z RAY : 
ee 
| ee eae = 1 Sires: 
- .. BB ae Re. pe | 
‘ ‘ — cee 
; a : . , $ i ae 
. : ‘ Oo STS on ee ete we 
: J ASO ie a 
a a RAYE : ee 
BE oe (ee . : a a 
snntiieaattis a pe es ¢ a 2 a ee pith tee y 
| %. | ¥ S| 2 — F Reet Tea, oie a i, 
: ¥) te —: prea + ee | oe aes 
Ce : ae «led — — : ee 
es a a ; ) gegen be ‘ mat kit Mie IK 
r 3 i as > a ee 7 ‘ - » pm — re #: Rr an 
Rig, eer iG a ee te oo : —. . oH - Ss $ Ps . te Rie ee 
oath Rare es BS oem ; a cs % Sg ee 
; Soe: eo ‘¢ 71 \ > ‘f ee ee ie 
aa . ape ihe = ’ i _ t = ke i ve “5 
= See a. tase teas ‘ a fu ee f " os is 4 
: “it ote te, OMe. ae ti dream } Hf : 
q awe is wy uae 3 ! oe 5 
7 ar : “¢ a ae i foe ata 5. 
~~ PEs Mens. 
. Bes 2d AP: 
pe 
cz % te ares pn Raise 
SE SRE Te Sey? 
es Bese = 
aoe NT Ri se Bas 
. ee eee 
. pS ie ye TELS ve) te 
pe NE Lake 
a a 
Fa : are 
ee ee 
ra. Ste” ae os 
j beoei-ae d ants 
Fj . x 
% ies ~ = ): 
hae < % 
Cre 4 
: il ae Ag ah Bie - Cae 
: y aie i —> - a ea eneageact 
Ex oo . Shi a 7 ai cea 
to oe } ‘wae | abe sassal 
of “ op 
pe ‘ a. 
PET q ; 
d. = ais8 ‘ , . ; 
' ee 
a ; =e 
rey a | ‘ie 
= . ae - a = 
r- ae n| eG F  caetaee: 
can ? -T. coe Sb Spee 
et "A f, Dae ae Ae: : 
> : — " os galt aee ‘oy 
al a ’ , 4 ees ee 
its sat / v_@ ate 
aig *~ ce Fr ey 
24 7 TG Seal AN Oe ae, 
g- ay hehe ht, ae 
ay . - P43 OSH SRR SSS a 
iS=- ee ye oe? | st Se 
ey = eee bis 
ng miseries ; i 
~ , : a PO r : i 
e- 7 ‘ : ft ' 
r- ie Saga 
id, : Fite 
he ’ 
i 
ity : . 
st- 
. & ' 
or- 
ion 
& i 
as z . 
ee eras 
ae. : ae 


130 


Joseph to Sackheim-Bruck 
Julius Joseph Jr., formerly ac- 
count executive and media super- 
visor at Kastor, Hilton, Chesley, 
Clifford & Atherton, has joined 
Maxwell 


tor of media. 


It You're In Electronics, Communications 


Or Photographic Equip 
Manufacture 


items will be in a strenger pesitien this 
year fer they will deal more and more 


IS SMRS OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 W. 45th Street, New York 36. MU 2-6606 


Sackheim-Franklin| 
Bruck, New York, as vp and direc- | 


Along the Media Path 


Birthday cards doubled as tick- 
ets to Freedomland on Oct. 6 


‘when WABC, New York, invited | 
its listeners to its 40th birthday | 


party. Included in the evening’s 
activities were on-the-spot broad- 
casts by the station’s top person- 
alities, a 40th birthday “ruby” 
hunt, and music by Louis Arm- 
strong. 


e To promote the premiere of | 


ABC-TV’s new show, “The Hatha- 


ways,” WBKB, Chicago, sent stalks | 


containing approximately 100 ba- 
nanas apiece to agency and trade 
publication personnel. 


e Washington Star sponsored the 
National Capital Home Furnishings 
Show, first of its kind to be held 
is the area. 


e The Oct. 9 Yankee Grocer car- 
ried more than 50,000 lines of ad- 


vertising, the largest issue in its | 


history. 


e WFMT, Chicago, has published 
its first issue of WFMT Perspec- 


tive. The new monthly carried 41 | 


pages of advertising and has a 
circulation guarantee of 25,000. 


e KABC, Los Angeles, has named 
Goodwill Industries of Southern 
California its “Public Service Proj- 
ect of the Month,” for October. 
During the month the station will 
conduct a special educational cam- 
paign which will show the training 
and opportunities offered by Good- 
will helps the handicapped to help 
themselves. 


TO SELL 


CHURCHES - SUNDAY SCHOOLS - 


|@ WEAM, Arlington, Va., has an- 
nounced plans to build a radio sta- 
tion completely underground, in an | 
effort to meet the threat of nuclear 

| war. The underground fallout shel- | 
|ter will house a complete radio | 
station, including a 5 kwt broad- | 
cast transmitter, complete broad- | 
|casting studio, heavy-duty gener- | 
jator for auxiliary power source | 
|and micro-wave relay equipment, 


| as well as a 30-day supply of food | 
|for station staff, bunks and beds, 
medical supplies, geiger counters 
and other Civil Defense and emer- | 
gency items. 


e Los Angeles chapter of the Na- | 
tional Safety Council presented its 
17th annual Fleet Safety Award 
to KABC, Los Angeles, for its de- 
velopment of a system permitting 
the broadcast of an hourly box 
score of traffic accidents on holi- | 
day weekends. 


Hoben 


Grant 


|e WSBT, South Bend, has com- 
pleted construction of a 102’ tower 


Maier Abert 


CORNERSTONE LAYING—Attending the laying of the cornerstone for the 

new building addition of the Milwaukee Journal are Lindsay Ho- 

ben, editor; Harry J. Grant, chairman of the board of directors; Irv- 
ing Maier, publisher; and Donald Abert, general manager. 


which will enable newsmen and |pooklet are available from Wil- 


sports announcers to broadcast |jjam P. Winsor publisher, Mate- 
\direct from the location of a news | rigis in Design Engineering, Rein- 


or sporting event. hold Publishing Corp., 430 Park 


e Ladies’ Home Journal, with an “Ve, New York 22. 

eye on the World Series, delivered | 

a standard, autographed baseball |® Asia Magazine (AA, June 5) 
to some 2,500 advertising execu- bowed Oct. 1 with a circulation of 
tives across the country. The | 650,000 in 15 English-language 
baseball pointed out that the | "©WSpapers in the Far East. 
Journal is also on the ball with | 

|the names shown, who contribute |e The “1960-1961 World Affairs 
to the editorial content of the |Study Guide” has been published 
magazine. Autographs _ included | by the Minneapolis Star. Contents 
those of Jack Lemmon, Arthur J.|of the guide include sections on 
Goldberg, Pearl Buck, Oleg Cas- | (1) The Great American Election, 
sini, Loretta Young, Patrice Mun- | (2) Russia & America—the Super 
jsel, Steve Allen, George Abbott,| Powers, (3) Common Concerns, 


| Dag Hammarskjold, Adlai E. Stev- 
enson and Princess Grace. 


e In cooperation with the Na- 
tional Assn. of Retail Grocers of 
the United States. Family Circle 
will run in its January issue a 23- 
page booklet of low cost recipes 


(4) Rich World-Poor World and 
(5) Areas of Rapid Change & 
Conflict. Weekly tests on the ma- 
terial are published on Thursdays; 
answers are published on Satur- 
days. The guide is free for group 
study use and individual orders 


| 


SEMINARIES AND OTHER 
CHURCH-RELATED SCHOOLS- 
CHURCH-CONTROLLED 
MEDICAL AND WELFARE 
INSTITUTIONS ...i.e., THE 
PROTESTANT CHURCH MARKET 


ADVERTISE IN 


| HRISTIANITY TODAY 


COVERAGE - 120,000 ministers and lay leaders in 
all major denominations, including executives and 
board members of schools and church controlled 
institutions 


NO-WASTE CIRCULATION — Every reader a buy- 


ing influence 


READERSHIP — nignest readership among religious 
magazines 
Write today for market folder “The Protestant 
Church and Institutional Market” with pertinent 
information, circulation and editorial analysis, 
rates and data. 


CHRISTIANITY TODAY pept. 4 


Washington Building, Washington 5, 0. C. 


are priced at $2. 
and menus and suggestions to the potas ot ¢ 


homemaker on how to stretch food | : , 

dollars by intelligent buying and | °® As a public peated. WERE, 
good practices in storing and pre- Cleveland, is telling drivers when 
paring food. Leading food manu- to put their car headlights on. 
facturers will participate in the Under a new state law, the legal 
promotion and their products will |20Urs when headlights must be 
be featured in the menus and rec- | US€d in Ohio are from a half hour 
ipes in the booklet. before sunset to a half hour be- 


fore sunrise. 
e Materials in Design Engineer- 


_ing has published a 24-page book- | » Billboard Music Week published 
jlet which defines and identifies | the “1962 Phonograph Directory,” 
|the basic markets for engineering | oriented toward supplying record- 
|materials, forms and finishes, in selling dealers with a finger tip 
jaddition to identifying in the guide to all the newest phonograph 
| hard goods industries the men who models available, Oct. 2. Reprints 
|select and specify the engineering | of the directory and copies of a 
|materials used in product design survey of phonograph, radio tape 
,and manufacture. Copies of the and accessory sales in record-sell- 


ing outlets, may be obtained from 
Denis Hyland, Special Services Di- 
vision, Billboard Music Week, 1564 
Broadway, New York 36. 


e “Viewpoint ’62,” an illustrated 
booklet previewing its entire 
1961-’62 television evening sched- 
ule, has been published by Na- 
tional Broadcasting Co., New York. 


|e Graphic Arts Monthly, Chicago, 


has launched a new industrial 
promotion campaign, aimed at 
promoting the printing industry to 
the general public, as well as 
printing buyers, using a series of 
advertising tributes to creative 
executives whose activities have 


Advertisement 


Mev1a Miss Knows that Vermont's 
balanced economy: “% industry, “4% 
agriculture, “% 
recreation, makes 
it a Sweet Mar- 
ket. With just 
one order, one 
bill, one buy, you 
can boost sales 
here with the 
Vermont Allied 
Dailies, a 6- 
newspaper group 
which covers the 
part of Vermont 
where 93.9% of 
the state’s $652 
million buying 
power originates. Write: VERMONT 
ALLIED DAILIES, Rm. 515, Statler 
Office Bldg., Boston, Mass. (Sales 
Management figures) 


If you are considering new office space in Chicago, we 
cordially invite you to inspect availabilities in the new 
Advertising Age Building at 740 N. Rush Street. 

This building, which will become our headquarters in 
April, 1962, is now being extensively remodeled with the 
installation of a beautifully modern entrance and lobby, 
new automatic elevators and central air-conditioning. 


The building is ideally located just one block west of 
Michigan Avenue and one block south of Chicago Avenue 
—close to bus, subway, Lake Shore Drive, and the Ohio- 
Ontario interchange with all expressways. There is also 
ample parking across the street. 


and April, 1962. 


CHOICE CHICAGO 
OFFICE SPACE 


Advertising Age 


The rent for this distinctive, convenient location is less 
than for any comparable space within miles—and it in- 
cludes air-conditioning! 


Desirable space, in any size units (up to 20,000 square 
feet on one floor) will become available between now 


The Advertising Age Building is particularly well suited 
for agencies, publishers, media representatives, research 
organizations, art studios, graphic arts services and other 
allied interests. We already have a lease from one agency 
and strong show of interest from several publishers. 


If you would like to see space, or talk further about the possibilities, please call or 
write Jack Barnett, Advertising Age, 200 E. Illinois St., Chicago 11 (DElaware 7-5200) 


in the 


Building 
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60,283,114 


58,881,746 


58,299,723 
57.418,311 


DAILY NEWSPAPERS 


ARE NOW CARRYING MORE ADVERTISING 
TO MORE PEOPLE THAN EVER BEFORE 


Diathy mewapepe corcutatee co te (med Stat hes aetna end Nace! Chet peop are ceeding ahmowt 


the history of cur country. The combined sewspager mare than ever teforn. It menms thet 
‘ 


RECORD—To promote the new rec- 
ord high in daily newspaper cir- 
culation in the U. S.—60,283,114— 
Bureau of Advertising, American 
Newspaper Publishers Assn., sent 


mats of this ad to about 700 dailies, | 


which are participating in the 

Newspaper Promotion Advertising 

campaign, for running in their own 
pages. 


benefited the entire graphic arts 
field. The ads appear first in 
Graphic Arts Monthly and then 
are inserted in selected metropoli- 
tan newspapers, with appearance 
timed to major industry associa- 
tion meetings. 


e Department of New Laurels: 

Look reports gross advertising 
revenue totaled $43,135,000 for the 
first nine months of 1961, a gain 
of $3,300,000 over the comparable 
1960 period. = 


ANGELO PETRI 

SAN FRANCcISCcO, Oct. 10—Angelo 
Petri, 78, pioneer California wine 
maker and a man who helped rev- 
olutionize U. S. wine marketing, 
died Oct. 4 after a long illness. 

Mr. Petri, who came to Cali- 
fornia from Italy in 1895, founded 
Petri Wine Co., now United Vint- 
ners, which today does about 23% 
of the total U. S. wine business and 
spends about $1,750,000 a year in 
advertising. 

He pioneered the national brand 
advertising of wine when he 
launched his new Petri brand in 
1938. Associates recalled today that 
the industry thought he was “put- 
ting the cart before the horse.” 


JOSEPH R. KNOWLAND JR. 
OAKLAND, Oct. 10—Joseph R. 
Knowland Jr., 59, assistant pub- 
lisher and general manager of the 
Oakland Tribune, died at his home 


here Oct. 6 of a heart attack suf- 


fered after a brief illness. 

He was the son of Joseph R. 
Knowland Sr., publisher of the 
Tribune, and brother of William F. 
Knowland, former majority leader 
of the Senate and now assistant 
publisher and editor of the Trib- 
une. 

Following graduation from the 
University of California, Mr. 
Knowland started as a cub report- 
er on the family newspaper. He 
entered the Army in 1942 and left 
as a major in the Air Force in 1945. 


CHARLES A. KOLB 

Wuire Ptains, N.Y., Oct. 10— 
Charles A. Kolb, 66, a former vp of 
General Foods Corp., died of a 
stroke Oct. 4 in St. Agnes Hospital. 
He was with General Foods 38 
years before retiring in 1960. He 
remained a consultant to the com- 
pany and other food manufactur- 
ers, specializing in sales promotion 
and trade relations. 


WILLIAM ALLEN UNDERHILL 

Corninc, N.Y., Oct. 10—William 
Allen Underhill, 73, president and 
publisher of the Corning Leader, 
died Oct. 5 in Corning Hospital of 


a cerebral hemorrhage, preceded 
by a heart attack. He was a past 
president of the New York Asso- 
ciated Dailies. 


ELIOT WARBURTON 

Lonpon, Oct. 10—Capt. Piers 
| Grove Eliot Warburton, 65, former 
‘chairman of William R. Warner 
Ltd., British subsidiary of Warner- 
Lambert Pharmaceutical Co., died 
| Oct. 5 in a London nursing home. 
| He was European manager of 
| Vick Chemical Co. from 1925 to 
'1939. After World War II, he 
,joined American Home Products 
| International in New York as vp. 
He returned to England in 1945 as 
chairman. 


Burley Paper, Station Sold 

The Herald Bulletin, Burley, 
Ida., and the Minidoka County 
News, plus KBAR, Burley radio 
station, have been sold by Mist 
Publishing Co. to Mr. and Mrs. 
|Dean Lesber, Merced, Cal. The 
| Bulletin is published five days a 


week; the News is a bi-weekly. 
Sale of KBAR is subject to ap- 
proval of the Federal Communica- 
tions Commission. 


Frank Vos Adds Account 

Merrin Jewelry Co., New York, 
has appointed Frank Vos & Co., 
New York, to handle its advertis- 
ing and mail order campaigns, in- 
cluding promotion of its Diamond- 
of-the-Year plan. Similar to a 
book club, the plan enables a cus- 
tomer to acquire a diamond brace- 
let or necklace one stone at a time. 
Maxwell Sackheim-Franklin Bruck 
is the former agency. 


Blackburn Ends Publication 
Blackburn Publications, New 

York, has suspended publication of 

Modern Server & Spirits Store 


with its September issue. This was | 
the sole publication of Blackburn | 


Publications, formed in 1959 by 
James E. Blackburn, former vp 
and director of McGraw-Hill Pub- 
lishing Co. 


| 
| 
| 
| 
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PERSONAL SERVICE 


Your time is invaluable. Yet you must 
know. That’s why a Farley Company 
representative is trained to give you a 
concise but accurate picture of the spe- 
cialized business markets reached by 
the media he represents. His success de- 


pends on how well he presents the facts 
to you. 


Markets Served 


Electrical Contracting * Electric Utilities * Electronics 
* Industrial Maintenance * Industrial Distributing « 
Mechanical Contracting * Policy Level Management 
* Savings and loan * Technical Management 


FARLEY COMPANY | 


Business Paper Representatives 
120 S. LaSalle St., Chicago 3, Ill. + Fi 6-3074 
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Compact, close, crowded... Providence, active “test” market, 
responsive “must buy” market chalks up record results 

from the penetration of WJAR-TV. Coverage conscious 
advertisers use WJAR-TV to reach more homes, more people 
in this most crowded market in the country... 


a reach that sells as it dominates. 
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RETAIL SALES 
per household 


SM. May 10, 1961 
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Ree De Veaux Resigns 
Ree De Veaux, promotion direc- 


tor of the International Silk Assn., 
New York, has resigned. 


McCann Expands in Houston 
‘to Service Humble Account 
| McCann-Erickson has 
space in the Montrose National 

Bank Bldg., Houston, in addition to 

its office a block away. The expan- 


taken, 


TMU 


Houston as Humble Oil & Refin- 
ing Co., a McCann account, con- 
solidated its headquarters here. 
Thomas P. Losse, senior vp, has 
been named management service 
director, and will divide his time 


Lambert & Feasley Names 2 Lon 
Harry Vosburg, vp and director hobby; for the past ten years, his 
of research of Lambert & Feasley, cronies have been his two grand- Tre 
New York, has been promoted to sons. They’ve absorbed fishing lore P 
vp and marketing services direc- and the love of the sport from him. Lip 
tor, a new post. Fred L. Ryner, Two summers ago, the three of 
formerly associate research direc- them took a fishing-camping trip Nev 
tor of Fletcher Richards, Calkins and sampled their luck from the being 
& Holden, has been named vp and Gulf of Mexico to rivers as far times 
director of research to succeed Mr. | west as Colorado and as far east as and e1 
Vosburg in his-previous post. Ohio—all on a single journey. ing 
He long ago “paid his civic rent” gt 
Ashe to Marketing Services _ with his skills and talents. He has he = 
Sydney Ashe, formerly vp of the = coordinated, and advised on, many desated 
Institute of Motivational Research, | 8 chamber of commerce public rela- The d 
has been named manager of the | = tions and advertising programs, and said n 
sales department of Marketing | ‘ pare ine peakper vets orn for lo- ag 
: seohat Pe. e groups. ? . 
pi ag a division’ of Dun & © In November, a 36-page slick mag- WORKER IN Olls—Clad in an old — 
» azine will hit the Birmingham bathrobe, Mr. Kilian often . on 
: newsstands and will find its way paints from dawn till breakfast 
Wright. Roth Named VPs 5 m to the desks of top brass in many in his backyard workshop stu- (3) he 
Hamilton Wright Jr. and John a of the nation’s leading industries. dio. a 
A. Roth have been named vps of > It will tell of Birmingham’s assets ee t 
Weston Associates, Manchester, * as a good place to work, live and Public Service Co., Electric up ge 
N. H. Mr. Wright is the agency’s ‘ do business. Birmingham Maga- Bond & Share Co., in New York, Lip 
director of public relations, and | [= zine is another chamber of com- and organized the Southeastern — ple of 
Mr. Roth is an account executive. | fs iv merce project on which Mr. Kilian Electric Exchange, a trade asso- — te 
LS 4 = is consultant. ciation for electric utility com- — _— 
e panies. He served the exchange Carers 
, is s Watchdog of his own company’s as its first staff officer. supers 
Pa RES advertising budget, he serves as Adman Kilian is slated to re- fects 
BUYINGEST MARKET i ko os * an adviser on the national adver- tire next year. Most people with = ca. 
| od oe tising copy group of the investor- his hobbies would plan to spend = y 
IN AMERICA | Ho natn pn arama eae pete tae Ala- owned electric power companies. more time with them. Not Mr. = ng 
ae rece »f gham, q y Goepe & papernangeng. Born in Cleveland, he is a vet- Kilian. He rides faster when y 
| e he confers with Mrs. Kilian on the decorating job to be done. eran of World War I. Mr. Kilian there are things pushing to be expar 
’ became a southerner by marriage done, so he’s anticipating a full- clude 
' Versatile dman Baa in 1918 when he chose a Georgia time job offer. Chances are, pinco 
|= eee Clarence Kilian girl for his bride. Before joining though, that the old, well-loved 
Alabama Power Co. in 1935, he had hobbies will still be pursued # Ot 
“Pop, what do you want to be bama Power Co., Birmingham. His worked for the former Tennessee regularly. by th 
METROPOLITAN when you grow up?” day begins before dawn, when he sao 
The sober, wide-eyed query often paints in his backyard work- or 
|. from his then-five-year-old shop until breakfast. Oil is his me- kde 
|. grandson was anormal question dium, and subjects run a gamut cor < 
- from any youngster who had from landscapes and seascapes to Hami 
lived around Clarence Kilian, hydro-electric dams. He has never antec 
— advertising manager of Ala- had a painting lesson, but his ing el 
works are sought by friends who with 
hang them with pride in their the | 
homes and offices. longe 
radio 
s Mr. Kilian won’t accept money wate 
for a painting, but another of his exter 
hobbies pays well. He supplies vue 
goodly quantities of orchids for the thre 
local market. In his greenhouse are reple 
more than 3,000 plants. Occasional- B. 
ly a persistent program chairman guar 
can persuade him to lecture on and | 
orchid culture before a garden Eye 
club. ante 
His home is evidence of his prac- Mur 
tical as well as esthetic talents. guar 
When he needed extra space in his its ¢ 
VOLUNTEER CONSULTANT—Mr. Kil- home recently, he finished two — 
ion served @: ¢ Itant to Dor- T°™S in his attic. He knows as *) Saat | 
ight) adze from a miter square, hand es C A a at | 
ts Starnes White, editor (rig ** a Stillson wrench like a profession- ty o 
and Elizabeth T. Burke, editori- 5) and is on familiar terms with PROFITABLE HOBBY—Adman Kilian waters some of the 3,000 orchid — 
al assistant, on the forthcoming prick and mortar. plants in his greenhouse. He supplies local florists, and the Kili- 
Birmingham Magazine. Fishing is his most rewarding ans enhance their home for guests with home-grown blooms. E 


sion also serves Communications | between Houston and New York. 
Affiliates Inc., which, like McCann, | Foster Wick has been transferred 
is a subsidiary of Interpublic Inc. | from Chicago to head the CAI of- 
Several persons were added in| fice. Other McCann staffers being 
shifted to Houston include Andy 
. : |Isaacson, creative director; Eric 
Advertisement | Ajello, radio-tv department head; 
: - Tuts Career Girt Knows that the/| Bill Scott, art director; and Paul 
Pp ie h : h ‘ most economical, effective way to | Haynie, Al Kehr and Richard 
rotestan ; ts urc es boost sales in the Isaacs, account directors. 
; E re thee: Sweet Vermont 
ae ene eS ae Market is with 
the Vermont Al- 
lied Dailies. Just 
|one order, one 
| bill, one buy, and 
your message 
|appears in the 
six key dailies 
that reach the 
part of Vermont 
where 93.9% of @ 
the state’s $652. & 
million buying |Marschalk Gets Account 
LAWRENCE ZELTNER, advertising manager power originates. Quality Courts United Inc., Day- 
lete folder - y ’ y 
dinette 3 Write: VERMONT ALLIED *DAT- \tona Beach, Fla., has named Mc- ' 
| on reader survey, MOODY MONTHLY dng “Si aon + te Cann-Marschalk, Miami, to handle. 5 
call or write today— . . its advertising. The former agency 
820 N. LaSalle Street ° figures.) | was Koehl, Landis & Landan. 


SELLINGEST NEWSPAPER 


Austin Seeks Agency 

Austin, Nichols & Co. New 
York, will choose between Hocka- 
day Associates “and one other 
agency” for the $500,000 Grant’s 
scotch account now handled by 
Alfred Lilly Co. The company re- 
cently interviewed six agencies; no 
decision is expected for some 
time. 


That’s the market where Moopy MONTHLY’s influence i» 
concentrated. This “invited salesman” has an entree into 
the homes of these active church leaders and gets you inside 
the important decision-making church board meetings. 
More than 75% of M/M’s subscribers hold positions of 
influence in these 60,000 conservative Protestant churches. 
And M/M’s 100,000 homes (with more than 280,000 read- 
ers) offers you another important market. 


AMERICAN 


... the only newspaper with the circulation | 
strength and influence to sell Odessa and its 
rich, ten-county market! 


nationally by 


Represented 
TEXAS DAILY PRESS LEAGUE, INC Chicago 10, Illinois 
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Longer Guarantee 
Trend Grows, Says 


Lippincott, M ies 
PP ‘i argul |appear Nov. 15. It will cover pub- 
New York, Oct. 10—Products are | 


being guaranteed two and three 
times as long as ever these days, 
and extra bonuses, such as service, 
are being tossed in as part of the 
offer. 

This was the conclusion of a 
study of 50 major companies con- 
ducted by Lippincott & Margulies. 
[ The design consultant organization 
ie said manufacturers gave these rea - 
ae sons for extending guarantees, or 
adding new ones: (1) To build 
greater consumer confidence; (2) 
to get an edge over competition; 
(3) to promote the result of prod- 
uct improvements; (4) to fight for- 
eign competition; and (5) to back 
up general statements of quality. 

Lippincott said the latest exam- 
ple of this trend was the “seal of 
integrity” just adopted by the Na- 
tional Assn. of Furniture Manufac- 
turers, which guarantees manufac- 
turers’ products to be free from de- 
fects in workmanship, materials 
and construction for 12 months 
(AA, Sept. 25). 

Appliance manufacturers, nota- 
bly Philco and Westinghouse, are 
expanding warranty policies to in- 
clude labor as well as parts, Lip- 
pincott & Margulies said. 


® Other recent warranties cited 
by the company included Magna- 
vox’s one-year guarantee for tubes, 
parts and service for its Gold Seal 
tv; Motorola’s car radio guarantee 
for one year, up from 90 days; 
Hamilton Beach’s five-year guar- 
antee of all of its products, includ- 
ing electric blankets; Bulova radios 
with a one-year guarantee, which 
the company says is four times 
longer than those offered by other 
z radio manufacturers. Hotpoint’s 
ee water heater guarantee has been 
extended from 10 to 15 years. Ben- 
rus has added an _ unconditional 
three-year guarantee for repair or 
replacement on its watches. 

B. F. Goodrich has added a tire 
guarantee against road hazards, 
and Polaroid introduced its Electric 
Eye camera with a two-year guar- 
antee. Easy laundry division 
oe Murray Corp. is out with a lifetime 
is guarantee on transmission parts in 
its domestic washers; Bissell re- 
Lies tains its one-year warranty for 
oa Sweep Master and Scrub Master, 
Caps: but has added a four-year warran- 
ty on the motor, + 


Over 100 pages monthly, de- 
voted solely to the interests 
| of more than 450,000 ac- 
. tive shooters and, hunters. 


Sample copy on request. 


AMERICAN” 
RIFLEMANt 0 


SCOTT CIRCLE WASH. 6 0.C. 


of | 


New School Book Bows 


Product Information for Schools, 
a digest-size bi-monthly pub- 
lished by School Management 
Magazines, Greenwich, Conn., will 


lic, parochial, and private schools 
and colleges. Advertising is sold 
in quarter-page units at $190 each 
for b&w. There is no premium 
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of their space charge in that book | Reese Joins Shure Bros. 


. - \Incres Line Names Resle 
the new magazine. Y 
against the Sete Gerald H. Reese, formerly sales| Incres Line, New York, owner 


: promotion and public relations|and operator of the cruise shi 
Simmons Opens PR Oftice |manager of Crush International, Victoria, has named the Resley 
Gurdon Simmons, formerly pub- | has joined Shure Bros., Evanston, ,Co., New York, to handle its ad- 
lic relations director of Einson- | Ill., as coordinator of sales pro- | vertising. 
Freeman Co., has opened his own | motion, advertising and public re- | 
office as pr counsel and merchan-_) lations. ‘Shulton Names Chanler 
dising consultant in the Dale Bldg., | Harvey Chanler, formerly with 


Allendale, N. J. Mr. Simmons has ‘Travel Agent’ Joins ABC the Library of Sound Education, 


been replaced at Einson-Freeman | Travel Agent, New York, has |has joined the home products di- 
by Maggie Walker, formerly with |joined the Audit Bureau of Cir- _vision of Shulton Inc., New York, 
the Tom Ryan Agency, Bangor, Me. | culations. as sales promotion manager. 


for bleed pages. Advertisers who 
use School Management, a sister 
publication, in 1962 can apply 10% 


° 


CIRCULATION 


(20% bigger than the No. 2 Construction Monthly) 


‘ 
a 


COST PER READER 


(Less than 1%¢ each on 12-time rate) 
° 


CONSTRUCTION’S FINEST ADVERTISING VALUE 


Compleat anglers hook onto CONSTRUCTION EQUIPMENT. 
For its hand-picked readers—men who make buying deci- 
sions — bulk largest in numbers and lowest in cost. With 
CONSTRUCTION EQUIPMENT you attract the contractors, 
plus every other buying group that you need and want to 
sell. Advertisers find that no other construction magazine 
offers such a brimming catch of values. 


Construction Equipment 


MAGAZINE 
A CONOVER-MAST PUBLICATION 


205 EAST 42ND STREET, NEW YORK 17 
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Pappas, Gomes to de Garmo 
Peter N. Pappas, formerly with 
Cohen & Aleshire, has joined de 
Garmo Inc., New York, as produc- 
tion manager. George A. Gomes, 
previously with Grey Advertising, 


has joined the agency as art di- | 


rector. 


Turock Joins Otarion 


David Turock, formerly with Ted | 


Gravenson Inc., has joined Otari- 
on Listener Corp., .Ossining, N.Y., 
hearing aid manufacturer, as as- 
sistant national advertising man- 
ager. 


H. ]. Seiler Names Agency 

H. J. Seiler Co. has appointed 
Hoag & Provandie, Boston, for 
promotion and test marketing of 
a new line of grocery items. 


Robinson Joins Gardner 
Ferrill T. Robinson, 


supervisor of broadcasting for J. 
F. Productions, has been named 


media group supervisor of Gard- | 


ner Advertising Co., New York. 


maximum 
power 
transmitter 


WOC.-TV Channel 6 Pag 


D. D. Palmer, President 
e 


. Guth, General Manager 
Pax Shafter, Sales Manager 


Peters, Griffin, Woodward, Inc., 


formerly | 


SHOE ON WHEELS—American Franchise Systems, 18415 W. Eight Mile 
Rd., Detroit, is launching a new operation, the Shoemobile, which 
picks up and delivers shoes for repair on a regular route. Each 


Shoemobile franchise will service 


with route salesmen calling on customers once in every six weeks. 
Distinctive feature is this delivery truck shaped like a shoe. 


an area of about 75,000 people, 


Coordinated Kiddy 
Program Plan Fades 
as Networks Hassle 


New York, Oct. 10—Here’s what 
| has happened at the three televi- 
jsion networks, following Federal 
Communications Commission 
| Chairman Newton F. Minow’s re- 
jcent proposal that the networks 
provide more constructive pro- 
gramming for children: 
e Representatives of the networks | 
held preliminary discussions. 
e American Broadcasting Co. de-| 


a children’s programming unit. 

e Miffed, Columbia Broadcasting | 
System and National Broadcasting | 
Co. decided to go their separate | 
ways with the development of ad- 
| ditional programming in this field. | 


= The networks were aiming for a| Nagler Heads New PR Unit 


|coordinated plan until ABC an- 
;/mounced last week the establish- | 
ment of a children’s programming 
junit, under the direction of Jules 
Power, experienced producer of 
children’s shows. Mr. Power has 
been instructed to develop an ed- 
ucational-entertainment program 
for children to be telecast late 
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Westinghouse Electric Tells FCC 


of Rising Costs of 


TV Advertising 


The two tables below were put into the record of 
the Federal Communications Commission tv pro- 
gramming study (AA, Oct. 9) by Westinghouse 


Electric Corp. 


Westinghouse’s ‘Studio One’: a Case History 


TV Sets 
in Weekly Weekly Total 
No. of Coverage Time Program Weekly 

Sept. Stations Area Cost Cost is Cost 
ae” cies 25 2,047,300 $11,784 $ 6,100 $ 17,884 
epee 48 7,069,000 19,754 8,500 28,254 
Ae as 52 12,315,400 34,546 13,500 48,046 
| 52 15,800,000 45,950. 15,950 61,900 
WE  eixessssid 63 23,470,000 48,297 24,850 73,147 
WO, isesecial 86 29,020,000 51,498 29,156 80,654 
ON aise 98 31,390,000 53,620 32,550 86,170 
WEE asada 95 34,610,000 55,769 43,620 99,389 
WO sans 98 38,770,000 61,150 50,800 111,950 
eae 99 40,280,000 60,927 62,500 123,427 


*Cost based on last week in September. 


Evening Network TV Costs Since 1950 
Total Time and Talent 


jafternoons in the 1962-’63 season. 
| Pointing out that it is already 
| programming “a very substantial 
|number of hours of direct value to 
| young audiences,” CBS announced 
}it would present the New York 
|Philharmonic and the young 
people’s concerts of the Philhar- 
|monic, both conducted by Leonard 
, Bernstein, in prime time this sea- 
son. The monthly show will be 
broadcast at 7:30 p.m. (EST), with 
Shell Oil Co. sponsoring the young 
| people’s concerts and Ford Motor 


cided to go it alone and created development of constructive chil- 
dren’s programming “which has al- 


|‘Update’ and ‘One, Two, Three— 


Co. the New York Philharmonic. 


NBC said it would continue its 


ready resulted in the inclusion in 
the current schedule of such young 
people’s informative programs as 


Go’.” # 


Jerry Nagler has been named to 
head the newly formed public re- 
lations and publicity department 
of Gero, Bierstein & Levy, Pater- 
son, N. J. The new department will 
be at the 35 W. 53rd St., New 
York, office of News & Alliance, 
a pr company operated by Mr. 
Nagler. 


*® complete color facilities 


1950 1955 1960 
Type of Cost per Cost per Cost per 
Program Telecast (1) Telecast (2) Telecast (2) 
60-Minute Shows 
General Drama .............00. $21,375 $123,700 $210,967 
EL ~sitidaiusihlininnsenntaiedelints 24,725 190,250 258,183 
Suspense Mystery .............. (Not Available) (Not Available) 167,067 
I ccmasiadtaeuididchSinSeiincaise (Not Available) (Not Available) 163,900 
IID: © hich tekictaieditieadentuie’ (Not Available) (Not Available) 178,950 
Average Evening 
Program (60-Min.) .......... 23,592 143,600 201,950 
30-Minute Shows 
General Drama ..........ccccee 13,250 68,950 95,350 
Variety .. 13,200 76,950 95,967 
Suspense Mystery ................ 13,934 70,200 87,317 
Situation C 9,960 70,200 91,100 
Suspense Mystery .............. (Not Available) (Not Available) 167,067 
SINS . 0. nie cesilicchenbiciinibsessis (Not Available) 59,350 91,300 
Adventure ............ (Not Available) (Not Available) 79,275 
Quiz and Audience 
IID. Siccchccveiesoapons (Not Available) 56,650 78,283 
Average Evening 
Program (30-Min.) ............ 12,709 65,550 88,017 


Source: (1) McCann-Erickson (2) Nielsen 


FTC Issues Stop 
Order on Livigen 


WASHINGTON, Oct. 10—An order 
by the Federal Trade Commission 
against Max Laserow, inventor of 
Livigen skin cream, today snipped 
off the last thread in a series of 
cases based on promotional activ- 
ities of David L. Ratke. 

In August, the commission had 
accepted a consent order requiring 
Livigen Sales Laboratories, Biotex | 
Ltd., and Mr. Ratke to stop using 
ads offering Livigen as a skin re- | 
juvenator. At the same time, Ex- | 
aminer Edward Creel had issued 
an initial decision proposing a sim- | 
ilar order against Mr. Laserow, 
who denied any responsibility for 


Advertisement 


Market ANALYst Reveats Att! Tells 
how she sells in the Sweet Vermont 
Market with just 


the advertising. 
Beginning in October, 1958, FTC 
issued a_ series of complaints 


|against an array of promotions 


owned by Mr. Ratke, including a 
battery additive, a lawn prepara- 
tion, a car polishing mitt, a re- 
ducing preparation, and a hair 
wave preparation. All ended in 


| consent settlements. Mr. Ratke al- 
| so faced federal mail fraud charges 


and New York City criminal ac- 
tion for other products which he 
was promoting (AA, Aug. 28). # 


Peter Pin-Up to Chambers 

Peter Pin-Up Enterprises, New 
Canaan, Conn., maker of nursery 
products, has named Chambers, 
Wiswell & Moore, Stamford, Conn., 
to handle its advertising. 


Keil Joins ‘American Home’ 
Edward Keil, formerly copy 
chief with Howard A. Harkavy 
Agency, New York, has joined 
the promotion copy department of 
American Home, New York. 


one order, one WJ 
bill, one buy. 
Uses the Ver- 
mont Allied 
Dailies, a 6- 
newspaper group 
which saturates 
the part of Ver- 
mont where 


—any day of the week 


WINSTON-SALEM ae 


JOURNAL-~> SENTINEL 


MATIONAL REP, KELLY-SmrTH CO. 


| lion buying in- 


93.9% of the 
state’s $652 mil- 


come originates. 
For. details, 
write: VER- 
MONT ALLIED DAILIES, Rm. 515, 
Statler Office Bldg., Boston, Mass. 


| (Sales Management figures.) 


||Mazza Joins Mogul 
Harold Peter Mazza, formerly - 


am account executive with Kud- 
ner Agency, has joined Mogul Wil- 
liams & Saylor, New York, as an 
account executive. 


K&E Names Braunworth 

James E. Braunworth, with the 
personnel services division of 
Kenyon & Eckhardt, New. York, 
has been appointed employment 
manager. 


Weaver's Foods to Lavenson 

Weaver’s Foods Inc., New Hol- 
|land, Pa., has named the Lavenson 
Bureau of Advertising, Philadel- 
| phia, to handle its account. 
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Insurance Admen Urged to Adjust Selling 
Strategy to Current Marketing Revolution 


Dautas, Oct. 10—“Communica- 
tions—The Variable Constant” 
formed the theme of the 28th an- 
nual meeting of the Life Insurance 
Advertisers Assn. 

The three-day convention 
brought into focus a number of 
challenging problems, one of which, 
“stiff competition,” was discussed 
by the opening day speaker, Will- 
iam A. Dobson, vp, Opinion Re- 
search Corp., Princeton, N. J. 

Basing his observations on a sur- 
vey conducted by interviews and 
research, he said, “I was told that 
life insurance advertising budgets 
are up ... that you are telling 
your story as never before. How- 
ever, only 65% of the American 
public remember seeing or hear- 
ing any advertising for any life 
insurance in the last 12 months. 
Furthermore, when asked, ‘What 
company or companies were ad- | 
vertised?’ only 12 companies could | 
be named by as many as 1% of | 
the population, only three compa- | 
nies by more than 5% and only 
one company by more than 15% 
of the American public.” 


® Delivering the keynote address 
at the luncheon meeting, a Dallas 
insurance executive told his lis- 
teners to go back home and change 
your companies into “insurance- 
marketing companies.” 

“There’s been a revolution in the 
business world, and it has only 
touched the fringes of insurance 
so far. It’s the marketing revolu- 
tion,” said Travis T. Wallace, board 
chairman of the Great American of 
Dallas insurance companies. 

“The big change occurred when 
businesses stopped concentrating 
on simply answering essential de- 
mands and stepped forward into 
creating desires that went far be- 
yond basic needs,” he stated. 

Mr. Wallace said, “I believe that 
every insurance company should 
re-orient its point of view and 
come to the realization that they 
are in business to market insur- 
ance. 

“IT would even propose a change 
in common terminology,” he added. 
“Where companies now speak of 
‘writing insurance’ for this and 
that, I would propose that they 
say ‘selling insurance’.” 


@ The speaker admitted that it 
would not be an easy task for the | 
insurance advertisers to re-orient | 
their companies. He noted that few | 
insurance companies have market- | 
ing men in their top policy-making | 
positions. | 


|men, it unearthed an appalling fact 


the people who aren’t marketing- 
minded. But you can begih a proc- 
ess of education within your own 
firm. You can draw everyone’s 
attention to the point of sale and 
say, ‘That’s what we’re in business 
for.’ You can open the minds up- 
stairs to the subject of people... 
what they want. . . how they talk 
. . . how to talk to them. And you 
will find your own job more satis- 
fying and rewarding as a result. 
And your neighbors won’t assume 
you’re in a dull business.” 

That the vast majority of people 
think insurance is dull, Mr. Wal- 
lace remarked, was corroborated 
by a survey made by an advertis- 
ing publication (ADVERTISING AGE). 
“Trying to find out what the 
neighbors think about advertising 


about what people think of insur- | 
ance. When asked to name the} 
dullest businesses, the large ma- 
jority named banking, finance and | 
insurance.” 


# Another speaker plugged news| 
paper advertising. Stanley Marcus, | 
president of the Dallas-based Nei- | 
man Marcus specialty stores, said: | 

“Our major communications) 
method is the daily newspaper, | 
which we regard as the single most 
important avenue of expression 
to our public. We have not been 
able to use radio or television with 
any marked degree of success, nor 
in my opinion will they ever sup- 
plant the newspaper for our type 
of store operation. 

“Basically, we feel that through 
the newspaper we contact the 
largest number of people by the 
least expensive method. Through 
the newspaper we can project 
fashion as well as anyone in the 
country. When we get into the 
field of television, a retail adver- 
tising budget cannot compete for 
the quality of production that is 
set as a standard by the big na- | 
tional advertisers.” 

L. Russell Blanchard, Paul Re- | 
vere Life, succeeded John L.|} 
Briggs, Southland Life, as presi- | 
dent of the group for the 1961-’62 
year. Other new officers are Wil- 
liam A. Neville, Great-West Life, | 
vp; Robert M. MacGregor, Phoe- | 
nix Mutual, treasurer; George H. | 
Kelley, New York Life, secretary; 
David J. Behling, Northwestern | 
Mutual, editor. + | 


ANPA Boosts Research Setup 


American Newspaper Publish- | 


ers Assn., New York, will expand | 


“The lack of imagination isn’t | the facilities of its research center | 
usually found in your offices,” he | at Easton, Pa., at a cost of $450,000. | 
said. “It’s usually found in offices |Construction will start immediate- | 
upstairs, and unfortunately it flows | ly and will be completed next May; | 
downward to permeate the entire |it will triple the center’s existing | 
company. facilities. ANPA also announced | 

“Now I know you can’t rise in| that daily newspaper circulation in 
armed rebellion and throw out/|the U.S. reached a record 60,283,- | 
/114 for the six months ended | 
March 31. | 


Berutti Joins Gardner | 
Martin G. Berutti, formerly mar- | 


keting research manager of the) 


. Arrestin | Reardon Co., has joined Gardner | 
Arrest @ Sa , : | 


Advertising Co., St. Louis, as a| 
senior analyst in the research de- | 
partment. | 


ORCHIDS FOR HER 


will mean SALES 


MORE TRAFFIC — 

GOODWILL 
AS LOW AS 9¢ EACH 
MINIMUM ORDER 100 


RED (NOSE) ALERT—Johnson & John- 
son’s new wire display is designed 
to hold Arrestin Cough Medicine | 
and Nose Drops & Spray, plus six 
bottles of Liquiprin; rack can later 
be used for books by removing the | 


@ ORCHAWAII 


ORCHIDS OF HAWAII, INC. 3 
305 7th Ave. W.Y. 1, WY. + OR 56500 
sean 11, 0M, « Yel: 67.5708 

* 0 . . , Woe 1 7 
top copy panel. Thomson-Leeds Co. | > 2aa2i Nerseans ke tomas A Cal OA S.0381 
designed and produced the display. | 


O’Brien Joins Davis 

Frances B. O’Brien has rejoined 
Phil Davis Musical Enterprises, 
New York, producer of musical 
commercials, as public relations, 
advertising and merchandising co- 
ordinator. Mrs. O’Brien served the 
company as public relations direc- 
tor until 1954, when she left to take 
a teaching post and become a free 
lance writer. 


TvQ Adds Three Clients 

Home Testing Institute, Port 
Washington, N.Y., has added three 
advertising agencies to its list of 
clients for its TvQ qualitative tv 
research service, bringing the total 


number of subscribers to 15. New | 


clients are William Esty Co., Sul- 
livan, Stauffer, Colwell & Bayles, 
and Lennen & Newell. 


Rogers Joins F&S&R 

Stanley Rogers, formerly crea- 
tive director of McCann-Mar- 
schalk, Boston, has joined the cre- 


|ative staff of Fuller & Smith & 


Ross, Pittsburgh. 
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WIRTZ, HAYNIE & EHRAT, INC., Managing 
PhonesRA 68333 “Zz Code 312) 
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FICE SPACE 
VAILABLE 


The most distinctive address 
for your Chicago headquarters. 
Located in the heart of 
“advertising row,” convenient 
to and for suppliers 

to the advertising field. 


north 
michigan avenue 
mbuilding 


© excellent servic® 


@rre same Superior adult 
programming in every impor: 
tant market of the nation = 
... reaching the influential 
QUALITY THIRD FM audience! 


THE NATION FOR SALE 
on HERITAGE FM 


Write for Heritage Consumer Profiles 
numbers 4 and 5 ~@ showing why the 
Heritage Stations audience is superior, in 
terms of PROFESSIONALS . . . EXECU- 


TIVES and PROPRIETORS. 


HERITAGE REPRESENTATIVES 


New York: 15 West 44th Street © Chigago: 8 South Michigan Avenue ® Los 
Angeles: 2917 Temple ® Detroit: 1761 First National Bank Bidg. © Boston: 234 
Clarendon ® Atlanta: 805 Peachtree ® St. Louis: Box 6155 ® San Francisco: 625 
Market ® Seattle: 610 Lloyd Bidg. ® Minneapolis: 1138 Northwestern Bank Bldg. 
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‘Freeze’ on Small MPO Produces 8mm Projector 

‘ MPO Videotronics, New York, 
Business by Net TV producer of tv commercials and 
industrial films, has entered the 
Gets House Study —~——;equipment production field with 
a new 8mm sound film continuous 
| WasuHIncTon, Oct. 10—A new | projector designed for sales train- 
_congressional look into the adver- ing and promotional use. Called 
|tising arrangements in the tv in-| the Videotronic 8, the 18 lb. port- 


dustry will get under way here able unit has a self-contained rear 
‘next month when a House small | projection screen which is said to 


| business subcommittee under Rep. | make viewing possible without a 


Dale Alford (D., Ark.) looks into | separate screen or room darkening. 
| charges that small companies have | The projector is equipped with an 
trouble getting tv time in the! automatic rewind magazine. 
prime evening hours. 

The subcommittee has ear- | Grauer/Elliot Adds Two 
marked Nov. 6 and 7 for its hear-| Grauer/Elliot Advertising, New 
ings. It was still lining up witnes- | York, has been named to handle 
ses last week, with letters asking | advertising, sales promotion and 
_the National Assn. of Broadcasters |pr for Rosine Products, manu- 
| and other associations to comment | facturer of the Glamour De Rose 
,on complaints which the subcom- line of beauty soaps and cosmet- 
mittee has received from small ad- | ies, and the Metropolitan -Club, 
Buzby Phillips Terhune | vertisers. : | both of New York. 

REMEMBER WHEN?—G. C. Buzby, president of Chilton Co. and E. B. The new look into network con- | ie C N 
Terhune Jr., publisher of Department Store Economist, reminisce trol of evening hours comes at a Caloric -hanges ame 
with C. Swayne Phillips, retiring after 48 years on the ad sales staff |time when the Federal Commu-| Caloric Appliance Carp, Wye- 
of Chilton’s Economist magazine. Also attending the luncheon in | Hications Commission is approach- | Cote, Pa., has changed w - 
Mr. Phillips were agency and advertising friends. He re- | "8 the climax of a rule-making to Caloric Corp. to reflect the 
honor of ! | procedure which may involve the |company’s diversification of prod- 
ceived a Steuben glass bowl. jelimination of network option/uct lines. Besides gas kitchen ap- 
|time arrangements, often identi-|pliances, it manufactures curtain 
uneven “clumpy” looking lawns,| fied as a barrier to the use of | wall panel, corrugated siding and 
Toro Maps Lucky sucks up leaf clippings and starts| prime evening time by non-net- | related items. 


Number Promotion and handles easily. This year’s| work advertisers. 


budget is about $1,500,000. The wee Caskey — = 
y 1962 outlay is believed to be slight-| @ A commission decision in Sep-|__9&2@"ne Caskey, formerly wit 
ty Mow P Foy 
for Rota wenden: ly more. tember, 1960, proposed to reduce | Yeck & Yeck Advertising Agency, 


MINNEAPOLIS, Oct. 10—Toro Mfg. the time periods available to net- | 4S joined WONE, Dayton, in the 


Corp. has mapped a high-powered|® Toro is also introducing its new | works to a maximum of 2% hours newly created post of promotion 


|advertising campaign for next|Caddy Master, a battery operated | in the four-hour evening segment. | 24 Public relations director. 


spring, designed to cash in on the| golf cart. Although the company | 
industry’s big replacement market. is considering advertising the cart | 

Billed as the biggest effort yet | in consumer magazines, it believes 
for the powered  grass-cutting| that the real market will be among) 


Last May the commission reopened | : 
the proceeding, fixing Oct. 6 as the | Advertisement 
deadline for comments on whether | 


the practice of time optioning by | Woman’s Inturrion is not necessary, 


. : |television broadcast stations is i i 
be keyed to a “lucky number” |courses, which will rent them out) contrary to the public interest | vetleige mg ag >: Se Soe 
and “trade-up, trade-in” theme.|to players. “Renting golf vehicles | .,4 should be prohibited. lean boost sales 


The back of “lucky number” cards | at country clubs has replaced slot 


bound into copies of a May issue | machines as a chief source of rev-| resent timetable, an oral, argu.| Vermont Mecket 
pg eo a $10 “trade-up, | — ar arias te institu- | ent on the option time issue will | with just one 


In the “lucky number” promo-|tional machines for use by high- | P€ held before the full commission | order, one bill, 


| : |on Nov. 3. In that event, the future|one buy—THE 
tion, Toro will give away Whirl- | Ways, parks, cemeteries, golf | . ‘ P ‘* 
wind rotary mowers to 100 readers | Courses, airpo end schooks, Toro | °! option time will be before the; VERMONT AL 


redeemable at Toro dealers. An/| spreads in 21 business publications. | perclnne-sogrernyotinars os sub bn o pepe 

April.issue of The Saturday Eve- Merchandising kits for consum-| : blankets the part 

ning Post will carry the company’s |e promotions and co-op advertis-| tat Vaemeas 

$10 extra trade-in allowance on a ing plans, including newspaper |Pesin Joins Mendelsohn |where 93.9% of 

new 21” Whirlwind model. |mats and radio-tv scripts, will be} Harry Pesin has joined David ins chute $652 
made available to dealers. Each|J. Mendelsohn Advertising, New : 


: > : , | illi i 
/s To help Toro dealers corner a|of Toro’s franchised distributors) York, as Ist vp in charge of million buying 


larger portion of America’s riding | will create an area advertising and | creative services. For the past year ean haan te pen ae 
mower market, Toro has scheduled | promotion plan that will tie-in he has been traveling abroad; be- | Office Bldg. Beston Bees. (Sales 
page ads during April and May in | with the national effort. - \fore that he was vp and creative Management figures) 
Suburbia Today. For communities, Batten, Barton, Durstine & Os-| gi octor of Rockmore Co. 
not covered by the supplement, | born, Minneapolis, is the agency. =| 
Toro will run ads in local supple-| 
ments in which participating rid-| Bates Names 3 Directors 
ing mower dealers will get free; Herbert G. Drake, C. James 
listings. Fleming Jr. and John Metcalf 
Other magazines on the 1962/ have been elected to the board of 
Toro schedule are American Home,| directors of Ted Bates & Co. Mr. | 
Better Homes & Gardens, Farm|Drake and Mr. Fleming are senior | 
Journal, Flower & Garden, Flower|yps and account group heads in 
Grower, Life, Organic Gardening |the New York office. Mr. Metcalf 
and Popular Gardening. is joint managing director of Hob- 


The power mower push will be|son, Bates & Partners Ltd., Lon- 
geared to replacement sales, which | gon. 


will make up about 70% of the! 


market, Robert W. Gibson, Toro’s ‘Ben Casey’ Sold in Canada 
vp in charge of marketing, said. ABO Piles. New York, hes 


on ong gga peeted i gy + es signed Colgate-Palmolive and Ford 
Toro rotary mower is reported to Motor of Canada f ray! co-sponsorship 
have about 12% to 15% share of of ee ng ie: a era 
|the rotary market, slightly ahead- lace — run on ABC-TV Oct. 2 
‘of Lawn Boy. Rotaries account The Col aie beer wes wane through 
|\for about 82% of the entire lawn retin, ill eB te - Ford’ d 

mower market. | Spitaer, Mills nos igmg, ~hahattranl 


(which competitors are 
releasing national 
schedules where) 


| was placed by Vickers & Benson. — ACB Schedule Listings Tell 
. ‘ Ps ‘ ‘ 
= David M. Lilly, president of ’ This service covers Na- or otherwise —without your 
Toro, said the company looks for ‘Visit the mer ata | tional’’ newspaper advertis- knowing about it. Tells where 
a re-surge of popularity for reel, Visit the U.S.A., need — bei ing placed by your competi- and when ad ran: supple- 
mowers, which have already ‘Witch from bi-monthly to month- | When the first ad breaks t ts list addi 
climbed back to 12% of the market !¥ Publication with its January is- | cose. on Coe Eret ad bres area: Waar oe 
trom © low of about 7% in 1958- Sue. Circulation guarantee will go (no matter where) we'll spot tional ads giving a record of 
‘59. (Toro is said to have about a ‘Tom 4,000 to 4,600. One-time bé&w | it—and report it. No longer entire schedule. With Linage 
a ee aoe mee $280 pow Face wider ane will competition start cam- & Cost Summary also sup- 
j dict ’ - ‘ . lini Oe . : : 
a og og | _—  aiee gt count will be installed. paigns in remote cities—test plied if desired. 
which this year accounted for 6% | We read every daily newspaper advertisement 
of the industry’s volume. Page Re-Elected AU 
The theme of next year’s adver-| Shelby H. Page, senior vp of tHe ADVERTISING CHECKING BUREAU, inc. 


tising will be, “Trade your trou-|Ogilvy, Benson & Mather, has NEW YORK, 353 Park Avenue South - CHICAGO, 18 South Michigan Avenue 
bles for a new Toro.” Ads will say |been re-elected president of the MEMPHIS, Tenn. + COLUMBUS, Ohio - SAN FRANCISCO, 51 First Street 
the Toro power mower lasts for Advertising Agency Financial | : ia é 

years without breakdowns, ends Management Group, New York. Send today for descriptive material and free catalog. 
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Advertising Age, October 16, 1961 


Dutch Masters 
Shifts from EWRR 
to Papert, Koenig 


Move of $2,500,000 
Account Follows 1 Week 
After Switch by David 


New York, Oct. 13—Dutch Mas- 
ters Cigar Co., after a 25-year 
stay with Erwin Wasey, Ruthrauff 
& Ryan and one of its predecessors, 
Erwin, Wasey & Co., will move to 
Papert, Koenig & Lois Jan. 1. 

EWRR will remain the agency 
of record for all tv activities until 
the end of March, the termina- 
tion date of Dutch Masters’ con- 
tract with the “Ernie Kovacs 
Show” (ABC-TV). The account, 
including Dutch Masters and Har- 
vester cigars, bills somewhat un- 
der $2,500,000. 

News of the account move came 
a week after the announcement 
that Robert David, vp and ac- 
count supervisor on Dutch Masters 
at EWRR, had joined Papert as 
vp and account supervisor. In 
commenting on the two almost 
simultaneous moves, Jack Mogu- 
lescu, ad vp of Dutch Masters, 
said, “It would be unfair to say 
we moved to Papert because Mr. 
David did, but it would also be 
unfair to say he had nothing to 
do with our decision. 


s “We had no specific intention 
of leaving, because EWRR has 
done a very good job for us. But 
we had been feeling for some time 
that it might be wise to have new 
eyes look at some of our problems. 
Then when Mr. David left, we 
decided that rather than work in 
a new account man, it would be a 
good time for us to make a change 
too,” he said. 

Papert was the only agency 
Dutch Masters talked to. “We 
didn’t want to make a tv spec- 
tacular out of it,’”’” Mr. Mogulescu 
said. “We made a very thorough 
examination of the agency—much 
more thorough than if Mr. David 
hadn’t been there. And we were 
very impressed.” + 


Gene Flack, 66, 
Sunshine Biscuit 
Ad Head. Dies 


BRONXVILLE, N. Y., Oct. 12—Eu- 
gene W. Flack, 66, advertising di- 
rector and trade relations counsel 
for Sunshine Biscuits for more 
than 25 years, and perennial toast- 
master at advertising banquets, 
died here yesterday at Lawrence 
Hospital, as a result of peritonitis 
following surgery. 

He had been president of Nation- 
al Sales Executives, Sales Execu- 
tives Club of New York, and Ad- 
vertising Club of New York. He 
was a member of the national dis- 
tribution council of the U. S. De- 
partment of Commerce, the U.S. 
Chamber of Commerce’s committee 
on advertising, and a director of 
the AFA. 


es Mr. Flack joined Loose-Wiles 
Biscuit Co. (Sunshine’s predeces- 
sor) as director of trade relations | 


Last Minute News Flashes 
Roma, Cresta Blanca Shift from DDB to NC&K 


New York, Oct. 13—Schenley Industries has switched advertising 
for its CVA Co.’s Roma and Cresta Blanca wines from Doyle Dane, 
Bernbach to Norman, Craig & Kummel, effective Jan. 2. These brands 
billed some $250,000 in measured media in 1960, but preliminary 
budgets range to $1,000,000. 


BBDO Names Ward; Other Late News 


e Al Ward, copy chief of Batten, Barton, Durstine & Osborn, New 
York, has been named assistant to the president, in charge of regional 
offices. His copy duties will be divided between Whit Hobbs, who 
moves from associate copy chief for print, to print copy chief, and Ar- 
thur Bellaire, former associate copy chief for broadcast, who has been | 
named broadcast copy chief. They will now report to Robert Foreman, 
head of creative services. 


e Onofrio Paccione has resigned as vp and art director of Grey Adver- 
tising to become exec vp and creative director of Leber & Katz, which 
will become Leber, Katz & Paccione on Nov. 1. 


e Mead, Johnson & Co. has shifted advertising emphasis from Metrecal 
liquid to Metrecal wafers for the remainder of the year. The bulk of 
the print schedule and almost half of the television budget will promote 
the low-calorie cracker. Kenyon & Eckhardt, New York, is the agency. 


e Norman Glenn, head of Sponsor Publications, New York, has con- 
firmed that U. S. Radio, as of January, will be offered not as a sepa- 
rate monthly magazine, but as a radio service of Sponsor, to be sent to 
all Sponsor subscribers. 


| 
| 


e The American Weekly, New York, Hearst Sunday supplement, plans | 
to “eliminate some conflicts” and expects that by year’s end its list of | 
distributing newspapers will total somewhat less than its current fig- 
ure of 30. 


e Storer Broadcasting Co., Miami, has dropped its $10,000,000 option 
for the purchase of WINS, New York, which faces the possibility of 
public license renewal hearings over payola charges, and has reached 
an agreement with Loew’s Theaters for the purchase of WMGM, New 
York, whose license had been renewed through mid-1963. 


e Erwin F. Russell, formerly publisher of the Harrisburg Patriot & 
News, has been named publisher of Vogue, a new post. 


e Buick will kick off simultaneous market saturation campaigns Oct. 
20 in Detroit and Chicago, referred to as “Market 2” and “Market 3.” 
The concentrated advertising will include radio spots, newspaper and 
outdoor. The campaign is patterned after-a successful blitz held last 
spring in Los Angeles. The total campaign will run into December. 
Newspapers will carry large-size ads almost daily. Radio will begin 
Nov. 5 for a week and then will come back Nov. 19 for two weeks. 
The No. 200 outdoor showings will also be split. Buick and its agency, 
McCann-Erickson, had no comment on the program. 


e Wayne Muller has been promoted from sales manager of KBIG Ra- 
dio, Catalina, Cal., to vp of sales for the station’s parent company, John 
Poole Broadcasting Co., Los Angeles. 


e Charles S. Downs, vp of advertising and public relations of Abbott 
Laboratories, North Chicago, Ill., will change his title to vp of public 
relations to devote more time to pr activities. William D. Pratt, adver- 
tising manager, may also get a new title. 


e L. B. Wilson Inc., sole survivor of the four-way contest for Miami’s 
Channel 10, appeared due soon for licensing. The Supreme Court on 
Oct. 10 refused to review the FCC’s July, 1960 decision to reassign 
the license to Wilson. The license case originated out of charges that | 
undue influence had been exerted on former Commissioner’ Richard 
Mack. 


e Western Outdoor Advertising Co., Omaha, has acquired the business 
(but not the name or building) of National Outdoor Display Co., Min- 
neapolis. Earl J. King, owner of National Outdoor, will continue with 
Western as northwest and midwest representative. 


e D. P. Brother & Co., Detroit, has appointed Robert S. Edwards a 
group creative supervisor. Mr. Edwards joined the agency in 1955 as a 
merchandising account executive after serving as ad manager of Trail- 
mobile Inc. 


e National Business Publications will confer the 1961 Silver Quill 
award of the specialized business press on Vice-President Lyndon B. 
Johnson at the 11th annual State of the Nation Dinner at Washington 
Feb. 1. The award is made “for most distinguished service to business 
and industry.” 


e Maxon Inc. and D.W.G. Cigar Corp. will terminate their three-year 
relationship Dec. 31. The Detroit cigar maker (R.G. Dun and other 
brands) said it will name a new agency “within a few weeks.” The 
account bills an estimated $400,000. 


e Ford division has tentatively changed the introduction date of its 
new Fairlane car from Nov. 2 to Nov. 16 because of the strike by 
UAW. Although Ford and the UAW signed a national agreement, local 
strikes may force a delay of the introduction beyond Nov. 16. If all 
Ford plants go back in operation by Monday (Oct. 16), the intro- 


ductory date may still be switched back to Nov. 2. Lincoln-Mercury | 
division so far has not altered its advertising plans for the new Meteor, | 
due for introduction Nov. 30. Mercury still has time if the strike drags | 
out to change plans. 


in 1936. Previously he had been a) » 4 federal grand jury in Los Angeles has indicted major Chevrolet 


reporter, an infantry captain in 
World War I, and a copywriter 
and vp of Swenson Advertising 
Agency, Chicago. At the agency he 
worked primarily on the Independ- 
ent Grocers’ Alliance account. 

In private he had a wry humor, 
once remarking sardonically that 
his recipe for being a successful 
advertising manager was to get as 
big an appropriation as possible, 
spend it as fast as possible. If the 
campaign clicked, he said, he took 
the credit, if it didn’t he blamed 
the agency. + 


| dealer associations and four factory executives of the Chevrolet di- 


| vision of General Motors on charges of conspiracy to eliminate dis- 
| count house competition in the sale of Chevrolet autos. The indictment 
specifically charged criminal violation of the Sherman anti-trust and 
Clayton acts. Defendants are Robert M. O’Connor, Chevrolet manager 
|of the L.A. sales zone; Roy M. Cash, Chevrolet Pacific Coast regional 
| manager; and Lee N. Mays and Kenneth E. Staley, assistant and gen- 
eral sales managers, respectively, for Chevrolet in Detroit. 


e Gilbert Advertising, noted as a fashiom agency, has added its first 
non-fashion account, Gold Seal Vineyards, Hammondsport, N. Y., pro- 
ducer of New York State wines and champagnes. Kastor, Hilton, Ches- 
ley, Clifford & Atherton formerly handled the account, A $50,000 holi- 
day campaign of bi-weekly color pages in the New York Times Maga- 
zine will break Oct. 22 and run through Christmas. 
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Opinion Leaders Unaware of Efforts 
at Self Improvement by Ad Industry 


CuicaGo, Oct. 13—Perhaps the most startling finding in the Four 
A’s-Hill & Knowlton study unveiled at the central region meeting here 
was that advertisers “are almost wholly ignorant of codes or other at- 
tempts to improve advertising.” The study said: “Some three out of 
four thought leaders (including advertisers) know nothing of ethical 
standards or general efforts to improve advertising. Most like the idea 
of voluntary action by advertising to accomplish needed improvements 
(much better to have self-policing than government control). But they 
doubt that attempts will succeed. At the same time, they realize im- 


plementation of higher standards in an intensely competitive business 
is not easy. 


s “Significantly, advertisers for the most part appear unconcerned 
over attacks on advertising. ‘Let agencies and media handle their own 
problems,’ is the common thought expressed.” 

Here are some highlights of the more important general conclusions 
of the study: 
e “Opinion trend leaders are vocal critics of advertising.” 


e “Advertising is widely recognized as having been the mainstay of 
our free press.” 

e “Newspaper and magazine advertising get relatively little criticism.” 
e “Radio advertising criticized more.” 

e “Television advertising is the medium criticized most.” 

e “Despite such criticisms, there is little sentiment for restrictive leg- 
islation or government control of advertising.” 


e “There are rumblings of eventual refusal to buy certain advertisers’ 
products.” 


e “Advertising people, per se, are respected, but their ‘New York view’ 
is deplored.” 


e “Research methods of agencies come in for considerable criticism.” 


e “Advertisers and other groups are almost wholly ignorant of codes 
or other attempts to improve advertising.” 


® To elaborate, the study found: 


e Opinion trend leaders: About nine of ten respondents regard adver- 
tising as a productive force, but some advertising practices and some 
side effects of advertising are criticized. Religious leaders as a group 
have the most serious reservations about advertising, mostly on cul- 
tural and humanitarian grounds. Sociologists view advertising as a 
“cultural depressant tending to destroy individualism.” 


e Newspaper and magazine advertising: Gets little criticism relatively 
because they are “less intrusive” than tv and more factual. (Direct 
mail and outdoor received only mild criticism.) 


e Radio advertising: Chief criticism is that radio “has become so sat- 
urated with advertising messages that almost no program material re- 
mains.” Listeners are particularly annoyed at shouting commercials, 
messages that are overenthusiastically and falsely jubilant. 


e Television advertising: Drew the heaviest criticism because of (1) 
repetition, (2) unbelievability and exaggeration, (3) poor taste—too 
much “bust, belly and behind,” (4) insulting to the intelligence and 
(5) too many commercials. 


e Eventual refusal to buy: Consensus of thought leaders is that unless 
advertising improves, “the public will ultimately impose its own pen- 
alty upon them—the penalty of disregard.” 


e New York orientation: The study found “virtually no acceptance 
for the Vance Packard image of advertising people.” Most interview- 
ees consider admen “intelligent, creative, responsible.” But there are 
criticisms of admen as being “divorced from reality because they have 
never left New York, either in fact or fancy.” They (the admen) also 
tend to underestimate people’s intelligence and too often are “ivory 
tower thinkers.” 


e Agency research methods: Criticized by intellectuals as being “in- 


conclusive and completely inadequate.” They [intellectuals] seek more 
objective research methods. 


e On the subject of government control: “A sentiment shared by al- 
most all respondents was that the government should be kept out of 
the picture ‘except for fraudulent advertising.’ Above all, the respon- 
dents agree the government shouldn’t sit in judgment on matters of 
taste. Senators and congressmen interviewed in the survey warned 
however ‘unless advertising does more to protect the public interest, 
the Congress may have to move in.’ 

“Some business men also expressed fear that some agency practices 
are inviting government intrusion.” 


e Enthusiasm for soft sell: “Respondents plead for more soft-sell com- 
mercials, which are thought to be far less objectionable than those 
which ‘get down to fine points and explain the location, relative size 
and function of the sweat gland and even show a few spills of per- 
spiration’.” + 


NBP Names Three Chairmen 
National Business Publications 
has named three chairmen for 
|committees on membership. They 
are: Fred C. Crowell Jr., president, 
|Insurance Field Co., Louisville 
(east south-central states—Ala- 
bama, Kentucky, Mississippi and 
Tennessee) ; Ned Johnson, publish- 
er, Metalworking (New England); 


and Richard C. Burns, vp, Con-| 


over-Mast Publications 
lantic states). 


(mid-At- 


Intercontinental Adds 3 
Intercontinental Services, New 

York, has been appointed repre- 

sentative in the U.S. mainland for 


the Quality Broadcasting Network, 
Puerto Rico’s English-language ra- 
dio network composed of stations 
WKYN (am) and WFQM (fm), 
San Juan, and WORA-FM, Maya- 
guez. The stations had no previous 
U.S. representative. 


Falasca Leaves BofA 

Edward A. Falasca has resigned 
as creative vp of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., New York, ef- 
fective Oct. 31. Mr. Falasca, pre- 
viously with McCann-Erickson, 
joined the bureau in 1955 as pro- 
motion director. He will announce 
his plans shortly. 
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Florida Citrus 
Cuts Field to B&B, 
L&N, Bates, C-E 


(Continued from Page 1) 
commission. 
Grant Advertising got momen- 


be brought to bear on your ac- | 
count.” Said B&B: “We have car- 
ried on ten individual interlock- | 
ing campaigns for you, each with 
its own supervisory and contact 
staff, but this did not deter us in 
carrying out successful strategy.” 
Most agencies, it continued, “didn’t | 
understand that the citrus com- 
mission was really ‘ten accounts,’ | 
not one. 

“Change for the sake of change 
tary recognition from the floor|can be dangerous,” said Mr. Hob- 
when William Lee Sims II, an) ler, “and costly to the client.” Mr. 
Orange City grower, praised the| Lusk reflected that “most agen- | 
agency’s cost-conscious presenta-| cies hate to change” and there is | 
tion and recalled previous “mag- | “some risk” involved. | 
nanimous” free help extended to 
St. Augustine by Chairman Will C.|m= Benton & Bowles used 38 ads, | 
Grant. | plus slides and film, to present its 

Key Scales Jr., commission) 1962 campaign thinking on a 
chairman, said that “after today’s product-by-product basis. Big new 
decision I defy anyone to say this theme was “get the Florida bonus,” 
is cut and dried.” | dealing with “twice the fresh juice | 

Following are highlights of the|fcr your money.” It showed the | 
four finalists’ presentations: “bonus” portion via dotted line | 

around a filled glass and inserted | 
Benton & Bowles |a new logo on all its ads: Two 
Benton & Bowles, last to appear|small, rectangular picture post-_| 
in Thursday’s windup  session,|cards, one with a Florida scene, | 
said, “We want your business—/|and the other with the copy, “From | 
make no mistake about it.” B&B’s | Florida, the state of health.” 
top brass presented a “case for, B&B also advocated ads based | 
and the record of” the agency.|/on “orange juice breaks”; pouring | 
They included Robert E. Lusk, |citrus juices on sundaes; a citrus- | 
board chairman; William R. Hesse, | versus-rich-desserts angle for acne 
president; Atherton W. Hobler,|conscious teen agers; grapefruit 
chairman of the executive commit-|for diet-watching young ladies; 
tee; William D. Tyler, creative vp; | direct calorie comparisons between 
Richard F. Casey, senior research | grapefruit and fruit cocktail; and 
vp; Harry Warren, citrus account| stepped-up promotion to volume- 
supervisor; and Russell O’Brien|feeders such as restaurants and 
and Joseph McMahon, both vps. | institutions. 

B&B's work “reflected a prudent | 
use of funds and a high degree of|# In some cases B&B adapted pre- 
advertising results,” it said. Sev-| vious ads that got high Starches 
eral years ago the commission’s|to new approaches; other ads, like 
consumer advertising was $3,566,-|a tangerine bowl premium timed 
000, or 2.38% of total on-tree val-|for football bowl season, were 
ue, said B&B. Last year it was only | brand new. So were grocery-sec- 
1.02% of on-tree value—while “the | tions style newspaper insertions 
grower received a record $300,000,- and heavy-copy ads (a la Metre- 
000 for his fruit, double the 1954-| cal) on grapefruit. 

55 value.” | B&B banked heavily on its work 

It said 1955-’60 was a “Benton & for other clients throughout the 


be brains of top management can | 


CITRUS SUSPENSE—Ted Bates’ Robert Nicholas (left) and John Wicht- 
ner, currently account execs on the Minute Maid account (which 
moves to McCann Dec. 31), listen intently as their team makes its 
presentation for the Florida Citrus Commission’s $3,128,000 account. 


away from the “expensive con-| 
cept,” with the cost relationship 
better known; aromatic odor of the 
fruit should be played up; and the 
industry should scrap the “break- 


assigned to Florida Citrus: Robert 
Nicholas and John Wichtner. Mr. 
Nicholas would be assistant vp and 
account executive on fresh fruit, 
and would manage a Lakeland of- 


fast-bound” image. 


creative director, said the job was 
to “recapture and activate the sal- 


Kensinger Jones, senior vp and! 


| fice. Mr. Wichtner would be as- 
sistant vp and account executive 
on processed. The agency said it 
has 80 members with citrus expe- 


Bowles era”; total on-tree value) presentation; via films, slides, and 
was $905,000,000 compared with | a lobby display of clients’ products | 
$499,000,000 the previous five-year | jt set up in the commission build- | 
span. Between the two periods,|ing right after the formal talks. It | 
average per-box value of oranges| gave each commissioner (1) a} 
jumped from $1.25 to $2.03; grape-| folder relating ad costs to citrus | 
fruit from 64¢ to 93¢; and tanger-| production over the years, and | 
ines from $1.43 to $1.89. (B&B re-| (2) a leather-bound volume whose | 
captured the account from J. Wal-| four sections dealt with general | 
ter Thompson in 1955.) long-range economics, the citrus | 

Florida Citrus Commission ads, | commission “today and tomorrow,” | 
“with few exceptions, increased in|the advertising climate of the) 


ivary glands; and get to the taste, 
buds of the American people.” 


rience. 


@ Mr. Kearns continued: Bates has 
= A few of the headlines were: | been in business 21 years. In 1941, 
“Are you a Last-Drop Louie?” the first full year, the shop had 
(boy tilting head and eating an | two clients, billed $5,200,000, and 
orange); “When you’re hungry and| had 79 employes by that year’s 
don’t know what you want, may-jend. Currently, Bates employs 
be this is it” (with fruit closeups) ;| more than 1,000, represents 18 cli- 
and “Heavyweight champion of|ents and expects to spend $144,- 
the world” (grapefruit on a scale).| 000,000 of their money in 1961. 
The agency suggested tapping| Mr. Kearns outlined for the cit- 
the manufacturers of glassware to|/rus men the Bates tenet of the 
remove orange juice glasses from! USP—Unique Selling Proposition 
the 4 oz. rut; it advised plugging | —which, “like Gaul,” is divided in 
the theme, “It’s cheaper than pop” | three parts: (1) the specific prop- 
and carrying the cost theme espe-|osition to the consumer, (2) one 
cially to point of sale; and banging | that competition cannot or does 
away on things like “magic” for) not offer, and (3) which is strong 
children. One Campbell-Ewald | enough to move the mass millions. 
film featured a grammar school} 
youth attending classes with an|s Mr. Kearns explained Bates’ 
orange that “glowed” and which, | Dispersion Theory for media buy- 
naturally, other students wanted. ‘ing (“it’s so simple that it’s aston- 
|ishing more agencies don’t apply 
®s He concluded: “I know we've | it”): (1) Reach the largest audi- 
been tagged a hard goods agency.|ence as quickly as possible, and 


But we’ve been gearing up for this | (2) add frequency as budget per- | 


readership ratings each of the past| 1970s, and ideas for new product |opportunity for several years. I 


five years and have nearly dou- 
bled the rating levels of earlier | 
years.” B&B said its copy cultivated 
favorable reactions from the Fed-| 
eral Trade Commission and medi- | 
cal profession. It said this “valu- 
able heritage could be dissipated 
by an agency going overboard with 
copy claims.” 


packaging. 


Campbell-Ewald 
Campbell-Ewald’s presentation 
got rolling with John H. Forshew, 
senior vp, board member and mem- 
ber of the executive committee, 
and no stranger to Lakeland. He 


|was stationed in the citrus center 


s On the dollar side, B&B put cur- 
rent citrus fiscal year billings at 
$3,125,000; it listed media as $2,- 


for five years as account man on 
Florida Citrus for J. Walter 
Thompson Co., which had the busi- 
ness until Benton & Bowles took 


459,411 (50% magazines, 50% daily 
and Sunday newspapers). Figures | 
not publicly revealed put B&B’s 
citrus production cost as 8.2% of 
budget in fiscal 1959-’60 and 8.1% 
in 1960-61 (for all B&B clients it 
was 8.2% of budget in 1959 and 


over in 1955. 

He introduced an eight-minute | 
color film prepared by the agency, 
which dealt with the broad spec- | 
trum of creativity; it provided the | 
base for Campbell-Ewald to ask | 
whether new “consumer relation- | 


: | mits. “It’s best in tv, a medium 
think an agency that can create | which we have demonstrated can 


|demand for Corvair and Chevy II | be two or three times as efficient 
| without hurting the bigger car can|as any other,” he said. 

|advertise grapefruit sections with-| Bates places 80% of its billings 
out hurting chilled juice or con-|in ty. “We have always been the 
centrate. And I think we can make biggest buyers of spot tv, and by 
Florida citrus sell like Chevro- | sheer tonnage of our purchases we 


| lets.” |command spot franchises which 


| Thomas B. Adams, Campbell-| are the envy of the business. By 
| skillful buying, we can make $100 


Ewald’s president, told the group 
}its account would rate among the | qo the work of $238.” 


| first five in the agency’s total 


billing; he said the shop has pi-|m Mr. Pinkham presented Bates’ 
oneered electronic data processing 12-year experience with Minute 
regarding media selection and is | Maid, telling how a strong con- 
“moving ahead” in the field of ad | sumer franchise was posted for a 


measurement. |premium-price juice. From 1954, 
| Minute Maid boosted its share of 
|frozen orange concentrate sales 
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8.7% in 1960). 

Mr. Hesse said B&B had a “tight 
lean organization; gifted people 
and ‘surefootedness’,” and “wel- 
comed comparison.” 

“We are willing to stand on our 
record. People determine an ac- 
count’s success or failure. We stub- 
bornly insist on excellence; we 
hope the people we hire today to 
work on your account will be 
around in five or 10 years.” Mr. 
Lusk added: “Mr. Hobler redeemed 
my 1955 pledge that he would 
take a personal hand in the ac- 


ships” need to be formed in de- 
veloping citrus ads. 

“Is something putting the lid on 
consumption and changing the re- 
lationships between product and 
people?” asked Mr. Forshew. 


s Clyde C. Bennett, vp and the 


man who would boss the citrus’ 


account in Lakeland if Campbell- 


Ewald gets the nod, said, “A lot of 
people feel citrus is a medicine; 
you’re not selling Hadacol; citrus 
is just as delicious as ice cream or 


|from 37.5% to 51.6% in 1960. Two 
|decisions were basic: 
|Minute Maid (1) only in markets 
with biggest potential and (2) 
only in markets where there was 
satisfactory distribution. 


| Wednesday, was the first agency 
|to mount the rostrum. William H. 
| Kearns, vice-chairman of the board 
jand chairman of Bates’ executive 
|committee, said it was “the first 
|public presentation our agency | 
ever made, and only the third or 
fourth time we've formally ap- 
|peared before a prospective cli- 
ent.” Bates, he said, has no new 
business department. 

Mr. Kearns was assisted in a 
90-minute presentation by Rich- 


llems as follows: Short term 
strategy—disposal of the entire 
1962 grapefruit crop; stemming the 
decline in fresh orange sales;, And 
re-establishing the 30% family 
buying level of frozen ofange con- 


Ted Bates & Co., at 8:42 a.m. | among nationally advertised brands | 


Advertise | 


Bates saw Florida Citrus’ prob- | 


count. He is not likely to be/| pop.” He suggested the commission 
matched by a man of comparable is advertising “too well,” and com- 
stature.” petition is “capitalizing on what 


you’ve done”; he specifically men- 
tioned Tang. 
Some other Campbell-Ewald 


s It was noted that “while B&B 
has over 1,000 talented people, be- 
cause we have only 23 accounts 


points: Citrus should be promoted | 


ard Pinkham, senior vp in charge 
of broadcast; William L. Musser, 
vp and currently account super- 
visor on Minute Maid (which bows 
out of Bates Dec. 31); Herbert G. 
Drake, senior vp and account group 
head; and two Minute Maid ac- 
count executives, who would be 


centrate. 


s As starting points, Bates asked: 
In ad copy, what should be the 
direction—nutrition, calories, im- 
proved taste, appeal to younger 
| families? In media: Which will do 
the best job? Are we spreading 
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ourselves too thin over too many 
| markets, or should we concentrate 
|in a smaller group of cities for 
“greater over-all end results?” Are 
packaging, pricing and other rami- 
fications being handled correctly? 

Mr. Pinkham said that giants of 
free enterprise, “faced with sim- 
ilar dilemmas,” turn to a “simple, 
obvious, yet under-rated market- 
ing technique: Test marketing.” 


® Bates’ long-range thinking on 
Florida Citrus covered: (1) How 
can we break the 30% orange con- 
centrate family usage level and 
increase family consumption? (2) 
|how can the decline of fresh 
| oranges and grapefruit consump- 
|tion be stemmed, then increased? 
| (3) how can the full potential of 
chilled juices be developed? (4) 
how can quality of single strength 
juices be improved? (5) what 
must be done to develop Cana- 
dian and European market poten- 
tials? (6) what can be done to 
step up and develop a more ag- 
gressive new product development 
program for concentrates and sin- 
gle strength juices primarily? 


Lennen & Newell 

Lennen & Newell, next to last 
on the firing line, estimated it was 
12th in 1961 billings with $87,- 
000,000 and had more than 800 
employes in New York, San Fran- 
cisco, Los Angeles, Seattle and 
Honolulu. 

Lennen & Newell gave a list of 
13 non-citrus beverages as “the 
enemy” for orange juice; grape- 
fruit’s adversaries were products 
like Betty Crocker, Pepperidge 
Farms, Howard Johnson and Na- 
bisco; while tangerines had to 
fight Baby Ruth, Mars, lollipops 
and so on. 

Some headlines of L&N ads: 
“Ask your doctor and dentist 
which of these desserts they would 
prefer you to eat,” “Break the 
soda pop habit; refresh with Flori- 
da orange juice instead.” The 
agency mostly relied on youthful 
group-or-family situations in col- 
or photography; some ads had 
modern cartoon treatments of kids 
(“Coach says for us to eat grape- 
fruit instead”). 


s Herb Zeltner, media director, 
recommended women’s magazines | 
as a “national backdrop” and local 
spot tv for the bulk of the com- 
mission’s selling efforts: $611,000 
for six four-color pages in Good 
Housekeeping, Ladies’ Home Jour- 
nal, and McCall’s; $457,000 for 
'eight four-color pages in Family 
|Circle and Woman’s Day; $1,720,- 
|000 for nine to 12 spots a week, 
for 39 weeks, in 23 major mar- 
|kets; plus special canned orange 
juice support in 15 southern mar- 
kets, consisting of $185,000 for six 
| to eight spots a week for 34 weeks. 
| He said L&N’s combined effort 
would reach 75% of all U. S. wom- 
len with an average of five ads 
|per reader. The agency stressed 
the regional flexibilities of today’s 
magazine setup, in line with the 
|commission’s product-by-product 
marketing patterns. It also re- 
counted its past merchandising 
success with other clients, urged 
tie-ins with other foods, and pre- 
sented citrus in-store layouts. 


s Adolph Toigo, president and 
chief executive officer, boomed 
/out to the commission: “We know 
the direction to go. Thus far you 
haven’t had the ideas out there; 
they haven’t been resolved, dram- 
atized and presented. Coke has a 
‘refreshment’ idea; cigarets have 
‘less nicotine.’ I ask you: Where’s 
your idea? How many messages 
are you getting per dollar? I’m a 
tougher client than any one of 
you.” 

Later, L&N played a commercial 


whose swingy jingle went: “The 
quench-quench-quenchiest . . . the 
zing-zing-zingiest ... the juice- 
juice-juiciest drink of all . . . Flor- 


ida orange juice.” = 
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There are three major metalworking weeklies to consider for 1962 
media decisions: Iron Age, Steel and Metalworking News. 


You can’t pick between two any more. Make a choice, but look at all three. 


Any new publication—especially in metalworking—that racks up a 
paid circulation of over 26,000 in eleven months deserves your 
most serious consideration. 


METALWORKING NEWS ¢ A Fairchild Business Newspaper 


THE BIG DIFFERENCE IS NEWS © 
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This Week in Washington ... 


Hearings Give FCC New Insight into 
TV Sponsor—His Ideas, His Influence 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Oct. 12—Some of 
the advertising executives who 
were called to testify at the two- 
week Federal Communications 
Commission hearing on tv pro- 
gramming in New York earlier this 
month may have resented the in- 
trusion. But it is already obvious, 
from comments of FCC people, 
congressional observers and others 
who have been following the testi- 
mony, that this was an unusually 
significant session, so far as the 
long run future of television is 
concerned. 

For the five years or more that 
FCC, Congress and private groups 
have been actively “investigating” 


tv, the sponsor has been blamed | 
for every real or imagined short- | 


coming. Now, for the first time, 41 


of tv’s top sponsors have discussed | 


their motives and role. 

Some of the sponsor taboos 
which were documented at the 
hearing are every bit as petty and 
disheartening as the industry’s 
most vehement critics contend. But 
this will hardly become a govern- 


well defined taboos of their own. 


8 Of pivotal importance to any de- 
cisions that may be made about the 
future regulation of television was 
the rounded picture of the tv spon- 
sor which FCC now has for the 
first time. While the sponsor often 
plays an important part in in- 


| : |trouble getting his 
fluencing the kind of programming | probably in January—for network | through the commission may find | time periods—on big and little sta- 


that gets onto the air, the sponsor 
—contrary to stereotyped assump- 
tions—is a far from monolithic 
personality. 

Until now, sponsors have never 
had an opportunity—or taken the 
trouble—to deal with the popular 
assumption that admen are single- 
mindedly concerned with “num- 
bers.” Among the admen who tes- 
tified in New York were many, in- 
cluding some of the biggest spend- 
ers, who are concerned primarily 


with numbers. But there were oth-| hand, affiliates are reluctant to 


ers—like Bell & Howell, Standard 
Oil Co. (New Jersey) and Ralston 
Purina—who are as sincerely in- 
terested in good programming as 
any FCC commissioner—and who 
are willing and able to take the fi- 
nancial risks involved in support- 
ing it. 


s In the face of corrupted quiz 
shows and the outburst over sex 
and violence on the airwaves, there 
have been rising demands to fence 
the sponsor away from the place 
where programming decisions are 
made. 

At the New York hearings, how- 
ever, FCC was reminded that some 
of the most wholesome programs 
are programs closely identified 


with the sponsor’s name. And the | resolve in each individual instance.|# In McCall’s, the company will | communicators to operate,” he said, 
big increase in sex and violence |The commission is willing to exam-|run a “gracious living” campaign | “we can have fair sailing, together 
came at a time when networks | ine over-all program balance, but} showing both the exterior and in- 
were wresting program ownership |it is 

and control away from producers, | Charges 


agencies and advertisers. 


| volition, will also be able to rem- 
edy the current dearth of “good” 
sees and children’s programming. 


|}@ At present FCC is moving into 
|the final phases of two separate 
|investigations and procedures 
which in many respects pull in op- 
| posite directions so far as respon- 
| sibility for tv programming is con- 
j}cerned. Early next month the 
|commission will have final argu- 
,/ments on a proposal which seeks 
to reduce network control over 


| prime evening time by eliminating — 


existing option time agreements. 
This is supposed to produce an in- 
creased number of “programming 
choices” by reducing the barriers 
which discourage advertisers from 
buying prime time on a non-net- 
work basis. 

On the other hand, in the big 
programming study, the evidence 
strongly suggests that lack of vari- 
ety on the air and the disappoint- 
ing quality of many programs stem 
in part from the diffusion of re- 
| sponsibility that exists in the in- 
| dustry. To remedy this, FCC is 
| calling for more leadership from 


rangements. 


| big programming study won’t be 
}completed until mid-1962. Before 
the commission arrives at any 
finger-pointing decision there will 
| still be one more opportunity— 


ing consideration to politicians, | the networks, and asking Congress | 
who, after all, slavishly adhere to | for statutory authority so that the | 
commission can exercise direct | 


‘ - / eS t- 
control over network business ar-| Uons is significant to broadcas 


Under the present time table, the | 


WIN A NEW CAR! 


na saree ae 3° 
‘o anme ar 


PREP ean 
AT CLARK STATIONS 


Clare Super 100 Statrons in 


I: RULES 


the Greater Metropoier Oetrot Ares 


GIVEAWAY—Clark Oil & Refining is 

using newspaper ads like this in 

its auto giveaway promotion in 

Minneapolis-St. Paul and Detroit 

(AA, Oct. 9). Tatham-Laird is the 
agency. 


gramming” by broadcasting sta- 
tions. At renewal .me, perform- 
ance is compared with the prom- 
ises made in the original applica- 
tions and preceding renewals. At 
least 20 stations have been receiv- 
ing one year renewals, so that the 
commission will soon have another 
opportunity to determine whether 
their performance is improving. 
This closer supervision of sta- 


ers. If a station has a questionable 
record, there are innumerable 
| ways for FCC to delay its applica- 
| tions for new facilities or for the 


| That’s a real dollars and cents con- 


| 


applications 


|sale or purchase of properties. | __ the majority and the minority— 


| sideration, for a licensee who has|},oth groups. “Varying types of 
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Admen Disl 


ike Trend 


to Magazine Concept 


(Continued from Page 3) 

be like advertising in magazines, 
where an advertiser can pick the 
publication to meet his specific 
needs—young housewives, sports 
fans, the entire family, or what- 
ever. Brown & Williamson Tobac- 
co Corp. provided a far-fetched 
example to illustrate this point: 
“If cigaret commercials were put 
in ‘Mickey Mouse,’ the American 
public wouldn’t like it.” 

e The commercial climate is an 
important consideration for tv ad- 
vertising. The specific program set- 
ting must be conducive to selling, 
and the actual placement of the 


TV Already on 
Path to Magazine 
Plan, Cone Says 


(Continued from Page 3) 
lieve they are short-sighted.” 

He said that if advertisers hold 
their preferred positions in large- 
audience programs, “their compet- 
itors must seek to equal them— 
they have no choice—and the level 
of tv programming will remain 
precisely what it is—which is a na- 
tional disgrace.” 

Mr. Cone also noted that if there 
were two clear-cut “publics” of tv 


programming might be done for 


commercial itself can be an impor- | 


tant factor. Integrated commer- 
cials, when feasible, can be most 
effective. Under a print-style set- 
up, sponsors would no longer be 
able to weigh and make allowance 
for these factors. 

Not all the witnesses agreed on 
the importance of “commercial cli- 
mate.” 


e Sponsor identification and view- 
er gratification with the company 
bringing him choice entertainment 
and information television are 
pluses under the present American 
tv system. These would be lost. 


e Advertisers and their agencies 
have made real contributions to the 
advance of tv programming. Even 
with this source of new ideas cut 
to a trickle by the trend toward 
network ownership, licensing and 
control of multiple-sponsored pro- 
grams, they can still help to supply 
the insatiable needs of television. 
e Implied, though never quite 
stated explicitly, was the sugges- 
tion that such a_ revolutionary 
change might rock the financial 
foundations of U.S. television, since 
advertisers would have to re-eval- 
uate the medium that is now tak- 
ing such a big chunk of many 
budgets. 

e The only voices heard offering a 
good word for the idea were those 
of a few advertisers—among them 
the General Foods representative 
—who noted that magazine plan 
with a guaranteed circulation (an 
eventuality they didn’t expect) 
might relieve advertisers of some 


| programs would be on in identical 


| of the financial hazards of tv. It 


presidents to point out that deci- 
sions for “good” programs do not 
come painlessly. 


® If the commission proposes to 


|}ous” programming decisions, how 
}much support can the networks, in 
| turn, expect from the commission? 
| FCC’s programming hearings dem- 
onstrate that stations have little to 
| say about the content of network 
| programs they carry. On the other 


| carry low-rated programs, and this 
is a fact of life for the man who 
makes the network programming 
decisions. 


ship between network and affili- 
ate will be tilted more in the di- 
rection of the affiliate. It will be 
even easier for the affiliate to re- 
ject those programs which he pre- 
fers not to carry. 

In recent months the commis- 


performance standards of affiliates, 
but it is quite obvious that the de- 
cision to accept or reject “good”— 


from the network will be a matter 
for the conscience of the licensee to 


exceedingly sensitive to 
that its programming 


| was also suggested wistfully that 


| that his property is considerably | tions, as it were,” he said. “Our | the short-term buying tradition 


* 
look to the networks for “courage- Lenox Will Use 


If the commission eliminates op- | 
tion time, the bargaining relation- | 


sion has been demanding higher | 


but possibly low rated—programs | 


|less attractive to potential buyers. | real difficulty is that we have no | of print would be welcome in tv, 


| little tv stations. We have only gi-| 
ants, fighting each other. 
s “Television is the greatest means | 
of communication ever discovered, | 
and our most important people— | 
often times a majority of the ma- | 
jority—are being largely left out of | 
it, because networks and stations 
and advertisers alike, or seemingly 
alike, are out only for numbers, to 
beat the competition each one 
faces,” he said. 

“We are programming for what 
has long seemed to be the major- 


Ad Themes for Its 
China, Giftwares 


New York, Oct. 10—Six differ- 
ent advertising approaches will be 
used this fall and winter by Lenox 
| Inc. to promote its china and gift- 
| ware. In all, 19 ads will run in 11 ity,” he said. “But this is not the 
magazines. ; f case. The majority is only the ma- 

In three bridal publications— | jority of viewers; it is not neces- 
| Bride’s, Bride & Home and Modern | carijy the majority of people. It is 
Bride—Lenox will give readers a) probably, in fact, a minority of the 
“cram course” in what a bride-to-| nypblic.” 


be should look for in selecting her | Mr. Cone said he had no doubt 
| china. 


| that most advertisers would agree 
In Seventeen, the company will | to a rotation system—single night- 
repeat its “romantic appeal” cam-|\time and daytime rates—which 
paign with the headline, “You get| would allow networks to include 


the license. . . I'll get the Lenox.”| some programming for groups not 
In Mademoiselle and Glamour,| now well served by tv. 


high fashion will be the theme,| [f most advertisers now view tv 
with the headline, “Lovely Lenox} “simply as another, even though 
|is at home with fashion.” | greater, medium of communication, 
| that they are willing to leave to the 


| with all manner of just and pleas- 
ant rewards; not the least of 
which may be hands off by the 


| terior of beautiful homes. In Town 
| & Country, a series will show fa- 


questions may get over into the| mous interior decorators in their 


Some of the observers returning | 47a of censorship. 


from New York now contend that 


there isn’t much wrong with the 
U.S. system of television which 
couldn’t be cured by a display of 
courage and energy on the part of 


the networks. Citing the sponsors | 


who are already willing to support 
“good” programs, they now argue, 


® Recentiy, when the commission 


was drawing up some new ques-| will carry a special Lenox gift-| 


ware campaign. This will include, | 


|in the December House & Garden,| national 


a 16-page gift guide showing all|?°inted John E. Crain, San Fran-| priced from $2 to $3.50. A news- 


tions to be answered at license re- 
newal time, FCC Chairman New- 
ton Minow failed to muster a ma- 
jority for a question which asked 
stations to list the network public 


“We no longer are willing to be- 
lieve that the networks cannot 
find others.” 

As an example of what the net- 
works can accomplish when they 
are sufficiently aroused, they point 
to the big increase in nighttime 
public affairs programming. Now it 
is said that networks, of their own 


affairs programs that were offered 
...and rejected. Through ques- 
tions of this kind, he contended, 
FCC could discover the kinds of 
programs that the station owners 
“preferred” over public affairs. 

In recent months, however, the 
commission has been far more vig- 
orous in demanding “balanced pro- 


|own dining rooms. 
| Better Homes & Gardens, House 
|& Garden and The New Yorker, 


106 items in the line. 
D’Arcy Advertising Co. is han- 
dling the campaign. + 


Alvord Joins Certified Credit 
Thomas A. Alvord has joined 
Certified Credit Corp., Columbus, 
O., as advertising manager. Mr. 
Alvord formerly operated his own 
advertising company, Consumer 
Credit Consultants, Washington. 


| FCC.” # 


| 
| 
| 


| 


since in a flexible, fast-changing 
world nobody liked to be commit- 
ted to a firm 52 weeks in advance 
on a $3,000,000 contract, even for 
a hit tv show. 


s While most advertisers lined up 
against a tv magazine plan, several 
of them emphasized that television 
is moving in that direction, with 
the increase in multiple sponsored 
vehicles, so-called network “spot 
carriers” (where an advertiser can 
buy a single minute in prime time), 
package buys, spreading budgets in 
a run-of-schedule fashion over 
whatever is left after the fall buy- 
ing peak is over, and various ro- 
tating daytime plans. 

If these trends continue, some- 
thing very much like the original 
Pat Weaver magazine concept (full 
network control of the program- 
ming; tv ads inserted in shows of 
the Jack Paar, or “Today” type, 
but not dropped in helter skelter) 
already will have insinuated itself 
firmly into the accepted pattern of 
tv sponsorship—despite the objec- 
tions of the men who pay the bills. 


Sateway Offers Circus Tickets 

Safeway Stores, supermarket 
chain, has purchased for its cus- 
tomers in the Dallas area the com- 
plete first night performance of 
the Ringling Bros. and Barnum & 
Bailey Circus, which opens in Dal- 
las Memorial Auditorium Oct. 25. 


Spitzer Names Crain 


A total of 70 Safeway stores in 25 


; . | towns within a 75-mile radius of 
Albert Spitzer & Associates, Los|pajias are offering the tickets to 
Angeles, representative of inter-| customers at $1 each with a $5 
publications, has  aP-| purchase. Tickets 


are normally 


cisco, publisher representative, to| paper, radio and television budget 
manage its Northern California | of about $5,000 was set up for the 


jand Pacific Northwest territory. | 


Marsteller to Alter Name 

Marsteller, Rickard, Gebhardt & 
Reed, Chicago, will change its 
name to Marsteller Inc., effective 
Nov. 1, retaining the name of Wil- 
liam A. Marsteller, founder and 
chairman of the board. 


circus program. 


Colburn Joins Strandberg 


Robert Colburn has joined 
Strandberg & Associates, Minne- 
apolis, as radio-tv director and ac- 
count executive. Mr. Colburn was 
formerly with W. D. Lyon Co., 
Cedar Rapids, Ia. 
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Rates: $1.50 per line, minimum charge $6.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; u 
line. Add two lines for box number. 
line: Copy in written form in Chicago office not later than noon, 


rc & lower case 40 per 
ed daily. Closing dead- 
ednesday 5 


Replies are forwa 


days preceding publication date. Pacific Coast Representative (Classified only) : 
Classified Departments, Inc., 4041 Marlton Ave., Los Angeles, 8. Axminster 2-0287. 


Closing deadline Los Angeles: Monda' 
Display classified takes card rate of $19.75 per column inch, and card 


size and frequency apply. 


noon, 7 days precedi publication date. 


discounts on 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


WANTED 
Account Executive with copy writing 
ability who has a $25,000 plus billing. 
Stock offering available in future. Sub- 
mit Resume to 
Box 5314, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


$35,000 PLUS 
PROMOTIVE ASSOCIATE 
Wanted by developer of outstanding new 
consumer products. Needn't relocate. 
Phone Emerson 1-2858— 


200 E. Illinois St., Chicago 11, Illinois 


A non-profit foundation researching the 
aging process is in need of retired or 
semi-retired executives with extensive 
managerial experience in public relations, 
advertising and/or fund raising. Our im- 
mediate need is a five million dollar 
hospital research center located in the 
Chicago area. For information write the 
OMNI Research Foundation 2033 Ogden 
Avenue, Downers Grove, Illinois. 


TOP-FLIGHT REPRESENTATIVE 
WANTED 


Successful publisher in the special inter- 
est consumer field is looking for a first- 
class advertising salesman to work out of 
New York office. Major opportunity for a 
real producer who is prepared to travel. 
For an interview write: 

Box 5315, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

MANAGING EDITOR 

for local, semi-monthly, general interest | 
consumer magazine. Publication experi- 
ence mandatory, but not necessarily in 
magazines. Salary negotiable. Send resu- 
me including references. 

Box 5316, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ARE YOU ON FILE with executive re- 
cruiting firms? Let these talent seekers 
know the job and salary for which you 
are available so they can call you when 
opportunities arise. Accurate, nationwide 
list of over 135 executive search firms 
only $3.00 ppd. Execaid, 60 East 42 st. 
Dept. AA, New York 17, N.Y. 
COPYWRITER 
For our growing, medium size, south- 
western New York State agency. Several 
years of agency copycontact experience 
handling industrial accounts absolutely 
necessary. You must be a self starter—a 
man that can develop and write ads, 
catalogs, direct mail, publicity in a clear, 
positive, salesminded style. If you are 
interested in working in a stimulating 
atmosphere with young and enthusiastic 
creative talent, send us a resume, realis- 
tic salary requirements, a small snap shot 
and a few examples of your work 

Box 5317, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

CIRCULATION MANAGER 

Growing multiple business magazine pub- 
lisher needs experienced circulation man 
who can write convincing mail promotion 
and capable of supervising fulfillment 
operations for both ABC and BPA pub- 
lications. Midwest location. Attractive 
salary, profit sharing, pension, group 
insurance and other fringe benefits. Give 
age, experience and salary required in 
first letter 

Box 5318, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING COPY SUPERVISOR- 
Challenging opportunity in Pittsburgh as 
Copy Supervisor in ad dept. of national- 
ly-known manufacturer of = electrical 
wires and cables. Creative writing ability 
with knowledge of production essential. 
Should have minimum of three years’ 
industrial advertising experience. Excel- 
lent salary and growth potential. Give 
complete resume, including salary re- 
quirements and availability. 

Box 5319, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


A SERVICE 
and 


Adams 


for the articulate 
their cohorts 
Molene Personnel 
ANdover 3-4424 


AGRICULTURAL COPYWRITER 
on the way up. AAAA Agency. One of | 
nation’s largest farm accounts. Here's | 
where talent will pay off. Salary open— 
plenty of room for growth. Midwest 
location (not Chicago). No commuting. 
Write in confidence. 
Box 5323, ADVERTISING AGE 


106 «OW. 
Chicago 8 


200 E. Illinois St., Chicago 11, Illinois 
WE LIKE GIRLS! 
ARTIST—Top notch only. Versatile. 


COPYWRITER—Sales promotion, training 


mat'ls. Publicity. Release, Versatile. 
Franklin 2-4333 
“NER” describes hundreds of $7,000- 


$35,000 Executive job openings monthly. 
Write for free copy. National Employment 
Reports, 105 W. Adams, 830-G, Chicago 3 


WANTED 
A Chgo. man with agency or com’l. ad- 
vertising experience. Age not important. 
Exp. and knowledge of personnel, inter- 
ested in placement counseling work with 
an established employment agency. (2 
Desk Dept.) 
Box 5320, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TRADE PAPER EDITOR WANTED 
Midwest trade paper has attractive op- 
portunity for energetic Editor with imag- 
ination and a solid durable goods back- 
ground. Excellent chance to grow with 
major publisher. For interview write 
Box 5321, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISING SALESMAN 
Chicago business magazine publisher is 
looking for intelligent, aggressive, crea- 
tive and energetic space salesman to 
work out of our Chicago office. Salary 
plus commission. Send in full particulars 
Box 5322, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING ASSISTANT 
National manufacturer of laminated 
structural members seeks young aggres- 
sive college trained man. Located upper 
Wisconsin. Assist in planning & execut- 
ing overall advertising & promotion pro- 
gram, coordinate programs with agency. 
Some copy and layout. Send resume and 
salary requirements to: 
Vice President, Sales 
UNIT STRUCTURES, INC. 
Peshtigo, Wisconsin 
ACCOUNT EXECUTIVES 
find jobs quickly through Strictly Ad 
Personnel...and all they pay is $10. 
No employment fees. For details about 
this unique service, WRITE to: 
STRICTLY AD PERSONNEL 
60 East 42nd St. New York 17, N.Y. 
Or phone for appointment: YU 6-6947 
COPYWRITERS & ARTISTS 
find jobs quickly through Strictly Ad 
Personnel...and all they pay is $10. 
No employment fees. For details about 
this unique service, WRITE to: 
STRICTLY AD PERSONNEL 
60 East 42nd St. New York 17, N.Y. 
Or phone for appointment: YU 6-6947 
NUMERICAL CONTROL OF MACHINES 
Numerical control needs promoting. En- 
gineer-lecturer-writer-business man, 23 
years exp. in metalworking seeks adv. 
mgr. or mgrg. editor in this field. 
P.O. Box 3568, Detroit 3, Michigan. 


POSITIONS WANTED 


CREATIVE ART DIRECTOR-ARTIST 
MODERN FRESH APPROACH, 11 YRS. 
EXP. IN DESIGN, LAYOUT, ILLUSTRA- 
TION, $10M-12M. 

Box 5324, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
DISPLAY OR PRODUCTION MANAGER 
for advertiser or agency. 14 yrs. dynamic 
point-of-purchase, exhibit, collateral ma- 
terial, sls prom. graphics experience-plus 
administrative background. Close liaison 
with merch, adv, prom and sales depts. 
Planning budget control and distribution 
of all programs. References: Will relocate. 

Box 5325, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CHICAGO MANUFACTURER 
4 yrs. with lge. mfr. as am-spm-prm of 
several industrial-retail divisions. 6 yrs. 
in retail, agency in copy & mktg. work. 
Able assistant or carry full load. 5 yrs. 
college. Reorganization victim. 
Box 5326, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
CONTROLLER—working administrator, 
heavy finance, controls, accounting, 4A 
experience. BBA-MBA-CPA. 

Box 5272, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

A PROFITABLE OPPORTUNITY FOR 

NEW YORK AREA AGENCY 
Executive who is taking early retire- 
ment from large Drug and Drug Sundry 
Manufacturer desires to be Consultant 
Producer. Experience at manufacturing, 
chain and retail levels. Have created 


countless sales campaigns and sales pro- | 


motions. 
Box 5294, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 


50,291 


| MISCELLANEOUS 


COPY WRITER—PHOTOGRAPHER 
Free lance, N.Y.C. High caliber. 


work. Own equip. B & W and color. 
Box 5327, ADVERTISING AGE 


ART DIRECTOR 
ACCOUNT EXECUTIVE 
16 yrs. exp. working art director in 


tunity, security and prestige. 
Box 5328, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION MANAGER 
CREATIVE 
IMAGINATIVE 
KEEN AWARENESS OF MARKETING 
SP mgr. for leading consmr pkg gds 
mfrs and 4A agcys—7 yrs: display, pack- 
aging, pop, brochures, layout, copy, pro- 
duction et al. Salary secondary to poten- 
tial. 31, married, degree. Top ref. 
Box 5329, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ALL AROUND AD PRO 
Agency, Ad. Mgr., Publ. gd. administra- 
tor, copy, media, prod., heavy direct | 
mail. 
Box 5303, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY R/TV DIRECTOR 
15 years administrative experience and 
significant creative contributions 
Box 5330, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
SALES DYNAMO—TIME OR SPACE 
7 yrs. thoro. exp., trade & cons. Travel. 
Strong record. 35. 
Box 5305, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CONSUMER 
PROMOTION SPECIALIST 
Creative Merchandising Woman desires 
to join staff of Consumer Products 
Mfg. or Packaged Goods Advertising 
Agency. Experience in Product Mer- 
chandising, Marketing Research, Sell- 
ing, Publication Advertising. Ability to 
conceive ideas & complete job. Success- 
ful in developing Consumer Product & 
Premium Promotions thru to Package 
Design. Blue Chip Contacts; also Finest 
Character & Business references. 
Box 5275, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
HAVE A PUBLISHING CHALLENGE? 
Versatile, cost-conscious administrator, 
award-winning editor, exp. in eire. prom., 
adv. prom., sales; all aspects of trade 
paper operation. 
Box 5331, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ARTIST-POINT OF SALES DISPLAY 
permanent-motion-cardboard 10 years sol- 
id experience 10M. 
Box 5332, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
PHD PSYCHOLOGIST 
RETAIL ORIENTED 
Five years experience in research, plan- 
ning, contact on down to earth cam- 
paigns that have maximum impact on 
retail sales. Work with clients and agen- 
cies in wide range of industries includ- 
ing appliance, auto, chemicals and others. 
Mid-thirties. 
Box 5299, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASST AE/AD MGR 
I've got 2 years in marketing and re- 
search with top 4A agency, client contact 
in these areas servicing diversified acc’ts. 
I'm 25, vet, married, N.Y.U. background. 
N.Y. City location. Resume and excellent 
references furnished upon request. 
Box 5333, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
SPACE SALES 
Man experienced in leading magazine 
and newspaper publications with top 
Agency & Client contacts seeks associa- 
tion with either leading magazine or 
magazine with future. Knowledge of 
diversified classifications. Supervisory 
position. Age 30. 


WANTED: 


the rat race—with the time and 


course. 


1512 GENESEE ST. 


A COPY PRO 


We need a seasoned, solid writer with 5-10 years agency ex- 
perience on consumer products such as food, insurance, house- 
wares, jewelry, appliances, etc. You'll be big copy man in 
medium-size branch of this fast-stepping agency—away from 


of your career. Salary up to $11,000 to start, with “fringes.” 
Write, wire or phone to arrange interview—in confidence, of 


L. B. Reigier, Mgr. 
THE RUMRILL CO., INC. 
UTICA, N. Y. 


inspiration to do the best work 


TELEPHONE: SWIFT 17-2850 


Box 5334, ADVERTISING AGE 
| 630 Third Ave., New York 17, New York | 
| PRIZE-WINNING EDITOR available part- | 
| time, Chicago area. Fast, sparkling writer | 
—strong on ideas. Versatile speech 


| writer. 

Box 5335, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

P.R. MAN/MANAGING EDITOR 
Versatile: writer, idea man, now in avia-| 
tion. Knows magazine operation. Young. | 

Box 6336, ADVERTISING AGE | 
| 200 E. Illinois St., Chicago 11, Illinois | 
| HOLLYWOOD SERVICE REP. for Agen- 
ey or TV Prod. Brainy gal with 15 yrs. 
exp. Spec. in Copy, Pub.-PR, TV prod. & 
Acct. Service. WHO’S WHO prestige. 
| Box 27 Q 274 ADVERTISING AGE 
| 4041 Marlton Ave., Los Angeles 8, Calif. 
| WANT PARTTIME AGENCY RESEARCH | 
| Work-MBA, MA. Diversified industry 
experience-know writer. Surveys, advtg. | 
| promotion evaluation. Soc. psych. ori- 
ented. 

Box 5343, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
OPPORTUNITY for small or medium 
sized agency to diversify. Either New 
York or out-of-town agency contemplat- 
ing opening N.Y. office. Excellent growth 
potential related field, plus source new 
agency business. Principals only 

Box 5339, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
| EXCEPTIONAL OPPORTUNITY. Local- 
ized monthly business paper. Real estate, 
construction and allied mkt. Milwaukee- 
Chicago area. Easily good for $25,000 to 
$50,000 net by going bi-monthly and off- 
set printing. Due to owner's time-pres- 
sure in other business, price under $20M. 


Write: 
ADVERTISING AGE 


Box 5340, 
200 E. Illinois St, Chicago 11, Ill. 


exp. with major mfgrs. All types photo very 


| | EFFECTIVELY 


A $20,000,000,000 MARKET 
IMPORTANT market—a 
eager, 


exciting, 
NEGRO market! ! 


buying 
IMITE. 


Contact immediately 
METROPOLITAN MARKETING 
ASSOCIATES 
MARSHALL FIELD ANNEX BLDG. 
25 E. WASHINGTON 
CHICAGO 2, ILLINOIS 


. leading 


PROmotion in Europe 


Heavy We specialize in a very LARGE and a Experienced P.R. man returning London 
market | head own P.R. firm after year’s assign- 
spending ANNUALLY in excess of $20,-| ment handling international publicity for 
000,000,000—this is an 
630 Third Ave., New York 17, New York | brand conscious, 
market—the 


U.S. industrial organization 
| wishes contact company/agency seeking 


Allow | European outlet. Fifteen years newspaper 
us NOW to be of service to you—to| /P.R. experience, excellent press, finan- 
a increase your sales, to| cial and political contacts U.K., Conti- 
phases of advertising and collateral with | establish and maintain your image, iden-| nent. 

$175,000 (plus) billings. Wants to become | tity and raport, to increase your distribu- 
part of growing firm that offers oppor- | Hon oma solve any of your marketing 


Box 5342, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

EXECUTIVE—FLORIDA HOME 
Attractive one year old, 3 Bedroom, 2 
Bath, Masonry Home in Bayshore Gar- 
dens, Bradenton. Cost $16,200 Best offer. 
Photo and Details 

Box 5341, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


For Buying and Selling 
PUBLISHING PROPERTIES 
contact 
W. B. GRIMES & CO. 
—Media Brokers— 

2000 Florida Avenue, N.W. 
Washington 9, D.C. 
DEcatar 2-2311 


CHEMICAL TECHNICAL WRITER 


REPRESENTATIVES WANTED 


MAJOR MANUFACTURER OF 


Representatives wanted in New 
City—to cover East for consumer publi 
cations. 
Box- 5311, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


York 


-|| CHEMICALS LOCATED IN 
CONNECTICUT SEEKS TECH- 
NICAL WRITER WITH 3 TO 5 


Representatives wanted—located 
England—to cover 
tory 


New England terri 
for consumer publications. 

Box 5312, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


in New 


-|| YEARS EXPERIENCE IN RUB- 
BER CHEMICALS, SYNTHETIC 


“Old well-est. bldg. trade pub. 

rep. org. covering the East. 
Box 5337, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


seeks 


RUBBER, PLASTICS, LATEX 
AND AGRICULTURAL CHEMI- 
CALS. EXPERIENCE IN ADVER- 


NEW ELECTRONIC PUBLICATION seeks 
space representative in Philadelphia area. 


If you know this field and can handle 
potentially hot magazine write 

Box 5338, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 


Illinois 


TISING AND PROMOTIONAL 


all TECHNIQUES HELPFUL. 
| PLEASE SEND RESUME IN- 


CLUDING SALARY REQUIRE- 


MISCELLANEOUS 


THE POTENTIAL NEGRO MARKET by) 

of accurate 
and comprehensive reports on 
one of America’s greatest untapped re- 
sources. $4.50 to Cole’s Books Unlimited. 


Joseph Johnson. 
surveys, 


A series 


East Bridgewater, Mass. 


MENTS TO 


Box 970, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


Procter & Gamble 
ADVERTISING 


MARKETING 


MANAGEMENT 


This is an invitation to career minded men with the ability to assume 
broad business responsibilities quickly. If you are selected for Procter & 
Gamble’s Advertising Department, you would join a small marketing 
group where you would receive excellent, on the job training, and share 
in the responsibility for marketing an important, nationally advertised 
consumer product. You would work closely with other Company Depart- 
ments on developing sales promotions and on coordinating the consumer 
and market research, product development, and financial planning for 
your brand. You would also work closely with the Advertising Agency in 
planning both long range and short term marketing strategy, and adver- 


tising execution. 


Specialized training or experience in advertising and marketing is not 
required for application. Good general business potential, a high degree 
of native intelligence, and the ability to work smoothly with many types 
of people will be considered foremost. 


The four Consumer Goods Divisions of Procter & Gamble are expanding 
rapidly. This expansion, together with our policy of always filling man- 
agement openings by promotion from within, is creating an outstanding 


career opportunity. 


MAIL THIS COUPON TODAY FOR COMPLETE INFORMATION 


Mr. H. H. Wilson, Dept. AA1016 


Procter & Gamble 
P.O. Box 599 
Cincinnati, Ohio 


Dear Mr. Wilson: Please send me information on career opportun- 
ities in your Advertising Department and enclose an application 
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SKIN DIVING PICTURES 


Authentic underwater pictures with 

diving gear used correctly. Unusual 

color or black & white photos at 

only experts can provide. 

SKIN DIVER PUBLICATIONS, INC. 
P. 0. Box 111 Lynwood, Calif. 
Publishers of SKIN DIVER MAGAZINE 

and DIVING NEWS 


PRINT MEDIA BUYER 


Excellent opportunity for man with 5 
years background in national news- 
paper and industrial magazines. Must 
be willing to relocate to fast-growing 
Houston regiona) office of one of the 
largest 4-A agencies. Relocation expen- 
ses paid. Salary open. Send letter and 
resume to 
Box 966, ADVERTISING AGE 


630 Third Ave., New York 17, N. Y. 


SUBSTANTIAL PUBLISHING 
HOUSE HAS OPENING FOR 
ASSISTANT TO SALES MAN- 
AGER. AS STAFF SUPERVISOR 
WOULD BE RESPONSIBLE FOR 
CONTRACT FULFILLMENT 
AND OTHER ADMINISTRATIVE 
DUTIES IN PUBLISHER'S AD- 
VERTISING DEPARTMENT. 
GENERAL KNOWLEDGE OF 
MAGAZINE PRINTING DESIR- 
ABLE. MUST BE WILLING TO 
RELOCATE IN SOUTHWEST. 
FULL DETAILS IN FIRST LET- 
TER PLEASE. ‘ 


Box 960, Advertising Age 
200 E. Illinois St, Chicago 11, Ill. 


AUTOMOTIVE WRITER 


4A Agency needs writer with 
solid automobile experience to 
create and follow through on 
promotion and direct mail ma- 
terial for large account. Should 
be good at visualizing, and have 
real merchandising background. 
Must be an excellent writer, 
with imagination. Midwest lo- 
cation. Salary in early five fig- 
ures. Send letter and resume, 
but no samples, to 


Box 972, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


POTENTIAL 
ADVERTISING 
MANAGER 


We are looking for a man who has 
strong experience in industrial ad- 
vertising . . . direct mail, brochures 
and space ads and is capable of 
managing a complete program. 
You will be working for MOTOR- 
OLA, leader in 2-way radio. Send 
resume and salary requirements 
to: 
Professional Personnel Dept. 


MOTOROLA, INC. 
4545 Augusta Blvd. 
Chicago 51, Il. 


Are you making enough money 
with your $1,000,000 
Advertising Agency? 


Make more. We took our million in 
billing and quietly, quickly moved 
it up to three. If your overhead, 
your rsonnel and time preclude 
immediate growth if you'd 
like to join forces with a proven 
success, still proving, if you want 
“in” with an aggressive, N.Y.C., 
30 man (including PR staffed) team 

. tremendously creative with ex- 
perience in 54 industries .. . and if 
you're willing to be acquired .. . 
let's talk. 


Box 968, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


PHOTO ENGRAVING 
and 
OFFSET POSITIVES 
SALESMAN 


Complete progressive company, 
Chicago area, will make an at- 
tractive proposition to a man 
who can bring in a substantial 
volume of business. Write fully 
in confidence to: 


Box 971, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Hil. 


Our 50th Year 
MKT. RESEARCH, MBA preferred 
Consumer only to 
ASST. ADV. MGR.— 


hvy. machinery to 8,500. 
ADV. MGR.—Woman—notions 
good mech. production 7,500 


MANY MORE—MAIL RESUME 

GLADER CORPORATION 

110 S. Dearborn St., CHICAGO, Il. 
hone: CEntral 6-5353 


N.Y. CREATIVE PRO 
SEEKS CHANGE OF SCENE 
Over 83 years with top N.Y. creative shops 
writing sales-boosting copy — all media, 
heavy print. Plus extensive contact and 
promotion experience. College grad, age 
36. Hunting key post with ambitious 
agency, in area offering fine family en- 

vironment. 
Box 964, ADVERTISING AGE 
630 Third Ave., New York 17, N. ¥. 


CHICAGO ADVERTISING OPPORTUNITY 
BE YOUR OWN MAGAZINE PUBLISHER 


An intelligent adman can own a hand- 
some, profitable magazine in Chicago; 
part of successful U. S. expansion pro- 
gram. Slight investment, fully protected; 
returnable in few months. Send brief de- 
tails, confidentially. 

Box 963, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, tI. 


WRITER 


Yes, we know all that, but . . . can you write? 

Do you understand people and know how to reach 
them with words? (We think that’s damned impor- 
tant.) Because here you'll work with people who do. 
The kind of people who know that commercial ideas 
are the important things in this business, and that 
those who have them are the important people. 

You'll have the opportunity to contribute ideas 
on all of our accounts. We work that way. Look us 
up in the “red book” to see what accounts we’re 


talking about. 


You'll read the evening paper at 5:30, at home. 
You'll watch your kids grow up in one of the finest 
school systems in the country. You'll work on the 
outskirts of the city in our own modern building. 
(We have our own parking lot, too.) You'll be two 
stop lights away from the N. Y. Thruway . .. seven 


hours from Manhattan, an hour or so from Cana- 


dian playgrounds. 


You'll be amid all the culture you can handle. 
You'll enjoy four seasons of sport and beauty. 
(There must be something you can do in the Adiron- 
dacks when you get tired of cavorting around the 
Finger Lakes and taking pictures of Niagara.) 

Our five offices are billing over $13 million and 
prospects are splendid. We pay well, have incentive 
programs, offer stock participation, and come 
equipped with all the other fringe-benefit jazz. 

If you're the writer we want, we'll treat you like 


a king. 


Write to us . . . And, oh yes, you'll like our new 


coffee machine, too! 


GENE NOVAK 


Vice President & Creative Director 


The Rumrill Company, Inc. 


1895 Mt. Hope Avenue 
Rochester 20, New York 
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| have a thorough background 
in Corporate PR covering every 
phase of consumer, dealer, 
community, stockholder and em- 
ployee relations . . . in heavy 
industry, finance and consumer 
products. 


| have good contacts in all! 
media. | can work under pres- 
sure good humouredly, tire- 
lessly. | am well-traveled, well- 
spoken, well-groomed, able to 
meet people on any business 
or social level. | can organize 
and supervise national promo- 
tional paigns, tings, 
Press parties. 


| am now ready for a new, 
stimulating PR  position—pre- 
ferably in the field of metals, 
air travel, fountain pens, house- 
hold equip or consume 
magazine publishing. Manhat- 
tan only. Write for friendly 
interview; salary open. 


Box 8C—123 East 37th St., 
New York 16, N.Y. 


SOPHISTICATED 
WRITER 
WANTED 


If you write with style and 
sensitivity ...if you wish you 
had been in on the fun in the 
developing days of Doyle Dane 
Bernbach or Papert, Koenig & 
Lois...if you have an aversion 
to flat, irrelevant copy —we’d 
like to hear from you. We’re 
small, fast-growing and on our 
way to earning the reputation 
of a particularly creative, 
tasteful agency. The writer we 
hire will prefer to write more 
than to manage or do contact 
work...a thoroughgoing pro. 
His talent may sometimes have 
to lie dormant while pushing 
out a pedestrian assignment or 
shaping a media schedule. But 
the future will be exciting... 
the rewards great ...the satis- 
faction of doing an artistic, 
professional job unlimited. 
You will be asked to work to 
the limits of your talent... 
not compromised somewhere 
short. There is some risk. 
We’re only 20 months old. The 
future is in our own hands... 
and could be in yours. Don’t 
send a resume. Tell us about 
yourself in a letter. Box 978, 
Advertising Age, 630 3rd 
Avenue, New York 17, N. Y. 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—but not to 
your poyroll—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison /ny 16 


DON HARRIS NEEDS .. . 


SPECIAL NOTE: With Lou Paeth now 
fully sharing Don's workload, agencies and 
companies Monarch works with keep in- 
creasing. Recent examples: two of New 
York’s biggest agencies; two of the Mid- 
west's most successful under-$5,000,000 
shops; a major Coast agency. Monarch 
advertises only jobs for which Don has no 
precisely qualified applicant. See below 
ONE of BIGGEST U. 8. BANKS needs man 
to plan, write and direct writing, art and 
production of all promotional and infora.s- 
tional literature, deal with high execut:ves. 
Bank experience not a requiremert. Keen 
public relations-promotional sense. Profit- 
sharing, pension, insurance, other benefits 
Re Serr ve $15-816M+ 


DON HARRIS, DIRECTOR 
LOU PAETH, Associate Director 


MONARCH PERSONNEL 
Advertising and Marketing Division 
28 E. Jackson Blvd., Chicago . WA 2-9400 


MARKET RESEARCHER 


Competent researcher (28 to 35) 
needed for expanding consumer 
research dept. of a corporation 
with sales exceeding 500 million 
annually. 
If you have a marketing degree 
and two or more years consumer 
research experience with a con- 
sumer oriented co., ad agency or 
research firm, we can offer you 
advancement potential, benefits 
including profit sharing and an al- 
ready successful marketing re- 
search dept. in which to work. 
Box 961, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PROFITABLE 
SALES PROMOTION ACCOUNT 
AVAILABLE 


More than one account, in fact. 
Your agency can make real 
profits through new techniques 
of selling and servicing sales 
promotion to your present 
clients. If you’re letting this val- 
uable business go elsewhere, or 
if you think sales promotion has 
to be a profitless agency service, 
let’s talk facts and figures for 
twenty minutes. My presenta- 
tion offers a method for you to 
make more profits on added vol- 
ume and render additional client 
service through sales promotion. 
Write: 
Box 959, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


BETTER POSITIONS— 
LOWER FEES 


A.E. petroleum b/g _15-20M 
BRAND MGR. pkgd. foods 

age to 40, college 10-16M 
COPYWRITER farm b/g 9-12M 
COPYWRITER chem. degree 9-12M 
ADV. MGR. agriculture 10-12M 
COPY/CONTACT W. Coast 12-14M 
LAYOUT ARTIST agency expr. 10-14M 
TECH. PUB. SUPV. 10-13M 
TECH. WRITERS (6) engrg. 7-10M 


Send Us 2 Complete Resumes, 
Including Past Earnings 


WALKER 


83 So. 7th St. Minneapolis, Minn. 


POSITION WANTED 


AD MANAGER 
CREATIVE DIR 
ACCOUNT EXEC 


Fourteen years experience in cre- 
ating advertising compaigns that get 
results. Clients have history of sales, 
ad budget increases. Currently Cre- 
ative Dir.—Account Exec. for pro- 
gressive agency. Write, plan, direct 
others. Directly responsible for 
major accounts; develop creative 
strategy for all clients. 

Thoroughly versed in media. Get 
results from campaigns utilizing 
print, radio, tv, direct mail, outdoor, 
plus collateral material for p-o-p, 
dealers, merchandising, etc. Expe- 
rienced in drugs, meat, cosmetics, 
manufacturers, package goods. 12 
> ae of creative leadership. ‘4 
le, experienced administrator. - 
gree. Resume on request. 

Box 962, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ASSOCIATE 
CREATIVE DIRECTOR 


He must be a whole, completely equipped ad- 
vertising man. Imaginative, dynamic, highly crea- 
tive—knowing in print and especially broadcast 


media. 


He must have “presence”—be able to clearly and 
convincingly present his ideas to agency manage- 
ment and clients. His intimate knowledge and ex- 
perience will enable him to supervise both print 
and broadcast production, whether radio, film, 


tape or live TV. 


If you can meet these qualifications, you will be 
well paid and you will share in the profits as well 
as the excitement in a young and expanding or- 


ganization. 


Write, in confidence, to: 


Sherman E. Rogers 
Vice-president, Creative Director 


HILL, ROGERS, MASON & SCOTT, INC. 
6 North Michigan Avenue 


Chicago 2, IMlinois 


amadcan 
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Advertising Age, October 16, 1961 


Benetield to Campbell-Ewald 

Campbell-Ewald Co., San Fran- 
cisco, has appointed James R. 
Benefield to head the publicity 
program for its new travel and 
transportation group, headed by 
Douglas F. Jenkins. Mr. Benefield 
was formerly publicity director of 
the Pacific Area Travel Assn. 


Grubb Shifts Indianapolis Office 

Grubb Advertising has moved its 
Indianapolis office, not its Cham- 
paign office (AA, Oct. 9), to 3231 
N. Meridian. 


STRICTLY FRESH 
FREE-LANCE COPY 
Chicago copywriter with 16 years agency 
experience now free-lancing full time. 
Available for any type of assignment 
from envelope stuffers to complete ad 
campaigns. Plans, organizes, delivers fin- 
ished, professional copy and respectable 
roughs. Meets or beats all deadlines. Re- 
alistic per-job fees. Call Lincoln 9-1751. 
Or — Destelle, 622 Waveland, Chi- 

cago 13. 


SALES PROMOTION 


I enjoy creating and implementing sales- 
man and customer incentive plans. Strong, 
versatile writer. Broad background in 
graphic arts. With 1 company 13 years. 
a range $9-$10,000. Resume on re- 
quest. 


Box 967, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON + SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


MOVING? 
SEND FOR BOOKLET 


A free, 16-page booklet prepared 
by Burnham Van Service, Inc. 
can give you helpful, work-sav- 
ing, cost-saving pointers on how 
to organize your move from city 
to city when you change jobs. 
How to prepare to move, tips on 
packing, a helpful inventory 
checklist of things to do are 
among the topics included. Write 
for your free copy. No obliga- 
tion. Edward Swann, Burnham 
Van Service, Inc., 1634 Second 
Avenue, Columbus, Georgia. 


4 


|. there’s a good, 


sneaky reason why 
you've never 
heard of Aruba 


‘1939, the research company 


PUTTING OUR MAGAZINE 
EXPERTS ON YOUR STAFF— 
BUT NOT ON YOUR PAYROLL— 
GIVES YOU TOP MEN FOR | 
TOKEN FEE! ss 


i 


Publishers 
Representatives 
310 East 49th St. 


|| J. Wilson Gaw, vp in charge of pub- 


THE SECRET'S OUT—Trans Caribbean | 


Airways is plugging the little- 
known island of Aruba in Bride’s 
Magazine and six newspapers with 
this type of b&w insertion. War- 
wick & Legler is the agency. 


U.S. Grocery Tab 
Hit $50 Billion in ‘60, 
Up 4%, Nielsen Says 


Cuicaco, Oct. 10—The U. S. gro- 
cery store bill was nearly $50 bil- 
lions in 1960, a gain of 4.3% over 
1959, and the first half of 1961 saw 
it running nearly 4% higher still, 
A. C. Nielsen Co. reports. 

The figures are detailed in the 
“27th Annual Nielsen Review of 
Retail Grocery Store Trends,” re- 
leased this week. 

Stores are getting bigger and 
fewer, the report said, with chains 
and supermarkets (over $300,000 
annual sales) accounting for 66% 
of total grocery store business, 
compared to 61% in 1957. Since 
re- 
ported, the number of stores re- 
quired to transact 70% of the total 
grocery store volume has shrunk 
from 112,000 to 39,500 stores. 

All sections of the country except 
the Southeast registered gains for 
1960, with metropolitan New York 
showing the largest grocery store 
sales growth of 9.4% over the pre- 
ceding year. Close behind were the 
Middle Atlantic states, with 9%, 
and the Southwest, with 8.8%. + 


Bag Company to Byrde, Richard 
Vacuum Cleaner Bags Inc., New 


‘ York, has named Byrde, Richard 


& Pound, New York, to handle its 
advertising. There was no former 
agency. The company will use ra- 
dio and tv in 10 to 12 big cities 
in the East, as far West as Detroit 
and Chicago, and on the West 
Coast. 


our first policy aim is to have 
Britain. 


from America. 


His responsibilities will be to 
ards of the agency advertisers 


York this week. Write or call 


Telephone: Judson 6-8888. 


ROYDS OF LONDON ARE SEEKING 
TOP FLIGHT ART DIRECTOR 


G. S. Royds Ltd. is one of Britain’s leading Advertising 
Agencies. We employ 300 people in our own building in Lon- 
don and service a range of 30 national accounts, mostly fast 
moving consumer goods. Our board was recently revised to 
have the lowest average age of any major British agency and 


A really outstanding Art Director is of extreme importance 
to us. We would welcome the extra imagination and new view- 
point which will come from the appointment of a top flight man 


inspiring the four Creative Groups into which the Agency is 
organized. Age should be between 30 and 40. He should have 
considerable advertising experience and a range of campaigns 
which show flair, imagination and a good sense of selling the 
product (without spoiling the ad). 


Our Agency Creative Director, John Beard, will be in New 


Associates, 1 Rockefeller Plaza, New York 20, New York. 


the finest creative services in 


raise the art and visual stand- 
and to do this by leading and 


him C/O Jere Patterson and 


‘' wondering how to get out of the 


S has been “terrific,” far above ex- 


Gas Company Gets 
Good Licking in 
Stamp Promotion 


SEATTLE, Oct. 11—Washington | 
Natural Gas Co. put itself in ad 
stamp business as a matter of pro- 
motion for the 1962 Seattle 
World’s Fair. Now the company is 


stamp business. The _ response, 


lic relations, told ADVERTISING AGE, 


pectations. 

To give a boost to the World’s 
Fair, which will run from April 21 
to Oct. 21, 1962, Washington Nat- 
ural Gas printed 100,000 sheets 
each with 12 full-color stamps 
taken from tourist attractions in 
the area served by the gas com- 
pany and including also four illus- 
trations from the forthcoming fair. 
Each stamp carries the dates of | 
the fair and a legend such as “See 
scenic Washington and Seattle’s 
World Fair gas exhibit.” 


COWHGCOGCwr > 


@ Each sheet of 12 starnps is| 
headed: “Compliments of Wash- | 
ington Natural Gas Co. Use these | 
on your mail to invite out-of-state | 
friends to visit Washington and | 
Seattle’s space age World’s Fair, | 
April 21 to Oct. 21, 1962. Extra | 
stamps available at any Washing- | 
ton Natural Gas Co. office.” 

It’s that last line that is making | 
trouble. The company originally | 
mailed out 75,000 sheets to resi- | 
dential, commercial and industrial | 
customers in Seattle, Tacoma and | 
36 other communities in the 125- | 
mile stretch from Everett to Che- 
halis. 

The secretary of state asked for 
1,000 sheets. A Seattle community 
promotion for a charity used the | 
sheets as favors. The World’s Fair 
headquarters asked for 2,000 
sheets and already has run out. 
Other requests have come from 
banks, chambers of commerce, 
and service clubs. Stamp collec- 
tors have clamored for sheets, and 
one woman sent 59 stamped and 
addressed envelopes and asked 
that these be mailed back with a 
world’s fair stamp on each. At 
offices of the company, people 
have come in for extra stamps— 
as well as to pay a bill. 

Now the gas company is down 
to its last 1,000 sheets and is wres- 
tling with the question whether to 
order up a new batch or to con- | 
clude that it is time to drop out 
of the stamp business. + 


‘Country Club Woman’ Opens 
at 341 Madison Ave., N. Y. 

In announcing the opening of a 
New York office for Country Club 
Woman (AA, Oct. 9), the address 
was erroneously given as 41 Mad- 
ison Ave. Actually, the number is 
341 Madison Ave. 

Walter R. Holmes, formerly with 
Newsweek, Time and Parents’, is | 
eastern advertising manager of the 
magazine, which is to be launched 
next March. 


Olin Boosts Chip Sales 

The packaging division of Olin, 
New York, has begun a campaign 
to increase potato chip sales. Ads | 
in Good Housekeeping, plus tie-in 
material, will suggest new uses for 
potato chips. Trade advertising in 
Progressive Grocer and a booklet 
addressed to manufacturers will 
jround out the campaign. Doyle 


| Dane Bernbach is the agency. 


| 
| Walder Joins Lady Manhattan 
I. Irving Walder, formerly with 
the Laros division of Warner Bros., 
has been named to the new post of 
sales promotion manager of Lady 
Manhattan, a division of the Man- 
hattan Shirt Co., New York. 


\* 


Vega’ Debuts in January 


143 


Crolius is editor and publisher, 
The first issue of Vega, a new and William Henry Long is adver- 


monthly magazine, which will be | tising director. Vega’s headquarters 
the official magazine of the Veg-|@re located at 528 Mills Bldg., 
etable Growers Assn. of America, Washington 6, D. C. 

will be issued in January, 1962. 

Initial circulation will be 35,000,| Lampert Agency Moves 

and the cost of a one-time b&w 
‘page ad will be $520. Peter C.|moved to 30 E. 42nd St. 


Lampert Agency, New York, has 


COLOR TV OWNERS 
RATED A TOP-CLASS MARKET 


A study by Market Facts, Inc. shows the median income of 
Color TV families is $13,123 as against a $5,417 national 
average. That's another dollars-and-cents reason why more 
and more sponsors are moving up to Color TV. What about 
you? Get the full Color picture today from: W. E. Boss, 
Director, Color Television Coordination, RCA, 30 Rocke- 
feller Plaza, New York 20, N. Y., Tel: CO 5-5900 


as BIG 


as its hame 


HOW CAN YOU 
OVERLOOK IT? 


You can't tell how big Albuquerque is by 
looking at shipping schedules. Retail Sales 
give you the picture. Albuquerque is the 
60th largest city in the country.* Don't 
overlook the Quarter Million Consumers 
in ALBUQUERQUE, NEW MEXICO .. . 


A BIG CITY . . . A BIG POCKETBOOK. 
(*Source U.S. Census Bureau) 


Buying at the 
Distribution Point 
Doesn’t Always Reach 
the Consumer! 


You're missing 50% of your market if 
you spend your advertising budget in 
West Texas distribution points — 50% 
of the products shipped into these areas 
are reshipped to dealers in New Mexico. 
Spend your advertising dollars on con- 
sumers, not warehouses! 


Write.. 
Call... 
NOW ! 


KABQ 
KDEF 
KGGM 
KHFM 
KMGM 
KQEO 
KARA 
KLOS 
KOB 
KOAT-TV 
KOB-TV 
KGGM-TV 
Perry Simmons Bus Benches 
Llewellyn Outdoor Advertising 
Ted Boyd Outdoor Advertising 


ALBUQUERQUE 
NEW MEXICO 
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Building Permits Set New Record 
El Paso Building Permits First 
Nine Months of 1961 Totalled 
$53,023,396.00 
Increase of $16 Million over same period 
in 1960 and more than $3/M ahead of 1958 
—the record year for building in El Paso. 


The Zl Paso Times 


Morning and Sunday 


El Paso Herald-Post 


Evening 
COMBINED CIRCULATION 107,206 


fF ___EL PASO... CAPITAL CITY OF 
=e _ THE FABULOUS SOUTHWES 


MONY Promotes Four 


| Clifford B. Reeves, vp for public 
|relations at Mutual of New York, 
j|has been promoted to senior vp 
|of the company. At the same time, 
|MONY named Russell V. Vernet, 
| director of advertising, to the post 
|of director of public relations. He 
| will be succeeded by Henry L. 
|Hayden, now assistant director of 
|advertising. George Wilgus, 2nd vp 
|for personnel, becomes 2nd vp for 
pubic relations. 


Williams to Georgia Bonded 


Arthur J. Williams, editor of | 


| Luggage & Leather Goods and 
Handbags & Accessories, has joined 
|Georgia Bonded Fibers, Newark, 


| dustrial relations. 


Geer Joins E. M. Freystadt 

Abbot M. Geer, formerly adver- 
tising director of Skipper, has 
|joined E. M. Freystadt Associates, 
New York agency, as public rela- 
tions director and an account ex- 
ecutive. 


Think About 


THE SYRACUSE MA 


Think 
About 


All of it! 


Think of America’s best test city—plus a score of sizable, prosperous 
cities like Auburn, Cortland, Ithaca, Oneida and Oswego. Think of 
15 counties embracing one-third of the total area of New York State 
—with a population of 1,501,500 and buying power of more than 


$3 billion annually! 


There’s a single, effective and economical way to sell ALL of it! 
The Syracuse Newspapers deliver 100% home coverage of Syracuse 
and Onondaga County; effective circulation in the 14 surrounding 


counties. 


No Other Combination of Media in the Area Will Do 
a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — 
DAILY AND SUNDAY &, 


RRET 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


HERALD-JOURWAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 229,489 Sunday Herald-American 204,716 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 102,982 


Advertising Age, October 16, 1961 


las director of advertising and in-| 


PROGNOSTICATOR—Charles Flynn 
(right), advertising and sales pro- 
motion manager of home furnish- 
ings, tires and industrials for Chem- 
strand Corp., accepts first prize—a 
football—for coming closest to fi- 


nal score of Holiday pre-game 
football party in Cleveland. Ralph 
Ww. Hench Jr., the magazine’s vp 
| and ad director, presents the auto- 
graphed pigskin. 


Schaefer Drops 
Two Labels Hit 
in Carling Suit 


CLEVELAND, Oct. 10—F. & M. 
Schaefer Brewing Co. has agreed 
to stop producing and distributing 
Standard brewing products under 
|the names Standard Red Label 
| beer and Red Velvet ale. 
| Schaefer’s decision, set forth in 
|an agreement with Carling Brew- 
|ing Co., brought an end to a court 
fight between the two brewers 
| over the labels. 
| Carling had contended that the 
|sale of Red Label and Red Velvet 
|brews by Standard Brewing Co., 
|which was purchased here by 
| Schaefer in June, was misleading 
|to the public because the brand 
/names were similar to Carling’s 
| Black Label beer and Red Cap ale 
| (AA, July 24). 
| Carling had sought a court or- 
'der to stop what it called a “fla- 
grant attempt to confuse the casu- 

al purchaser.” 

After approving the agreement, 
| Judge Saul S. Danaceau dismissed 
the injunction suit. 


|e A Schaefer spokesman said 
| that the firm will continue to brew 
| and market Standard Premium 
beer. 

| “Our experience in Cleveland 
indicates that the name Standard 
|means much more to the customer 
{than do the two minor brand la- 
| bels,” he said. + 


-FORST* 


In any language, 

The Cedar Rapids Gazette 
is lowa’s 1st newspaper 
in total advertising 
linage and provides 

95% coverage of lowa’s 
2nd largest market. 


Represented by 
Allen-Klapp Co. 


*FORST means FIRST in Danish 
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Heilig Bolas 


Kortas 
IN FOUR A’S FOYER—Agency executives at the central region meeting of the American 
Assn. of Advertising Agencies in Chicago include Harry Heilig, R. Jack Scott Inc.; 
George Bolas, Tatham-Laird; Elaine Kortas, Marsteller, Rickard, Gebhardt & Reed; 
W. D. Lyon, W. D. Lyon Co.; John G. Mapes, Hill & Knowlton; Clint Frank, Clinton 


Lyon Mapes 


Thought Leaders Are 


Wary of Ads, 4A’s Told 


(Continued from Page 1) 
showed that nine out of ten regard 
advertising “as a productive force 
in the economy.” However, “many 
of the thought leaders question 
some of the ‘side effects’ of ad- 
vertising. 

“Religious leaders,” it was said, 
“think advertising does not com- 
pletely fulfill its social obligations. 
Irresponsible advertising, they say, 
makes business, as well as adver- 
tising, morally suspect. Sociologists 
think ‘advertising is a cultural de- 
pressant, tending to destroy indi- 
vidualism.’ Economists join with 
other groups in criticizing what 
they call non-informative, or pure- 
ly brand-vs.-brand advertising.” 

“Another criticism common to 
all groups of thought leaders,” the 
report said, was: “Advertising in- 
fluences people to buy unnecessary 
things.” 


s Mr. Mapes said that the reason 
for this attitude is complex. “Some 
intellectuals think national re- 
sources are wasted when what 
they call ‘unnecessary’ goods and 
services are produced. But sub- 
stantial numbers of thought lead- 
ers in all categories think, also, 
that Americans are growing too 
soft—that because of luxury liv- 
ing, we are losing the moral fiber 
and physical strength needed to 
stand up against the hard chal- 
lenges of the day.” 

According to Mr. Mapes, since 
the study was made when the Ber- 
lin problem was critical, “the en- 
vironment of tension unquestion- 
ably influenced respondents’ think- 
ing.” 

Mr. Mapes added that despite 
the criticisms of advertising, 
thought leaders showed “no senti- 
ment for restrictive legislation or 
control of advertising.” 

As part of the study, it was said, 
an attempt was made to evaluate 
the basic attitudes of each person 
interviewed. Interviewers evalu- 
ated the attitudes of each respond- 
ent according to a series of ques- 
tions. A summary of this phase 
follows: 


e Does the respondent believe 
competition is wasteful, unproduc- 
tive? “In the judgment of the in- 
terviewers, only one in ten of the 
people they talked to thinks this 
way. However, the corresponding 
percentages for clergymen and ed- 
itors of intellectual publications 
are higher.” 


e Does the respondent believe that 
advertising promotes values that 
are too materialistic? Of the total 
interviewed, 44% would agree with 
that, and 11% more have mixed 
feelings. Only 45% would dis- 
agree. 

e Does the respondent believe 
more money should be spent on 
schools, etc., and less on “unnec- 
essaries”? “About one-third of the 
total would agree.” 


e Does the respondent believe that 
advertising should give the facts 
and only the facts? “The prepon- 
derant belief is yes—as high as 
three out of four in some cate- 
gories.”’ 


® Marion Harper Jr., president of 
Interpublic Inc., asked Four A’s 
members at a closed session to send 
suggestions and criticisms of the 
pr program to the committee in 
charge of the program. 

Hill & Knowlton will study these 
comments and will also devote 
much time to studying the research 
study before making recommenda- 
tions to the Four A’s board of 
directors. Mr. Harper told AA 
after the meeting that he does not 
expect the pr company to make 
recommendations before next Feb- 
ruary. 

The Interpublic president also 
told AA that Four A’s plans to 
move slowly on any pr or educa- 
tional program. “I feel that this is 
a good research study, which 
should be carefully analyzed before 
we decide what we are going to 
do,” he said. 

The only finding in the study 
that surprised him, Mr. Harper 
said, was some of the positions 
taken by the religious leaders, 
which he felt were quite different 
from men interviewed from other 
fields. 


‘ 


s Arthur Tatham, board chairman 
of Tatham-Laird, told AA that he 
was not satisfied with the survey. 
“I feel that the study should have 
been conducted among the gen- 
eral public, rather than with 
thought leaders, who represent 
only a small segment of our popu- 
lation,” he said. “We are dealing 


with the general public daily; why 
not find out what it thinks about 
us,” he said. 

It was Mr. Tatham who blew 


LE‘ 


Frank Tatham 


| between the ad field and any oth- 


ler, we just don’t know how we}! 


rate,” he complained. 


presentation of the report Thurs- 
day morning, but it was a prom- 
inent subject at  pre-luncheon 
discussions. 


e Clinton E. Frank, chairman of 
the Four A’s committee which su- 
pervised the study, said he thought 
the summary was “well received” 
at the meeting. He agreed that 
there were some differences of 
opinion, but said, “You can get all 
kinds of opinions—to do this, or to 
do that. But you have to start 
somewhere. That’s what this is— 
a start.” 


= The core of the problem of the 
ad field is the thousands of dull, 
mediocre ads which are turned out 
by admen, William A. Marsteller, 
board chairman of Marsteller, 
Rickard, Gebhardt & Reed, said 
in addressing the Four A’s. 


quickly and positively,” he said. 
“Offensiveness and bad manners, 
while more subjective, carry social 
penalties in advertising as they do 
in any other phase of civilized life. 
But dullness, toothlessness, emp- 
tiness—aren’t these, too, frauds of 
a sort? And how shall we deal 
with them?” 

Mr. Marsteller named the fol- 
lowing four methods that his agen- 
cy is employing to eliminate me- 
diocrity: 

1. “We are trying to put our 
most creative people in the most 
sensitive spots in the company— 
those that carry the most prestige 
and the most money.” 

2. “While we are of course try- 
ing to hire the best people we pos- 
sibly can, as every agency I’ve 
ever heard of is also doing, we are 
at the same time trying to elim- 
inate from our staffs those of low 
ambition and limited ability.” 

3. “We are trying to be articu- 
late to our people about the work 
they are doing. We praise publicly 
and criticize quietly, but we are 
trying to let all our people realize 
that what they are doing is being 
judged.” 

4. “We have only one set of 
standards—all the way from get- 
ting to work on time, through the 
writing of conference reports and 
including preparation of advertis- 
ing itself, and those standards are 
equally binding on management 
and non-management people of ev- 
ery station.” 


® Peter E. Schruth, vp and adver- 


by Hill & Knowlton to start a pr|man to “go beyond the numbers 


program for the Four A’s costing | game” when buying magazine | 


e Does the respondent believe that | $135,000. 


advertising itself is wasteful and 


unproductive? Of the respondents, | also 


Another Chicago agency man 
expressed his unhappiness 


12% “believe that advertising is | with the study. He said that no at- 


wasteful, and another 12% are on | 
negative 
groups are economists, sociologists, 
and the editors of intellectual pub- | 


the fence. The most 


lications.” 


tempt was made to find out what} 


the thought leaders thought about 


other fields of business, 


such as 
the liquor industry, for example. | 
“Since no comparison was made| frequency 


| space. 

He charged that some magazines 
jare engaged in forced circulation 
activities, and added that “diluted 


zine field.” 

Mr. Schruth advised advertis- 
ers to employ more continuity and 
in ad campaigns in 


McDonald 


E. Frank Inc.; Art Tatham, Tatham-Laird; John W. McDonald, Buchen Advertising; 
Jack Bristow, Batten, Barton, Durstine & Osborn; Chester Posey, McCann-Erickson; 
Paul Harper, Needham, Louis & Brorby; and Ray Ackerman, Ackerman & Associates. 
The meeting was held at the Ambassador West Hotel. 


No floor comment followed the | 


“Dishonesty we can deal with |. 


|tising director of The Saturday | 
the whistle last May on a proposal | Evening Post, urged the agency | 


circulation is a drag on the maga- 


Bristow Posey 


magazines. Last year, he pointed 


ran 4.7 ads in the Post; 4.1 inser- 
tions in Life; 4.2 ads in Better 
Homes & Gardens, and 3.7 inser- 
|tions in Good Housekeeping. 

He also suggested that agencies 
become better acquainted with 
the audiences of the various mag- 
azines, and that more imagination 
|be employed in the creation of 
ads for magazines. 


s Oliver Treyz, president of ABC- 
TV, asserted that there was a need 
for a closer relationship between 
agencies and television networks, 
particularly in the area of buying 
shows for clients. 

He advised agencies to deter- 
mine the needs of their clients 
and then begin talking to the net- 
works during the fall months about 
shows and time slots for the fol- 
lowing tv year. He warned that by 
mid-January, 1962, the 1962-’63 
ABC-TV schedule “will be locked 
gg 
| 
s Charles T. Lipscomb Jr., presi- 
dent of the Bureau of Advertising, 
touched on the national sales force 
program being conducted by the 
BofA and the American Assn. of 
Newspaper Representatives in sell- 
ing newspaper advertising to key 
advertisers. 

“Throughout the investigation, 
planning and preparation of each 
project, the advertisers’ agency is 
consulted repeatedly by the BofA 
-AANR team and is kept advised 
of all presentation plans,” Mr. 
Lipscomb said. “Our aim is to get 
all the help we can from the agen- 
cy and to give the agency all the 
help we can in serving the best 
interests of both agency and cli- 
ent.” 


s Fairfax M. Cone, chairman of 
the executive committee of Foote, 
Cone & Belding, made a presenta- 
tion on “Eleven Campaigns I 
Would Like to Have Made, and 
Why.” 

Although he commented on some 
46, Mr. Cone’s top choices were 
campaigns created for Pillsbury, 
Ladies’ Home Journal, Life Savers, 
Hathaway, CBS, Jell-O, Johnson 
& Johnson, Polaroid, Kraft, Volks- 
wagen and Western Union. 


s James Isham, exec vp-creative 
services, of Needham, Louis & 
Brorby, took his cue from current 
trends in advertising to predict 
what future ads will be like: 
“The best ads tomorrow will be 
simple and direct,” he said. “They 
will be relevant. Increasingly, they 
|will find their themes and their 
drama in the product itself. 
“They will be believable. More 
|advertisers will discover the pow- 
er and effectiveness of understate- 
ment,” Mr. Isham continued. 
“They will not only deliver a 
selling message built around a sin- 
gle strong selling idea, but will 
leave the reader with a clear net 
impression, or image, of the prod- 


out, the average single advertiser | 


Harper Ackerman 


|uct and its maker.” 

He said that the trend to the use 
of “page-dominating” illustrations 
will continue, and that “we will 
|find new ways to exploit the po- 
| tentialities of the camera, the il- 
lustration, the microphone. 

“Tomorrow’s great ads will bor- 
row from the great ones of today 
and add something new of their 
own. For in this business of making 
ads, once something becomes a 
trend, it loses much of its value.” 


@ The value of “intrigue” in ad- 
vertising was discussed by Clark 
Leavitt, of Leo Burnett Co. In- 
trigue, he said, is “the quality of a 
stimulus that encourages investi- 
gation, exploration and resolution.” 

The nature of intrigue in ad- 
vertising, he suggested, “might be 
defined as an unexpected relation- 
ship between two or more familiar 
objects, but a relationship that is 
justified—that makes sense.” 

Mr. Leavitt said such values of 
advertising could be learned by 
more basic research. “We have 
been saddled too long with shop- 
worn and inadequate assumptions 
about advertising attention value,” 
he said. “We must now learn more 
about the relationship of visual 
efficiency to visual intrigue—how 
much effort a reader will give to 
understanding an advertising mes- 
sage.” 


PROBE SURVIVED 
TATHAM QUESTIONING 
Cuicaco, Oct. 11—Last May a 
Hill & Knowlton proposal that the 
Four A’s start a public relations 
program costing $135,000 in the 
first year was stopped short by Art 
Tatham, of Tatham-Laird. What 
survived Mr. Tatham’s criticisms 
was a proposal to conduct a “defin- 
itive depth attitude survey to ex- 
plore further the premise that the 
principal problem of advertising is 
not with the general public but 
with the criticisms of it that stem 
from thought leader groups.” 
Results of that “definitive depth 
attitude survey” appear in an ad- 
jacent column. The remainder of 
Hill & Knowlton’s proposals—a 
special Four A’s magazine for 
thought leaders, contacts with col- 
leges, writers and opinion formers, 
speeches, and organized and “posi- 
tive” publicity—were shelved, 
pending results of the research 
(AA, May 1). # 


Shakespeare to MacManus 

Shakespeare Co., Kalamazoo, 
|Mich., manufacturer of fishing 
tackle and archery equipment, has 
appointed MacManus, John & Ad- 
| ams, Bloomfield Hills, Mich., to 
| handle its advertising. The account 
| bills about $250,000-$300,000. Mac- 
|Donald-Cook Co., South Bend, 
| Ind., formerly handled the account. 
| 


OA Moves to New Oftice 

OA Business Publications has 
moved its offices to 288 Park Ave. 
W., Elmhurst, II. 
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MEMPHIS 


for the biggest slice of 
the Mid-South Market 
Where newspaper coverage 


Matches the 
Natural distribution area 


]. W. Dargavel, Head 
of Drug Group, Fair 


Trade Backer, Dies 


Cuicaco, Oct. 10—Dr. John W. 
Dargavel, 67, national leader of the 
drug industry and executive secre- 
tary of the National Assn. of Re- 
tail Druggists, died yesterday of a 
coronary occlusion. 

Dr. Dargavel was elected presi- 
dent of the association in 1931 (the 
youngest man to hold the office) 
and became chairman of the asso- 
ciation’s board the following year; 
one year later he was named secre- 
tary and general manager. He also 
served as editorial director of the 
N.A.R.D. Journal, and was perhaps 
the country’s leading proponent of 
fair trade. 


/RAYMOND H. SAWYER 
Omana, Oct. 11—Raymond H. 

Sawyer, 66, well known seed mar- 

keter and broadcasting executive, 


Shenandoah; secretary of May 
Broadcasting Co. (KMA, Shenan- 


| doah, and KMTV, Omaha); and vp | 


|of KFAB, Omaha. He was a direc- 
| tor of the three corporations. 

Born in Prairie City, Ill., and a 
| graduate of Northwestern Univer- 
|sity, Mr. Sawyer was active in 
|trade, educational and fraternal 
| circles. He was past president of 
|the American Seed Trade Assn. 
|and an honorary member of that 


|organization and the Iowa Seed} 


Dealers Assn. 


WALTER M. HEYMANN JR. 


Cuicaco, Oct. 11—Walter M. 


|Heymann Jr., 43, vp and director 
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| of sales development of North Ad- 
| vertising, Chicago, died yesterday 
|in Presbyterian-St. Luke’s Hospi- 
| tal after a long illness. Mr. Hey- 
bang joined North Advertising 
|Feb. 10, 1958, after having been 
|an account executive at Foote, 
|Cone & Belding. Prior to that, he 
had been a merchandiser for Gold- 
blatt Bros., Chicago department 
store operator. 

Mr. Heymann was chairman of 
the March of Dimes campaign in 
| suburban Highland Park, publicity 
| chairman of the Highland Park 
|Community Chest, and director and 


secretary of the Civic Assn. 
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Sessions Joins Wermen 


Advertising Age, October 16, 1961 


an account executive. He was for- 
Albert A. Sessions has joined|Merly with Lawrence C. Gumbin- 
Wermen & Schorr, Philadelphia, as! ner Advertising Agency, New York. 


died of cancer at his home in| 
Shenandoah, Iowa, Oct. 7. He was | 
|executive vp and general manager | 
of Earl May Seed & Nursery Co., | 
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General Dwight Eisenhower: “Every 
publication that seems to me devoted 
to the building of a better America in- 
variably wins from me a mental sa- 
lute. LIFE’s effort to define and sup- 
port our National Purpose is the kind 
of thing that helps to increase Ameri- 
ca’s dedication to her own noble aims.” 


Admiral Arleigh Burke (USN, Ret.), 
Former Chief of Naval Operations: 
“LIFE magazine is providing an ex- 
ample of ‘coverage in depth’ which 
will be of benefit to its readers, as 
well as to students of international af- 
fairs. I hope its editors continue to 
approach major events with the same 
considerate and dispassionate ap- 
proach they have been using in the 
new LIFE.” 


’  Director-producer Alfred Hitchcock: 
“Where there’s LIFE, there’s not only 
hope, but also a graphic insight into 
» the people who create the facts and 
» foibles of our time and the world 
» around us. For this reason, I find the 
| newLIFE both highly informative and 
» diverting.” 


Dr. Simon Ramo, Thompson, Ramo, 
Wooldridge, Inc. : “As we progress to- 
ward an increasingly complex tech- 
nological society, the public’s ‘need to 
know’ expands in importance. LIFE’s 
action-oriented format capably meets 
this requirement with clarity, depth 
and objectivity.” 


Marshall Field, Jr., President, Field 
Enterprises, Inc. : ‘I am confident that 
LIFE’s pledge to help win the cold war 
and create a better America will be 
fulfilled.” 


Sen. Hubert H. Humphrey (D.-Minn.), 
Senate Democratic Whip: “‘LIFE is to- 
day performing a service which I be- 
lieve is vital for the American people. 
LIFE presents the issues and the news 
in responsible but dramatic and sensi- 
tive style. Americans need to know 
about the significant developments of 
the day in human terms,” 


Walter T. Murphy, Public Relations 
Manager of Ford Motor Company: “If 
we could do as well with Ford cars as 
you do with LIFE, life would be a 
picnic for us.” 


Donald Douglas, Jr., President, Doug- 
las Aircraft : “I believe that the changes 
being wrought in LIFE are a worth- 
while step toward keeping us the best- 
informed people in the world.” 


Richard M. Nixon: “LIFE is rendering 
a great national service in the policy 
announced by its Publisher, June 2, 
and implemented by its Editors since 
then. I have full confidence that this 
policy of putting adult discussion in 
depth before the American people will 
open new channels of informed com- 
munication in our republic.” 


C. R. Smith, President, American Air- 
lines: ““LIFE has shown an ability to 
pick out the events and trends of im- 
portance and make their meaning un- 
derstandable to the reader. This is a 
very useful and necessary service to 
the nation.” 


Alfred M. Gruenther, President of the 
American National Red Cross: ““Con- 
gratulations on your new look. I am 
delighted over LIFE’s continuing 
efforts to stimulate a stronger sense 
of national purpose. Keep up the 
good work.” 


Charles H. Percy, President, Bell & 
Howell: “LIFE’s new editorial ap- 
proach to the news, in picture and in 
prose, provides a deep, yet rapid in- 
sight into many areas of knowledge 
which must be understood if we are 
to prepare ourselves to deal wisely 
with the problems that face us—if we 
are to preserve the principles which 
give our lives meaning and worth.” 


Rev. Theodore M. Hesburgh, Presi- 
dent, Notre Dame University : “I hope 
you never abandon the Editorial Page 
in LIFE... One might take objection 
at times to the pictures that sell LIFE, 
but no one would object to the fine 
thoughts and inspiring ideas that so 
often appear upon your Editorial 
Page. In this you have certainly es- 
tablished a fine tradition.” 


Joan Fontaine, actress: ‘I am in- 
trigued by the way LIFE is now bal- 
ancing its reportage of the rather over- 
whelming events of the day with at- 
tention to the humorous and ridicu- 
lous aspects of the human condition, 
LIFE seems to have rediscovered its 
sense of humor amidst today’s tu- 
mults,”’ 


Senator Stuart Symington: “LIFE’s 
story on SAC could not have been 
more timely, or effective in presenta- 
tion as the result of your new format. 
The more our citizens understand the 
complex, constant business of main- 
taining national security—the better 
prepared we will be.” 


Louis B. Seltzer, Editor, The Cleve- 
land Press: ‘‘The important thing 
about LIFE and its editors is a basic 
recognition that, superb as the editing 
job has been during its first quarter- 
century, the rapidity of change... 
requires the same swift shift in the 
techniques ofediting, of presentation,” 


ae es ' Dr. Leonard W. Larson, President, 
7 | American Medical Association: ‘I 
have long had great respect for the 
incisive reporting found in LIFE maga- 
zine, My admiration has increased in 
the last several weeks as your editorial 
emphasis has taken on a new social 
conscience.” 


Philip Liebmann, President, Liebmann 
Breweries, who wrote of the July 9 
issue: “This is the finest issue of LIFE 
I have ever seen. The new format 
stands out at its best,” 


Dr. José A. Mora, Secretary General 
of the Organization of American States: 
“Knowledge based on reputable in- 
formation is of vital importance to 
President Kennedy’s Alliance for Prog- 
ress Program. In this respect, LIFE 
magazine can make a great contribu- 
tion by conveying the knowledge that 
is the key to better understanding 
among the peoples of America.” 


Henry C. Alexander, Chairman of the 
Board, Morgan Guaranty Trust Co. 
of N.Y.: “For years LIFE has been 
doing its job superbly, but it always 
seems to be seeking—and finding— 
good new things to do and good new 
ways to do them. Perhaps its greatest 
skill is gauging the big needs of the 
time, and alerting its vast audience to 
them. 
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